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Editor’s NotE

AdReview has been published for 11 
years as a 50:50 joint venture between  
myself and Media24 – which is rath-

er like a joint venture between an ant and an  
elephant. But while most people would assume 
I would have little power and would be over-ruled 
most of the time, in fact Media24 has been a fair and 
honest partner.

However, with changing perceptions about the  
future role of the carrier magazine, Finweek,  
I have acquired sole ownership of the AdReview 
brand. This issue is the first under new management.

Already, I have learned a lot. I have set out to develop the new AdReview as a  
multimedia package, with the printed publication existing side by side with the  
website, http://tonykoenderman.com. The two media will co-exist as long as there is 
demand for both of them, and we will watch and respond appropriately to changing 
demand.

Repeatedly, people begged me, “don’t close it,” meaning to the  
magazine, AdReview. Well, here it is. What we need to keep it going is advertising 
support.

What the website will do is provide an ongoing news and information feed  
continuously through the year. Whereas AdReview provides a once-a-year snapshot 
of the state of the ad biz, tonykoenderman.com will keep that information updated. 
For example, we will track the creative awards won by South African agencies, so 
that at any time you can see the current state of play. Every time a new award is 
handed out, we will update the table.

The same strategy will be applied to other features, such as the New Business 
League and Category Champions.

Our database of agency performance goes back 34 years – which is how long I 
have been producing annual supplements of this nature. It must be one of the best 
resources of its kind in the country. We will use the more modern data to generate 
other tables, such as “creative points per head”, which puts a different perspective on 
the industry’s creative achievements.

A major focus will be on information that helps marketers to make choices.  
Whether they’re looking for a new ad agency, PR consultancy or design shop, we aim 
to have the best available information to ease the process of choosing.

Join us on our journey.

Tony Koenderman
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If you’re interested in Growth   contact Joe Public

011 467 0763 / info@joepublic.co.za

Launched Nedbank 
integrated campaign

Launched Steers 
100% or Nothing campaign

MAY 2012

MAR 2013

APR 2014

OCT 2011

Launched Clover Milky Way
Historic growth of market 
share above 30%

Launched Jet Up positioning 
for Edcon value retailer Jet

Launched Brothers For Life 
SA’s biggest men’s campaign, 

e�ectively shifting behavioural norms

Launched Dial Direct campaign
Achieved 10% market growth 

in a static market

Anglo American
global positioning to the local

South African market

Regained 100% local ownership

FEB 2009

JUN 2009

FEB 2010

FEB 2010

Launched 
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AD AGENCY OF THE YEAR

Ogilvy Cape Town: Full Circle

It’s been three decades, give 
or take, since a feisty little ad 
agency, Rightford Searle-Tripp 

& Makin, started making waves in 
the Cape. It quickly established a 
national presence when it acquired 
a big but past-it outfit called VZ, 
whose attraction wnet much fur-
ther than its client base: the Ogilvy & 
Mather network affiliation.

VZ had done little with the fran-
chise, but Bob Rightford knew an 
opportunity when he saw one. He 

(and those who followed him) built 
the agency, and ultimately the Ogilvy 
brand, into one of the most potent in 
South Africa, and the South African 
unit into one of the most revered in 
the Ogilvy network.

Now the process has come full 
circle, as Ogilvy Cape Town has be-
come the biggest and most creative 
agency in the country. This didn’t 
happen by accident, but is the result 
of a carefully formulated and imple-
mented plan set in motion six or 

seven years ago by then-managing 
director Gavin Levinsohn and chief 
creative officer Chris Gotz to build 
it into the industry leader in both  
creativity and new media.

Levinsohn has emigrated to  
Australia, but Gotz remains, now 
working in close partnership with 
Luca Gallerelli. Cynics might sym-
pathise with his challenge. When 
you’re at the top, they might say, 
there’s nowhere to go but down. 
But Ogilvy Cape looks set for a long 

Luca Gallarelli - MD of Ogilvy 

AwARDs
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AwARDsAD AGENCY OF THE YEAR

spell at the top – a statement which 
doesn’t discount the possibility of 
other agencies capturing the top 
spot at times.

Though probably best known for 
its creative leadership, Ogilvy set 
out determined to defend its title 
across the board, and it did so with 
gusto. Achievements included the 
successful launch for SAB of Flying 
Fish, SA’s first flavoured beer; it was 
appointed lead agency and PR agen-
cy for WeChat; it managed projects 
for Careers24 and News24 in SA,  
Kenya and Nigeria and MMI  
Holdings awarded the Metropolitan 
contract to Ogilvy PR.

These projects helped underline 
revenue growth of 17%, a consider-
able achievement off a large base.

South African advertising has 
generally been dominated by rival-
ries between two or three agen-
cies fighting for dominance. First 
one, then the other, takes the lead, 
in the process building great busi-
nesses. Going back to the Eighties, 
the Grey-Philips versus  BBDO era 
gave way to Grey vs Ogilvy, then 
Ogilvy vs TBWA Hunt Lascaris, then 
Hunt Lascaris vs Jupiter Drawing 
Room vs  Net#work BBDO. In 2010, 
Jupiter and TBWA Hunt Lascaris 
were named jointly as agencies of 

the decade (the first decade of the 
new millennium), though Ogilvy  
Johannesburg was named agency of 
the year.

Ah! The joys of competition!
Since then, however, the era of 

great rivalries seems to have come 
to an end. In the six years from 
2009, no agency has been named 
Agency of the Year more than once. 
But there is another rising star that 
is making its presence felt. 

Could we now be seeing the start 
of a rivalry between Ogilvy Cape 
Town and Joe Public?

Ogilvy CT was also named Large 
Agency of the Year.  AR
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MARkETER OF THE YEAR

Ever heard of Steers? Or Wimpy? 
Debonairs Pizza, FishAways, Mugg 
& Bean, Tasha’s, House of Coffees, 

Brazilian/Brazilian Café, Keg, McGinty’s, 
O’Hagan’s, Milky Lane or Juicy Lucy. Well, 
if you haven’t, you must have been taking 
an extended holiday on Mars.

Less well known is that they are all 
part of Famous Brands, the spectacularly 
successful restaurant and leisure group 
which started life as Steers Holdings. The 
founding Halamandaris family realised 
in 1999 that they had not fully unlocked 
the true value of the company, and they 
appointed the already-successful Kevin 
Hedderwick as MD of Steers Holdings. 

His mission was is a simple one: double 
the size of the business every four years. 

“Right from the beginning we knew that 
in order to unlock value for ourselves and 
our shareholders, we needed to grow,” he 
said in a 2011 interview. “We could play it 
safe, or we could take some risks. We de-

Kevin Hedderwick, brand steward
cided to take the risks.” One of these was 
the buyout of that British-based family 
favourite, Wimpy, priced at R124 million, 
which was  more than Famous Brands’ 
own market capitalisation. 

Despite a barrage of negative comment, 
Wimpy proved to be a star, and later Hed-
derwick bought the entire British group. 

It became clear that a new name was 
needed for the Steers group so that its 
holding company name did not compete 
with those of its subsidiary brands. Fa-
mous Brands was chosen in 2004 be-
cause it fitted the acquisition philosophy 
of buying businesses that are best in 
class or can be made best in class.

The group’s focus has now moved to 
leisure, a more encompassing concept 
than ‘quick service and casual dining’. 

The move has opened up the market for 
Famous Brands more than ever before. 
Hedderwick has built a multi-branded 
portfolio, considered a rare achievement 

Any agency that grew revenues 
30% in last year’s tough condi-
tions would have reason to be  

satisfied. But 34 (so-named because 
it is located 34 degrees south of the  
equator, in Cape Town) also has many other  
reasons.

Shopper-marketing is what it is be-
coming increasingly famous for, but it 
is active in a variety of what used to be 
called below-the-line (BTL) marketing 
initiatives. Sponsorship, integrated mar-
keting, direct, event management, youth 
marketing, public relations, design and 
digital.

Across this broad front it has picked 
up clients such as Samsung, the  
Sunday Times, Nu-Metro, Lindt, Phil-
lip Morris International, Pernod Ricard  
Africa, Absolut, Justine, Castle Lager, 
Total and Kelloggs. From breakfast cere-

als to electronics, liquor to cos-
metics, they defy pigeon-holing. 
The billing of these additions to 
the client portfolio totals R74m, 
putting 34 sixth on the new-
business table.

The agency has also spread 
its wings, opening an office in 
Johannesburg and handling clients in Ke-
nya, Nigeria and Mozambique. 

Internal marketing (to staff) is another 
indicator that 34’s management knows 
where to focus its efforts. A fast-tracking 
programme for top performers aims to 
develop the next generation of leaders. 
34’s BEE level is 1, a level achieved by 
few South African agencies. The client 
service team is being trained  for the In-
stitute of Promotional Marketing diploma.

Promotions and activations for clients 
have produced impressive results. The 

Carling Rewards loyalty programme gen-
erated 10m entries. A cross-retailer cou-
poning programme saw redemption rates 
of up to 30%. The launch of the Beame 
brand pushed sales by 426%. A game for 
cosmetics brand Justine got participants 
playing the game 35 times each, and 
more than tripled the brand’s social me-
dia presence. 

The shopper marketing programme 
was enhanced by the “34 Council of Wom-
en” – a shopper insight platform uniquely 
for women, with over 1 500 women inter-
acting daily. AR

All-round achievement
sPECIALIsT AGENCY OF THE YEAR 34 DEGREEs

because, in the words of the sceptics, you 
can’t be all things to all people. Hedder-
wick learned the secret of brand steward-
ship during his years with South African 
Breweries. It is controlled by a brand 
champion who “eats, drinks and sleeps 
that brand.”

Last year revenue grew 17% to 
R2.5bn, and even at this massive size 
the company is still close to doubling 
every four years, which would require 
annual growth of 19%). Right now, Hed-
derwick heads up a franchising giant 
with 2 200 outlets in 17 countries, and 
total assets of R1.5bn.  At 62 he seems 
ready to go on for ever.  AR



MARkETER OF THE YEAR

Congratulations to The Jupiter Drawing Room (Africa) and King James Group, for featuring in the 2014 edition of  “The World’s 
Leading Independent Agencies”. Published on a non-profit basis by thenetworkone,  in association with the prestigious trade 

publication, Campaign magazine in London. Inclusion is by invitation only and decided by an editiorial board.

www.leadingindependents.com

AFRICA NOW BOASTS TWO OF THE WORLD’S 
LEADING INDEPENDENT AGENCIES:

 The Jupiter Drawing Room (Africa) & King James Group 
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MID-sIzED AGENCY OF THE YEAR: IRELAND/DAvENPORT

Ireland/Davenport (I/D) was the ben-
eficiary of one of the most stunning  
client switches in recent years, when  

Vodacom severed its relationship with 
FCB and after a pitch involving some of 
the giants of the industry, handed the 
giant account to this mid-sized agency. 
FCB had held the Vodacom account 
since the start of the cellphone era.

It was, says MD Susan Napier, “the 
pinnacle of our careers thus far, and the 
absolute tipping point in Ireland/Daven-
port’s history.”

This wasn’t exactly how the partners 
saw the year in January looking forward. 
They hadn’t completely emerged from a 
year of internal focus, which allows the 
agency to deliver on its promises and 
keeps the disciplines of collaboration and 
partnership at the forefront. But when op-
portunity knocks, you’ve got to answer.

The agency values its new billings won 
during 2013 at R100m, but – unusually 

for an ad agency – this may be an  under-
statement. Alongside Vodacom, it won 
GSK and Altech Netstar, enhancing an al-
ready premium-quality portfolio of 15 cli-
ents, led by SA Tourism, Investec, BMW 
and Edcon (Red Square and Boardmans.

New business of this calibre will prob-
ably ensure that the agency grows during 
2014 at least as fast as it did last year, 
when revenue jumped 44%. Gearing up 
for this, its staff numbers have already 
increased from 75 at the end of 2012 to 
104. These figures include a new activa-
tion of agency called Amplified.

Though I/D’s BEE level is a relatively 
modest 4, the agency has been proactive 
in advancing its previously disadvantaged 
employees. It has established one of its 
longest-serving black creative directors, 
Joel Lebethe in a start-up agency of his 
own called Bakone Media. Through men-
torship, back-end support and financial 
aid, the aim is for it to be a 100% stand-

alone black-owned agency by 2016.
I/D has also committed financial  

support to another of its creative direc-
tors, Ernest Nkosi, who is completing his 
Masters in Film. AR

The Tipping Point

THEDWFCOLLECTIVE
ideas engine

If you’d like to chat to us, call Clive Cotterell on 082 870 7000 
(011) 467 3385 or email clive@dwf.co.za

thedwfcollective.co.za

IT’S WHAT 
WE DON’T DO 
THAT COUNTS
WE DON’T do the ‘same-old-same-old’ solutions, the hyper inflated fees, inflated ego’s or 
big excuses funded by even bigger retainers. WE DO help our clients grow their brands and 
businesses by applying ‘small agency’ dedication backed by ‘big agency’ ability.

DWF Ad review ad 2014.indd   1 2014/05/02   8:42 AM



Nedbank, Jet, Anglo American, Clover, 
Steers, McCain and Dial Direct. To ser-
vice its impressive portfolio of new cli-
ents, it has grown its staff by 42%. And 
the outlook for the next year is bright 
too: new business acquisitions totalled 
R630m in billings.

Joer Public  has hitherto performed 
only modestly in the Black Empower-
ment arena. Its BEE level was only 6 
last year, but has been improved to Level 
3 this year.

But it is the things it has done that 
don’t count for BEE levels that show the 
agency’s true face – public spirited and 
generous.

The agency initiated and developed 
‘One School at a Time,’ a registered NGO 
programme and has run it entirely from 
within the agency since 2007. A full-time 
MD was appointed in 2011, dedicated ex-
clusively to this programme. Overall, the 
programme is costing the agency more 
than R500 000 a year. And the results: 
Forte High School in Soweto has seen 
matric passes rise from 52% to 91% in-
five years.

Because of the entrepreneurial 
nature of advertising and ad-
vertising people, agencies tend 

to splinter when still quite small into a 
number  of small units, each with part-
owner/managers operating under the 
sheltering umbrella of a group. In prac-
tice, the group serves clients in the same 
way as a large agency, but the banding 
together allows those owner/manag-
ers to realise greater dreams. Some do, 
break way from the mother ship; others 
don’t, and may last for years in that shel-
tering environment.

Joe Public was just another small 
agency of 45 people three years ago, but 
it has made dramatic strides in convert-
ing itself into a group employing 161. In 
the group are Shift Joe Public (12 peo-
ple), Ignite Joe Public (16), Joe Public” 
(12 – and that “ is important), Engage  
Joe Public (public relations), Joe Public 
Cape Town, and  the start of an interna-
tional network.  As groups go, it is fairly 
small, but it is undeniably a group. 

And one that enjoyed 72% growth in 
revenue last year, thanks to clients like 

Public spirited and generous

CREATIvE CHAMPION

Ogilvy wins but is challenged
The year ended  with Ogilvy Cape 

Town still firmly ensconced in 
first place, but its lead over sec-

ond-placed Hunt Lascaris was narrow 
compared to 2012. Ogilvy’s point score 
was huge (1 127), but its lead was only 
88 points or 8%.

Back in 2012, however, Ogilvy Cape’s 
point-score was 1  194, putting it 73% 
ahead of the same runner-up, Hunt 
Lascaris (690). Clearly, a remarkable 
turnaround for Hunt Lascaris, but the 
new award for creative leadership still 
goes to Ogilvy Cape Town.

Net#work BBDO, which has not 
been out of the top five for the last five 

years,   came in third last year with a 
wide margin over fourth-placed Y&R, 
which has been working hard and with 
focus to bring it up among the creative 
leaders. This is probably the first time 
Y&R has achieved such an elevated po-
sition in this country, and credit must 
go to CEO Andrew Welch and creative 
chief Graham Lang for a considerable 
achievement.

The top five are: Ogilvy Cape Town, 
Hunt Lascaris, Net#work BBDO, Y&R 
and Joe Public.

This year we introduce a new point 
scale which is compatible with the sys-
tem used on the Loeries.

Though the point allocation is al-
most tripled, the value of the awards 
remains the same, relative to each 
other. See page 23. AR

Finalists. 
TBWA Hunt Lascaris made a serious run 
for the creative championship of 2013, 
failing to beat Ogilvy Cape Town by only 
90 AdReview points.

Ogilvy South Africa never disap-
points, and it topped the creative league, 
but its business growth was slightly 
short of the competition.

FCB had an outstanding year creative-
ly, winning top spot in Millward Brown’s 
likeability score and in Ad of the  Year, 
but a decline in revenue after losing  
Vodacom was a big hurdle.

In less than three years, Machine has 
grown into a midsized agency of 103 peo-
ple, won an impressive array of awards 
and established an imaginative  group of 
subsidiary businesses. But needs a few 
more notches in its gunbelt. 

For the second year running,  
KingJames was rated the top agency at 
the Midas Awards, an international plat-
form for financial services advertising. It 
also won the much-coveted Burger King 
account. AR
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THEDWFCOLLECTIVE
ideas engine

If you’d like to chat to us, call Clive Cotterell on 082 870 7000 
(011) 467 3385 or email clive@dwf.co.za

thedwfcollective.co.za

IT’S WHAT 
WE DON’T DO 
THAT COUNTS
WE DON’T do the ‘same-old-same-old’ solutions, the hyper inflated fees, inflated ego’s or 
big excuses funded by even bigger retainers. WE DO help our clients grow their brands and 
businesses by applying ‘small agency’ dedication backed by ‘big agency’ ability.
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MEDIA AGENCY OF THE YEAR

Just lately, The Media Shop has 
seemed unstoppable in competi-
tions like this one, yet it has actu-

ally been overtaken by MindShare in size. 
How come? What won the AdReview 
jury over – and gave MediaShop the prize 
– was its innovative approach to mar-
keting itself and to retaining customer 
loyalty. This gained added emphasis 
because of the normally unimaginative 
numbers-driven style that is pervasive 
in the media planning and buying arena. 
MindShare showed how to brighten up 
its interaction with clients.

For example, it runs media owner 
briefings by major clients, with up to 120 
media owners interacting and being ex-
posed to the clients’ strategies.

“Media under the magnifying glass” is 
a lecture series attended by about 60 
clients over an eight-week period where 
MediaShop staff delivered two-hour ses-
sions on media topics.

Media Forums have media journalists, 

The MediaShop’s winning style
clients and agency partners talking on a 
variety of topics. 

The School of Magic is a series of 
lectures addressing broad communica-
tions issues. And the management PLP 
programme is an individualised training 
process for the agency’s senior manage-
ment team. 

MediaShop won Overall Media Agency 
for the third straight year at the MOST 
awards, and Media Agency of the Year at 
both the AdReview and AdFocus awards, 
a triple crown which will be hard to emu-
late.

Finalist MindShare was no laggard, 
however, as it increased its investment in 
training by 46% over 2012, with courses 
on managing teams, change manage-
ment and presentation skills.

And in terms of hard numbers, Mind-
Share was also ahead. Its estimat-
ed revenue grew by 14%, compared 
with 12% for MediaShop, and it pulled 
in R590m in new billings, against  

MediaShop’s R330m. 
According to RECMA , the interna-

tional media agency monitoring service,  
OMD in first place has a phenomenal 
20.6% market share, compared with 
MindShare’s 15.7%, MediaShop’s 15.5%, 
MEC’s 13.5% and Carat’s 8.7%.

The other finalist, Ana Carrapichano’s  
Mediology, enjoyed a massive 53% in-
crease in billings, but off a very low com-
parative base of R520m. New business 
totalled R180m, coming from OLX, We-
Chat, Saatchi & Saatchi, MSC, FlySafair, 
Betterbond, Johns Hopkins Health  and 
Edward Snell, while the recently de-
parted Consol Glass came back to the 
agency in three months.

Mediology is now a group of four busi-
ness units – Johannesburg, Cape Town, 
MIX Digital and Cooper PR. “Mediology 
has swiftly evolved to meet client needs,” 
says Carrapichano. “For example, Mix Dig-
ital has grown from strength to strength, 
making up 25% of the total team.” AR

One of the problems with awards 
of this nature is that an agency 
can consistently perform at ex-

ceptionally high levels over many years, 
but never quite break through to regis-
ter a win. For this reason jury chairman 
Tony Koenderman decided to make an 
award to OMD, the country’s leading 
media-only agency.

This year OMD will record its tenth 
year as the country’s largest buyer of 
media time and space, with a 21% share 
of the market. Even at so large a size, it 
is still widening the gap between itself 
and the second-placed media agency, 
currently Mindshare.

Founded in 1996 by Josh Dovey (left) 
and Gary Westwater, its billings are now 
approaching R6bn. In the late Nineties, 
as borders and markets in Africa began 

CHAIRMAN’s AwARD: OMD

Ten years at the top 
opening up, it be-
came apparent that 
other African offices 
would be needed, 
and Dovey began 
building a pan-Afri-
can network, opening 
offices initially in Ni-
geria, Kenya, Ghana 
and Uganda.

During the past 
year, OMD acquired a 25% stake in its 
Nigerian affiliate, which will contribute 
significant income to the South African 
operations. Opening up new geographi-
cal regions is one of two strategic objec-
tives, the other being the development 
of new technology.

Dovey says 2013 was a good year for 
the agency in a difficult market. “There 

was little in the way of big pitches 
during 2013, but the two we were 
involved with we won. This addition-
al billing plus strong growth from 
existing clients gave us growth of 
over 7% as measured by RECMA, a 
considerable achievement off a very 
high base of billings.”

Also worth a look is Innovative 
Media (page 45).  AR
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AwARDsBREAkTHROUGH AGENCY OF THE YEAR

This award was re-formulated 
from the newcomer agency 
award, which did not adequately 

acknowledge dynamic start-up or re-
development strategies. So it is now 
open to agencies of any age that show a 
breakthrough to a new phase of growth 
as a result of management strategies, 
new business philosophy, takeovers or 
repositioning.

OFyt, which stands for Old Friends 
and young talent, seeks to combine the 
wisdom of experience with the energy, 
exuberance and breakthrough thinking of 
youth. Three advertising veterans, Gary 
Leih, Jono Shubitz and Paul  Newman, 
founded the agency and have set up a 
trust totally devoted to  uplifting, edu-
cating and training historically disadvan-
taged young talent.

“This is  a completely homegrown 
model in an industry dominated by mul-
tinationals,” says Leih. “Another point of 
difference is that we have no silos or divi-
sions. Strategy, concept, design, copy, art 
direction, digital and activation all sit and 
work in one space, combining their skills 
on every project and problem. On each we 
combined ‘old’ experience with our young 
talent teams.”

The model seems to be working well 
in business terms. Revenue has grown 
from R14m to R20m during 2013. Staff 
numbers grew from 19 in a single Cape 

OFyt Team Dream

Town office to 51 across Cape Town and 
a new Johannesburg office as the agency 
took on staff to accommodate this 39% 
growth in business. 

“In our 22 months of existence, our 
business and people development model 
has proved highly appealing to prospec-
tive clients,” says Leih. “In 2013 we won 
several significant pieces of business in-
cluding a hotly contested car account, Kia 
Motors, alongside Pam Golding Proper-
ties, Motul Motor Oil and The Houghton.”

The billings value of the new business 
was more than R75m.

Runners up: As so often happens, 
Owen Kessel made a sudden and rather 
unexpected appearance two years ago on 
the creative winners lists, ending up 2013 
in 19th position overall. Publicis Groupe, 
desperately trying to shore up its belea-
guered divisions in South Africa, made an 
offer they obviously could not refuse, and 

the agency is now known as Owen Kes-
sel Leo Burnett. Word on the street is that 
Publicis paid far too much for the little 
shop, but a big cheque book (that’s a big 
EFT balance to those under 30) can solve 
a lot of problems.

Also shortlisted for this award is  
Black River F.C. (BR) Not a new shop, 
Black River has emerged as the inheri-
tor of the mantle of controversy from 
Net#work BBDO. Unfortunately for BR, the  
account on which this status 
was built has now moved on to  
MetropolitanRepublic. New CEO Geoff 
Whyte is not afraid of controversy, but 
was apparently looking for expansion 
possibilities in less cluttered corners of 
the chicken run.

As for Black River, a controversy  
positioning can be hugely successful, but 
the number of clients willing to take the 
concomitant risks is limited. AR

In a category short of entries, we felt  
we could only name one agency in the  
running for this award, and that was 

The Jupiter Drawing Room Cape Town. 
Jupiter’s design department has long 
been a tower of strength, and never has 
this been more important than the past 
year. 

During 2013 Jupiter lost almost 
R100m in annualised income from two 

major clients, a figure for which its new-
business gains of R80m only partially 
compensated. 

But the design department kept on 
producing winning work, earning 157  
AdReview points for  design awards at  
international competitions (The One 
Show, Clio and Cannes), and the Loeries, 
Pendorings and Bookmarks.

A project which does not appear on 

the awards list yet was for Virgin, after 
a pitch against international agencies. 
The brief was to develop a conceptual 
approach and way forward for the global 
brand’s expression. 

The result was “a new set of visual 
guidelines which the brand can refer-
ence and implement across all the Virgin 
companies,” says Jupiter Cape Town MD  
Kevan Aspoas. AR

DEsIGN AGENCY OF THE YEAR: JUPITER CAPE TOwN

Tower of strength
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DIGITAL AGENCY OF THE YEAR

Always a bridesmaid, never a 
bride. This familiar refrain has 
probably been haunting David 

Moffatt and his team for some while. 
But the agency has been developing a 
style and understanding of its genre 
and, like an overnight sensation that 
took years, seems to have burst fully 
formed on the local scene.

With wins at the Bookmarks, Loer-
ies, The One Show and the Webbies, HC 
was the leading creative point-scorer 
among specialist digital agencies last 
year. 

Equally importantly, the Cape-based 
shop merged successfully with Mesh, 
FCB’s Johannesburg digital agency, 
creating an all-new unit which doubled 
in size and revenue and is now among 
the bigger agencies in the country. 

The connection with FCB clearly 
hasn’t done any harm either. The coun-
try’s No. 4 agency group has an enor-
mous client base for HelloComputer 
to mine. “Our profits have grown 65% 
when compared on a like-for-like basis 
with the previous year,” says Moffatt.

The management team has been 
remarkably innovative. It invented a 
process it calls a “Hackathon”, (a brain-
storm session to which outsiders are in-

vited) designed to encourage collabora-
tion and creative problem-solving using 
physical computing.

A core digital education programme 
is staged three times a year to upskill 
staff. The eight-week programme  em-
powers staff to think in an integrated 
way.

Three times last year HC received 
international recognition from Google’s 
Creative Sandbox, which recognises 
marketing campaigns that blend cre-
ative genius with digital innovation.

HelloComputer and hello future
Finalists:
A 12% increase in staffing, with revenue 
up at least 40% showed that Native 
VML is still on a dynamic upward path. 
This was obviously recognised by VML, 
one of the world’s leading digital agency 
networks, which announced  a merger 
between the two of them in June. Na-
tive is another agency that has recog-
nised that “while digital is at our core, 
our ideas often extend beyond the digital 
canvas.”

The stabilisation of the business fol-
lowing the VML merger has resulted in 
massive profit improvements. Margins 
have risen from less than 5% in the com-
pany’s first year to 10% in the second 
year to 17%-18% at present.

Quirk, the other finalist, is now the 
fourth largest agency in the country. It 
delivered 50% growth in revenue across 
the group, and 300% growth in profit. 
During 2013 it built and launched the 
biggest ecommerce site in the coun-
try (www.woolworths.co.za), published 
the 5th edition of  its acclaimed eMar-
keting text book, and made its first TV 
commercial. Client wins included GSK, 
World Design Capital, Peugeot Citroen 
and Savanna cider.  AR

PR CONsULTANCY OF THE YEAR

The ozone of Atmosphere
There was no category in these 

awards more closely fought than 
the public relations consultan-

cies. Six were initially shortlisted, with  
Fleishman Hillard and Marcus Brewster 
being eliminated in the first round, leav-
ing Ogilvy Public Relations, Magna Carta,  
Atmosphere and Epic Communications 
still in the hunt.

Cape Town consultancy  Epic is the 
smallest and youngest of the finalists, 
showing the best growth in revenue, and 

David Moffatt
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AwARDsADvERTIsING ACHIEvER OF THE YEAR

This award probably belongs right-
ly to the combined team of Gotz 
and former MD Gavin Levinsohn 

who devised and implemented the strat-
egy that put Ogilvy Cape Town on top of 
the agency world, as both the biggest 
and the most creative agency in the land. 
But Levinsohn has emigrated to Austra-
lia, and Gotz is getting it for his unique 
contribution to repositioning agency cre-
ativity and quite possibly showing the 
way forward.

Perople forget that as recently as 
2008, Ogilvy Cape Town was in  crisis, 
having lost two of its biggest accounts 
and its MD. By 2012 it was South Africa’s 
top agency at Cannes, and a year later 
the Ogilvy network’s No. 2 agency.

Crucially, Ogilvy Cape Town has em-
braced the new experiential and interac-
tive model of digital advertising. Though 
it was the country’s leading winner of 
creative awards, its strength lies in the 
new media rather than the traditional 
arena of conventional advertising. Oth-
ers, after bemoaning the failure of SA 
agencies to win a Cyber Lion at Cannes, 
are now following its lead.

As executive creative director, and 
having just completed his stint as chair-
man of the Creative Circle, Gotz has 

enormous influence. He also has a sense 
of humour, as shown by his tongue-in-
cheek ‘predictions’ (in BizCommunity) of 
what would happen at last year’s Loer-
ies. Some extracts:
•  A few people, probably junior copywrit-

ers, will attempt to go directly from the 
Velocity Party to the Saturday awards 
ceremony. This is imprudent to say 
the least. They will be easy to spot; 
red eyed, wearing trunks and smelling 
strongly of caramel vodka and Steers 
Chips (which they would have eaten on 
the way to the ceremony in a vain at-
tempt to “sober up”).

•  Your ECD will stay in a better hotel 
than you. This will be thinly disguised 
as an unpleasantness and remarks like 
“I have to stay with the clients” will be 
made as they lie back in their Olympic 
sized tubs draining their minibars.

•  A jumped up blogger pretending to be 
a journalist will fail to get an invitation 
to a cocktail party. He will proceed to 
squawk loudly about press freedom. 
Having made such a huge fuss about 
not being invited, he will spend the bet-
ter part of the next year writing about 
how awards “aren’t important”.

•  The women will dress up and the men, 
largely, will dress down. Thus the 

Chris Gotz’s creative revolution

strange and wondrous sight of beau-
tifully turned out, attractive ladies in  
little black dresses accompanied by men 
wearing G-Star denim who look like they 
have just got out of bed.

•  Reiner Behrens will wear a bowtie. 
Pepe Marais will wear a waistcoat. Rob 
McLennan will wear black. A few senior 
clients and Graham Warsop will actually 
observe the dress code and wear black 
tie. People will regard this as “weird”. 
Keith Rose won’t be there but will win 
anyway.

•  If you win on the night you will be  
subject to a frenzy of side-hugging, high-
fiving, fist-bumping. After that you will be 
about as popular as a diary entry marked  
“Research feedback session”.  AR

it also led the field in its new-business 
acquisition. It had the best BEE level. 
But it won no awards.

Magna Carta, the industry giant, in-
creased its staff by 60% as it geared 
up for new accounts. It is the most-
awarded consultancy in its field, but 
its turnover per head was the lowest 
of the finalists. 

Atmosphere and Ogilvy were pretty 
evenly matched. They were the two 
most-awarded PR businesses last year, 
with Ogilvy having the edge.

Turnover per head was R830 000 for 
Ogilvy, R800 000 for Atmosphere. New 
business as a percentage of turnover 

was 22% to 20% in favour of Ogilvy. The 
pitch record went to Atmosphere (win-
ning 75% as against 50%). But one must 
remember that these figures are not hard 
facts but guesstimates, as US legislation 
provides an excuse for agencies to decline 
disclosure. So where a couple of percent-
age points separate them, we considered 
them equal.

Atmosphere has developed the Atmo-
sphere Media Index to add some sophis-
tication to measurement of results. It’s 
a customised scoring system that rates 
each media clipping based on criteria that 
are meaningful to that client (such as 
key message penetration, tone, spokes-

person quoted, top tier media chan-
nel). The average weighted score in a 
month demonstrates how the agency 
is tracking against the client’s business 
strategy.

A weight of 30 is given to media ex-
posure, key message penetration and 
tiered spokesperson, and “tone” gets a 
weighting of 10.

The standards in this category were 
high. Though the industry’s Prism 
Awards have been criticised for pre-
senting too many awards (making the 
awards easier to win), the standards of 
the best  practitioners are as good as 
any.  AR
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CAMPAIGN AwARDs/THE BIG IDEA

As part of a strategy of raising the 
emphasis on marketing, we are 
making more awards for cam-

paigns based on the results they achieve 
and their impact on the marketplace. The 
Big Idea may be one of them, but is only 
to be awarded when there is a qualifying 
entry. This year we are awarding one Big 
Idea and two Campaign Awards.

The Big Idea
Bookly (B2C). Inadequate access to 
books is a major obstacle to literacy in 
South Africa. Digital agency Native VML 
came up with a seemingly mundane idea, 
to put books on the cellphone. It built an 
app for a low-cost data platform called 
Mxit that brings smartphone functional-
ity to feature phones. Now students have 
a virtual library whether they can browse 
for books, create their own bookshelf 
and rate books on a like/dislike scale.

To date, bookly has received 12.3 mil-
lion page views, and 700  000 unique 
visitors. More than 225 books have been 
started.

Campaign Awards
The tweeting badger (B2C). FCB and 
digital agency HelloComputer jointly de-
vised a campaign to generate interest in 
and enthusiasm for visiting the Johan-
nesburg Zoo,usingthe Zoo’s mascot, a 
honey badger named BG. As BG moved 
around his enclosure, he triggered rel-
evant tweets from his twitter account. 
BG became a star attraction, reaching a 

The Fluffy Factor

worldwide audience of 800m, increasing 
zoo visits by 4.5% and event attendance 
by 48%.
Share a Coke (B2C). This was a South 
African extension of a global cam-
paign, in which consumers could find a 
Coke with their name on it. This proved  
irresistibly attractive to teenagers, but 
the jewel in the advertising campaign’s 

crown was the commercial depicting a 
cute dog named Bobby who searched 
and searched, and eventually found a 
billboard showing a can with his name on 
it. It was the second most-liked TV com-
mercial in SA last year, and was in the 
top 5% of likeability for any Coca-Cola 
commercial anywhere in the world, ever. 
The agency was FCB.  AR

AGENCY CHOICE AwARD

Ogilvy Cape Town: Popular opinion matches experts

Have we got savvy readers or what? 
For the second straight year they 
have voted  their choice of best 

agency of the year (2013) – and made the 
same choice as our judges in voting for the 
Agency of the Year. 

Senior people in the industry were in-
vited to vote their choice on the basis 
of creative success, development and 
growth as businesses and their impact 
on perceptions among the public at 
large. They were barred from voting for 

the agencies they worked for, whether 
as employees or freelance contributors.

The winner was Ogilvy Cape Town, 
with 44% of the votes, followed by Joe 
Public (33%) and TBWA Hunt Lascaris 
(22%).  AR

We were unable to award the African Regional award this year. See page 45.
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AwARDsNEw BUsINEss AwARD

Award 2009 2010 2011 2012 2013 2014

Agency of Year DDB SA Ogilvy SA KingJames Gloo Joe Public Ogilvy Cape

Creative 

Champion

Ogilvy Cape

Marketer of Year -- -- Lars Reichellt -- Alan Knott-Craig Kevin Hedderwick

New Business 

Award

Volcano

Group of Year Jupiter Ogilvy FCB Ogilvy SA Ogilvy SA Joe Public

Advertising 

Achiever

Mike Schalit Gordon Patterson Damon Stapleton Dawn Rowlands

/Mike Abel

Adrian Hewlett Chris Gotz 

Media Agency MindShare Carat Carat Mediology The MediaShop The MediaShop

Agency Choice Joe Public Ogilvy Cape

Large Ogilvy Cape

Midsize Ireland/ 

Davenport

Breakthrough/ 

Newcomer

MatchWorld Ninety9cents Mesh M&C Saatchi Abel House of Brave/

Machine

OFyt

Digital Gloo Gloo Isobar Gloo Gloo HelloComputer

Public Relations Magna Carta Marcus Brewster Atmosphere Ogilvy PR Atmosphere

Big Idea/ 

Campaign of 

Year

Jupiter: Smart car FCB: Player 23 FCB: Keep Flag 

Flying

DDB: Steve Metropolitan: 

Wimpy

FCB: Zoo, Coca 

Cola, Native: 

Bookly

Roll of Honour

I n conjunction with IAS, the agency 
search and selection business, we 
have introduced a new award into the 

AdReview panoply... the New Business 
Award. And before you get your knick-
ers in a knot, nobody was prejudiced by 
the late introduction of this award be-
cause all the first-round information was 
drawn from existing submissions.

All the information we needed was 
supplied by the agencies in the initial 
questionnaire. From that we established 
a short-list of five agencies based on the 
number and quality of new-business ac-
counts won during the year.

The key criteria are:
•  Number and rand value (size) of ac-

counts won;  
•  Combined revenue of new accounts 

won as a percentage of each agency’s 
total revenue;

•  New business revenue per head of 

Volcano’s eruption of new business
agency staff complement;

•  Number of new accounts won per head 
of agency staff.   
The first part of the process was a 

mathematical exercise. All the agencies 
were rated on these criteria and points 
allocated in accordance with their posi-
tion in the ranking. These are then aver-
aged. If they come second in one cat-
egory, they get two points. Fourth place 
gets you 4 points, and so on. The lower 
the score, the better.         

The top five agencies go on to a short-
list which is then subjected to qualitative 
analysis by the jury.  

At this stage, previous points won be-
come irrelevant, and every shortlisted 
agency has an equal chance. We are now 
looking for quality clients – clients with 
longevity, fully integrated, percentage 
of work handled by our contender, brand 
strength and so on.

This year, the inaugural award goes to 
Volcano. The finalists were Home of the 
Brave, Metropolitan Republic, Joe Public 
and Ireland/Davenport.

Paul Jackson
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Gary LeihBrett MorrisHarry Herber

Morné FourieBridget von HoldtEric d’Oliviera
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JUDGEs

Winning Criteria
The agencies of the year are chosen 

for delivering the best combina-
tion of professional and business 

performance. On the one hand this rests 
on the creative achievements, largely 
(but not exclusively) reflected in awards 
won. We consider a range of local and in-
ternational creative competitions, use our 
own points system to create a level play-
ing field for comparison purposes.

On the other, we examined the calibre 
and volume of new business won, rev- 
enue growth (where figures are available), 
a motivation from the candidate agency 
outlining its achievements, and effective-
ness, where we use measures such as the 
Apex Awards and the liking indicator of 
Millward Brown. Effectiveness can also 
be demonstrated in case studies.

We have moved away from regional 
agency awards and returned to categori-
sation based on size. This is because it is 
becoming less important to clients where 
their agencies are located, thanks to 
modern technology.

We have also withdrawn the Baobab 
Award, which the sponsor felt had run its 
course, and we agreed.

There are seven agency awards, from 
which the overall Agency of the Year is 
chosen, and a number of awards for indi-
vidual achievements. 

Marketing Campaigns
We have shifted the emphasis slightly to-
wards marketing awards, which we feel 
provides a more balanced set of winners. 
So there are a number of awards for  
business-to-business (B2B) and busi-
ness-to-consumer (B2C) campaigns. 
One of these is The Big Idea Award, 
but this is not being presented this year 
because it was felt no entry adequately 
met the criteria. The ideas were great, 
but they were not broad enough  in scope 
to qualify for this award. They were, 
however, included for consideration for 
the B2B and B2C awards.

This  award is based on building growth, 
new business acquisition, awards won, 
and the agency’s managerial effective-

ness in promoting itself and its person-
nel to its target market of advertisers. 
We are no longer presenting two awards 
in this category, one for large agencies 
and the other for small agencies. This is  
because there are not enough small  
media agencies to sustain the sub-cat-
egory.

Public Relations Consultancy of 
the Year
Though we haved been critical of the 
Prism Awards for PR not being stringent 
enough in its selection of award-win-
ners, this is not a criticism of the stan-
dard of the top winners, but a criticism 
of the volume of awards, which results 
in too many undeserving winners at the 
lower levels. The best work is of out-
standing quality, which is reflected in 
South African successes internationally, 
such as the Holmes Report.

The award is presented on the same 
basis as the ad agency awards, which 
is outstanding performance based on 
growth, awards won and case studies il-
lustrating the consultancy’s ability to do 
effective work.

Lifetime Achievement Award
This is presented when appropriate  to 
honour an individual’s lifetime achieve-
ments in advertising or marketing.

Marketer of the Year
An individual on the client side who  has 
made a significant contribution during 
the past year to marketing, either within 
his/her own company or organisation, or 
in the industry as a whole.

Advertising Achiever of the Year
An individual on the agency side who  
has made a significant contribution dur-
ing the past year to advertising, either 
within his/her own company or organ-
isation, or in the industry as a whole.

Not all awards are automatically pre-
sented. No award will be made in any 
category if the judges feel no candidate 
has met the required standard. AR

Jerry Mpufane

John Gale

Margaret Ashwin

Andrew Human
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Agency Staff % 

ch

Rev 

Rm

% 

ch

Trad

% 

Non

%

Digi

%

Biggest clients Creatv 

points

New 

Biz 

Rm

1 The Creative 

Counsel

907 450-

500

20 94 6 Vodacom, Unilever, Nokia, Standard Bank, 

KPMG, Microsoft

400

2 Ogilvy SA 819 1 500+ 57 30 13 KFC, VW/Audi, Cell C, Pep Stores,  Multi-

Choice/MNet, SABMiller

1 419 100

3 TBWA 615 -11 450-

500

39 54 8 Standard Bank, Spar, Tiger, Nissan, Eskom, 

Distell

1021 90

4 FCB & Part-

ners

611 -10 400-

450

65 20 15 Toyota, Distell, Coca-Cola, SARS, Old Mutual, 

Wimpy, Beiersdorf, Engen

666 -130

5 Dentsu Aegis 

Network

216 3 150 0 60 40 0 Diageo, Mondelez, Nokia, Santam, Spur, Kel-

logg’s, GM, Mercedes, Gauteng Tourism                   

180

6 JWT 200 1 175-

200

   40 40 20 Nokia, Shell, Ford, J&J, Brandhouse, Kel-

logg’s. Nestle

60

7 Y&R  190 -4 125-

150

80 15 5 Pick n Pay, Colgate, Chevron/Caltex, Telkom,   

Danone, Jaguar Land Rover

380

8 The Jupiter 

Drawing Rm

164 -27 165-

180

Absa, MTN, PPC, Coca-Cola, Windhoek, Hyun-

dai, NBL

441 -15

9 Joe Public 161 52 80-

100

72 78 17 5 Nedbank, Jet, Clover, Anglo American, Dial 

Direct, Foodcorp

367 230

10 KingJames 143 20 76 23 Brandhouse, Santam, Allan Gray, Sanlam, 

Tiger Brands, Autopage Cellular

375 43

11 MACHINE 103 8 44 26 20 55 25 Sanlam Reality, Nedbank, Miller Genuine 

Draft, l’Oreal, Red Bull, Triumph

104 22

NoTeS:
1.   Estimates of international agency financial results are ours. 
2.   Agencies are ranked by size of staff.
3.   Sources of business are traditional media advertising (trad), non-traditional or below the line (non) and digital (digi).
4.   TCC is an eventing, activation And experiential group comprising TCC Activations, 
5.   Future Force, Minanawe, Popimedia and other units.
6.    Ogilvy group comprises three regional agencies plus 12 specialist agencies in such fields as PR, retail, interactive, health and brand 

activation.
7.   FCB comprises 11 subsidiaries or divisions, including the Media Shop, Redline, Hello Computer.
8.   TBWA includes Hunt Lascaris, Magna Carta, Yellowood, OMD, Grid, Tequila.
9.   King James includes Atmosphere Communications, Hammer Live Brands, Mnemonic/Punk, Society.
10. Joe Public includes Joe Public Shift, Ignite, United, Amsterdam.
11. MACHINE comprises Incentiv, Answered, Machine and Narrative. 

The Majors
Marketing, media and advertising groups ranked by staff numbers at  
year-end 2013
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Tables

Agency Largest new accounts Won 
Rm

Lost 
Rm

Net 
Rm

1 Creative Counsel Axe, Standard Bank, Dstv, Mweb, Distell, Nissan, AG Cellular, Kalbe International 400 10 390

2 Joe Public KPMG, Steers, StarTimes, Mugg & Bean, McCain,  SFH, PSI, SAICA       230 0 230

3 MetropolitanRepublic Hippo, Sanlam, Nando;s 180 0 180

4 Volcano Advertising (inc 
Volcano PR)

Act II Popcorn, Cartrack, Canderel, Coca-C0la Rockcorps, Consol Glass, CSIR, Douw 
Egberts, FNB, Goldcrest, Incolabs, Mercedes (motor show), Kurt Geiger, Lazenby’s, 
Maggi,, Manufacturing Circle, Mars pet foods, Martin & Martin, Nestle BTL, P&G (Ariel, 
Pampers, Ambipur, Oral-B, Always), Ricoffy, Thai Airways, VW/Audi financial, World of 
Golf, Zappa.

150 0 150

5 Native Menlyn Centre, Microsoft MSN, Old Mutual, JSE, Hollard, DStv online, Dimension Data 140 13 127

6 M&C Saatchi Abel Virgin Active, Yardley, Edcon loyalty programme, 10X Investments, Mutzig, Gulder, 
Voltaren

120 0 120

7 Ireland/Davenport Vodacom, GSK, Altech Netstar 100 0 100

8 OFyt KIA Motors, Pam Golding Properties, Motul Motor Oil, The Houghton 75 0 75

9 34 Samsung, Castle Lite, Sunday Times, Kellogg’s, Pernod Ricard Africa, Absolut, Total, 
Lindt, Justine, Philip Morris, Nu-Metro

74 0 74

10 McCann Worldgroup 15 including Brand SA, Hennesy, Sureswipe, Busby, Mining Indaba, National Arts Coun-
cil, J&J

60-80 0 60-80

11 Shift Joe Public (inc in 
Joe Public group)

BarnOwl, MMV, SAMSA, Choice Condoms, StarSat, H&A, Mageu, Rise FM 65 0 65

12 House of Brave Miller Genuine Draft, Medi24 Newspapers, Ads24, RCS group 50 0 50

12 TBWA Hunt Lascaris 
Group

More than 50 accounts including Appletiser, McDonald’s, Avis, Massmart,  Adidas, Erics-
son, Samsung

90 40 50

14 Gloo Vodacom, Pearson, Yum Yum, J&B, & Beyond, Supersport, Altech, KFC Afrioca, Caxton, 
Afrisam, DStv, FNB, BMW, nb Publishers, PUMA

48 0 48

15 Havas Southern Africa SAA, Zurich, LG, Chivas, Total, Brand Fuel, Microsoft, Supersport,  Blue Bulls, Nat Bank 
of Kenya, City of Joburg, FNB, MMI, SAT

43 2 41

16 Openco Incred Connexion, World Leisure, Sasol, Unisa, SABC, SA Express, Irvines 43 2 41

17 Hellocomputer Wesbank, SARS, Modelez-Kraft, Toyota, Samsung, Engen, Jamaica Tourism, Beiersdorf      40                                                                  5 35

18 Grid 23 accounts, including Adviceworx, eNews, FNB, GIBS, Liberty, MTV, Sasol 31 1 30

19 KingJames Group Burger King, Antalis, Altech Autopage, SABC, Wits 28 3 25

20 FCB Cape Town Purity, Elizabeth Anne, Klipdrift, Distell BTL 28 4 24

21 MACHINE Adidas, Nando’s digital, Smart Shopper, Garnier, Miller Genuine Draft, S Comfort,  
Liqufruit

24 2 22

22 Interbrand Sampson de 
Villiers

20 including Altron, Assoc Discount House  Nigeria, Aspen, Bestmed, Brand SA, JSE, 
CSIR

20 1 19

23 KingJames II SABC, Kansai Plascon, Altech Autopage, Knorr, Wits U 18 0 18

24 Ogilvy Durban Sunlight, ETA 15 2 13

25 Boomtown Shatterprufe, Sunsilk, Barloworld, Neotel, Just Property, Claas Agric Equipment 12 1 11

25 DDB SABC, Diageo project, Skye projects 11 0 11

25 HDI Youth Marketeers Pampers, SAICA, Gummy Vites, Nintendo, Staedler, Beautiful Beginnings, Sasol 11 0 11

NoTeS: 
Notes: Except where local companies have submitted figures, the billings given are AdReview estimates, arrived at through an  
examination of Nielsen Company figures, past performance and market estimates.

New business league 2013
Agencies/groups ranked by net annualised billings value of account 
gains/losses, Jan-Dec 2013



20

Tables

Tony Koenderman’s Ad review 2014

Agency employment est Revenue Sources of  
business (%)

Biggest clients

2013 2012 % 
ch

‘13 Rm % ch Trad Non Digi 

1 TBWA Hunt Lascaris 
Jhb

412 450-500 39 54 8 Standard Bank, Tiger Brands, Sasol, Distell, 
Steers, Nissan, Eskom

2 Future Force (TCC) 400+ Vodacom

3 Ogilvy Cape 327 261 25 175-200 17 49 28 23 VW, BATSA, Audi, SAB, Mondelez, Kraft Foods, 
Sun Int

4 Quirk (CT) 289 198 46 100-125 5 5 90 Capitec, Distell, Reckitt Benckiser, PPC, SAB-
Miller, Woolworths, Sun Intl, Hollard, AIG

5 TCC Activations 200+ Vodacom, Unilever, Nokia, Standard Bank

6 FCB Jhb 203 227 -11 125-     
150

65 20 15 Toyota, Coca-Cola, Old Mutual, Wimpy, SARS, 
Beiersdorf

7 Ogilvy Johannesburg 191 214 -11 125-150 11 65 15 20 KFC, Cell C, MultiChoice, SAB Miller,  BP,  
Mondelez

8 Native (Jhb) 184 164 12 150-175 44 0 0 100 Nedbank, GM, Standard, RCS, L’Oreal, Old 
 Mutual, Pernod Ricard, Hollard

9 Metropolitan Republic 
(Jhb)

175 129 36 100-125 51 58 28 24 MTN, FNB, Nando’s, Hippo, Castle Milk Stout, 
Sanlam

10 M&C SAATCHI ABEL 170 125 36 102 34 45 40 15 Edcon, AVI, Nedbank, Snackworks, Virgin  
Active, MWEB, indigo brands, Heineken, brand-
house

11 Joe Public 161 106 52 80-100 72 78 17 5 Nedbank, Jet, Anglo American, Clover, Dial  
Direct, Foodcorp

12 KingJames (Cape)* 143 119 20 76 23 Brandhouse, Santam, Allan Gray, Tiger Brands, 
Parmalat, Altech Autopage

13 Y&R Johannesburg 143 146 -2 100-125 80 15 5 Pick n Pay, Telkom, Colgate, Danone, Jaguar/
Land Rover, Adcock Ingram,

14 JWT Johannesburg 134 150 -11 175-200  40 40 20 Nokia, Shell, Brandhouse, Ford, J&J, Kellogg, 
Nestle, Telkom Mobile

15 Ninety9cents (Cape) 129 111 16 60-80 88 5 7 Checkers, Ackermans, Capitec Bank., Distell, 
puma, Shoe City, Shoprite Group digital. 

16 TBWA Durban 117 122 -4 80-100 60 30 10 Spar, Buildit, Tops, Illovo, Epic Foods, Aquelle, 
NPCs

SA’s Top 64 Agencies 2014
Ranked by 2013 year-end staffing. Includes specialist and full-service agencies
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Agency employment est Revenue Sources of  
business (%)

Biggest clients

2013 2012 % 
ch

‘13 Rm % ch Trad Non Digi 

1 TBWA Hunt Lascaris 
Jhb

412 450-500 39 54 8 Standard Bank, Tiger Brands, Sasol, Distell, 
Steers, Nissan, Eskom

2 Future Force (TCC) 400+ Vodacom

3 Ogilvy Cape 327 261 25 175-200 17 49 28 23 VW, BATSA, Audi, SAB, Mondelez, Kraft Foods, 
Sun Int

4 Quirk (CT) 289 198 46 100-125 5 5 90 Capitec, Distell, Reckitt Benckiser, PPC, SAB-
Miller, Woolworths, Sun Intl, Hollard, AIG

5 TCC Activations 200+ Vodacom, Unilever, Nokia, Standard Bank

6 FCB Jhb 203 227 -11 125-     
150

65 20 15 Toyota, Coca-Cola, Old Mutual, Wimpy, SARS, 
Beiersdorf

7 Ogilvy Johannesburg 191 214 -11 125-150 11 65 15 20 KFC, Cell C, MultiChoice, SAB Miller,  BP,  
Mondelez

8 Native (Jhb) 184 164 12 150-175 44 0 0 100 Nedbank, GM, Standard, RCS, L’Oreal, Old 
 Mutual, Pernod Ricard, Hollard

9 Metropolitan Republic 
(Jhb)

175 129 36 100-125 51 58 28 24 MTN, FNB, Nando’s, Hippo, Castle Milk Stout, 
Sanlam

10 M&C SAATCHI ABEL 170 125 36 102 34 45 40 15 Edcon, AVI, Nedbank, Snackworks, Virgin  
Active, MWEB, indigo brands, Heineken, brand-
house

11 Joe Public 161 106 52 80-100 72 78 17 5 Nedbank, Jet, Anglo American, Clover, Dial  
Direct, Foodcorp

12 KingJames (Cape)* 143 119 20 76 23 Brandhouse, Santam, Allan Gray, Tiger Brands, 
Parmalat, Altech Autopage

13 Y&R Johannesburg 143 146 -2 100-125 80 15 5 Pick n Pay, Telkom, Colgate, Danone, Jaguar/
Land Rover, Adcock Ingram,

14 JWT Johannesburg 134 150 -11 175-200  40 40 20 Nokia, Shell, Brandhouse, Ford, J&J, Kellogg, 
Nestle, Telkom Mobile

15 Ninety9cents (Cape) 129 111 16 60-80 88 5 7 Checkers, Ackermans, Capitec Bank., Distell, 
puma, Shoe City, Shoprite Group digital. 

16 TBWA Durban 117 122 -4 80-100 60 30 10 Spar, Buildit, Tops, Illovo, Epic Foods, Aquelle, 
NPCs

17 Gloo Digital Design 115 109 6 60-80 0 20 80 FNB, BMW, Vodacom, Spur, SA Tourism, Castle, 
Allan Gray

18 McCann Worldgroup 110 60 10 30 Brand SA, Chevrolet, AIG, Mastercard, NW  
University, Waltons

19 Ireland Davenport (Jhb) 104 75 39 100-125 29 90 5 5 Vodacom, SA Tourism, Investec Bank, BMW, 
Edcon

20 Machine  (CT) 103 95 8 44 42 20 55 25 Sanlam Reality, Nedbank, L’Oreal, Red Bull,  
Triumph, Miller Genuine Draft

21 FCB Cape Town 96 105 -9 40-60 59 37 4 Amarula, Gordon’s, Klipdrift, Richelieu, Savanna, 
Engen

22 HelloComputer (Jhb) 87 84 4 55-60 33 10 6 84 Toyota, Momentum, Wesbank, Engen, Distell, 
Pernod Ricard

23 Jupiter Cape 84 106 -21 51 -14 80 18 3 Windhoek, Namibia Breweries, Hyundai, Oceana 
Brands, Budget Insurance, SASKO

24 Mortimer Harvey 84 69 22 61 20 40 45 15 Absa, Altech Autopage Cell,Smile, UJ, Avios, 
Tiger Brands, Chery

25 Jupiter Johannesburg 80 120 -34 125-150 -21 60 20 20 Absa, MTN, PPC, PowerFM, Galderma Pharma-
ceuticals, Platco Digital

26 DDB South Africa (Jhb) 72 71 1 60-80 65 20 15 FNB, McDonald’s, Unilever, Honda, Wrigley, 
SABC, Skye, Emirates

27 Boomtown Strategic 
(PE)

70 51 37 24 18 30 70 0 Castle Milk Stout, Mandela University,  
Barloworld,, Woodlands Dairy, Coega Dev Corp, 
Continental Tire

28 Havas Southern Africa 
(Jhb)

78 65 8 40-60 22 12 68 20 Reckitt, SAA,   Volvo, Autopax, PPS, Disney, 
 Netcare, Citroen

29 Volcano Advertising 
(Jhb)

68 67 1 125-150 50 40 10 Sony, Airlink, Mars, Cellini, Garmin, P&G,  
Patleys, Dulux, 

30 34 64 50 28 35 100 SAB, Coca-Cola, Kimberley-Clark, Samsung, 
Pernod Ricard

31 HDI Youth Marketeers 
(Jhb)

66 37 78 40-60 26 10 90 0 Reckitt Benckiser, Pick n Pay, P&G, Nestle, SAB 
Reality Check, NYDA, DTI, Nedbank

32 iProspect 58 35 24 0 0 100 Mercedes-Benz, Gauteng Tourism, Cape Tour-
ism, Miway, Dimension Data, Cell C,  Tsogo Sun

33 0Fyt 51 36 42 20 39 50 30 20 Kia, HTR (Distell), ADT, Crazy Store, Lancewood 
cheese, Pam Golding

34 VWV    50 70.2 25 0 88 12 Pick n Pay, Miller Coors, SAB, MTV Base,  
SABMiller Africa, Afcan,, Castle, Nando’s

35 Bester  Burke Slingers 
(CT)

49 51 -6 40-60 0 40 60 0 Distell, Pioneer Foods, Alexander Forbes,  
Spitz, Marsh, Naspers

36 JWT Cape Town 45 48  -10 20-40 27 21 79 0 Brandhouse, Shell, Lewis Stores, J&J,  
Panarottis, Energiser
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Agency employment est Revenue Sources of  
business (%)

Biggest clients

2013 2012 % 
ch

‘13 Rm % ch Trad Non Digi 

38 Popimedia (TCC) <50 20-40

39 OwenKessel Communi-
cations

44 20-40 Amstel, DStv content, Total SA,. Futurelife, FHM

40 Y&R Cape Town 40 41 -2 20-40 60 20 20 Pick n Pay Supermarkets, Chevron/Caltex,  
Edward Snell, W Cape Govt

41 Penquin 34 44 -23 10 40 40 20

42 Promise 43 29 48 32 38 46 16

43 Interbrand Sampson de 
Villiers

32 41 -22 40-60 30 100 Absa, Access Bank Nigeria, AngloGold Ashanti, 
Altron, Brand SA, Bestmed, Comfair, JSE, Nat 
Bank Kenya, Sasol

44 Isobar 37 20-40 0 0 100 Kellogg’s, Diageo, Nike, Brandhouse, Estee 
Lauder, MWEB

45 Black River F.C. 35 37 -5    30 60 25 15 Nando’s, 1st for Women, Redd’s, Brutal Fruit, 
MINI, LEGiT, Virgin Money, LEGiT

46 Ogilvy Durban 39 35 11 20-40 4 eThekweni Transport, Unilever, Defy, Sun Int., 
Decorland, The Sharks, Boxer Superstores

47 Avatar (Jhb) 27 27 0 29 61 30 70 SAA, Business Connexion, Fox Int Channels,  
National Geographic, Sanofi Aventis

48 Grid (Jhb) 28 27 4 20-40 9 0 100 0 Liberty, Internet Solutions, Altech Autopage, 
FNB, Metorex

49 Black Africa Brand Con-
sulting (Jhb)

Absa, Baratclays Africa, Medscheme, Afro-
centric, Mpact., Gauteng Tourism, SA Tourism, 
GCIS, Supersport

50 Singh & Sons 27 25 8 10 -8 60 30 10 Distell, Chevron, Lindt Chocolates, Sportscene, 
Cipla, Indigo brands

51 The Open Collaboration 26 20-40 71 70 15 15 Hollard, JD Group, SABC, World Leisure Hols., 
Swaziland Posts & Telecomms

52 Troika (Jhb) 21 19 11 25 40 30 30 Dimension Data, RAM, MWEB Business, Bow-
man Gilfillan, Home of Living Brands, Sappi

53 House  of Brave (Jhb) 20 17 18 16 20 75 20 5 1Life Direct, Media24, Ocean Basket, Tracker, 
Nature’s Garden, SABMiller

54 Mojo MotheRussia 20 20-40 Daimler, Hertz, SAB Corporate, Premier Foods 
(Snowflake), Unilever (Close Up), Nercha

55 Ebony & Ivory (Jhb) 17 17 -6 <20 20 40 40 20 Continental Tyre, John Craig, Profmed, Huawei, 
T-Systems, JSE

56 Ignite Joe Public 16 10 100 5 95 0 Anglo American, Mercedes Benz Commercial, 
McCain, Dial Direct

57 KingJamesII 14 7 60 30 10 SABC, Kansai Plascon, Altech Autopage,  
Europcar, Knorr, Wits U

58 Joe Public Cape 12 5 New 10 0 90 Primedia B-casting, Brutal Fruit, Rawson 
Properties, Star  Sat, KPMG.

59 Joe Public Shift (Jhb) 12 12 0 <20 StarSat,SAMSA, Zazi, Barnowl, MMV, Cobra,  
SuperDirect, Foodcorp

60 Have You Heard? 12 13 86 0 80 20 Smirnoff, Sedgewick Old Brown, Vodacom, Tiger 
Brands, Mr Price

61 RE Experience Archi-
tects

11 New <20 0 100 0 Ericsson, Samsung, Nedbank, Distell, Sasol, Std 
Bank, Tiger, JP Morgan, Nissan

62 Y&R Durban 7 10 -30 40 40 20 Willowton Group, The Witness, Tata Beverages, 
Dolphins KZN Cricket

63 Narrative 6 New <20 0 100 0 Sanlam Reality, Chrysler/Jeep, 

64 TBWA Hunt Lascaris CT 4 N e w 
entry

100 W Cape DoH, Celio, Knysna Tourism, OOBA, 
Trematon,, ECape Dev Corp

NoTeS:
1 .Financial figures quoted for internationally aligned agencies are AdReview estimates.
2. Under “sources of income”, trad = traditional media advertising; non = non-traditional channels; digi = digital channels.
3.  The following agencies did not submit figures: Aquaonline (4th last year);  iProspect; AdMakers International; Lowe & Partners Cape 

Town (26th).
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Agency employment est Revenue Sources of  
business (%)

Biggest clients

2013 2012 % 
ch

‘13 Rm % ch Trad Non Digi 

38 Popimedia (TCC) <50 20-40

39 OwenKessel Communi-
cations

44 20-40 Amstel, DStv content, Total SA,. Futurelife, FHM

40 Y&R Cape Town 40 41 -2 20-40 60 20 20 Pick n Pay Supermarkets, Chevron/Caltex,  
Edward Snell, W Cape Govt

41 Penquin 34 44 -23 10 40 40 20

42 Promise 43 29 48 32 38 46 16

43 Interbrand Sampson de 
Villiers

32 41 -22 40-60 30 100 Absa, Access Bank Nigeria, AngloGold Ashanti, 
Altron, Brand SA, Bestmed, Comfair, JSE, Nat 
Bank Kenya, Sasol

44 Isobar 37 20-40 0 0 100 Kellogg’s, Diageo, Nike, Brandhouse, Estee 
Lauder, MWEB

45 Black River F.C. 35 37 -5    30 60 25 15 Nando’s, 1st for Women, Redd’s, Brutal Fruit, 
MINI, LEGiT, Virgin Money, LEGiT

46 Ogilvy Durban 39 35 11 20-40 4 eThekweni Transport, Unilever, Defy, Sun Int., 
Decorland, The Sharks, Boxer Superstores

47 Avatar (Jhb) 27 27 0 29 61 30 70 SAA, Business Connexion, Fox Int Channels,  
National Geographic, Sanofi Aventis

48 Grid (Jhb) 28 27 4 20-40 9 0 100 0 Liberty, Internet Solutions, Altech Autopage, 
FNB, Metorex

49 Black Africa Brand Con-
sulting (Jhb)

Absa, Baratclays Africa, Medscheme, Afro-
centric, Mpact., Gauteng Tourism, SA Tourism, 
GCIS, Supersport

50 Singh & Sons 27 25 8 10 -8 60 30 10 Distell, Chevron, Lindt Chocolates, Sportscene, 
Cipla, Indigo brands

51 The Open Collaboration 26 20-40 71 70 15 15 Hollard, JD Group, SABC, World Leisure Hols., 
Swaziland Posts & Telecomms

52 Troika (Jhb) 21 19 11 25 40 30 30 Dimension Data, RAM, MWEB Business, Bow-
man Gilfillan, Home of Living Brands, Sappi

53 House  of Brave (Jhb) 20 17 18 16 20 75 20 5 1Life Direct, Media24, Ocean Basket, Tracker, 
Nature’s Garden, SABMiller

54 Mojo MotheRussia 20 20-40 Daimler, Hertz, SAB Corporate, Premier Foods 
(Snowflake), Unilever (Close Up), Nercha

55 Ebony & Ivory (Jhb) 17 17 -6 <20 20 40 40 20 Continental Tyre, John Craig, Profmed, Huawei, 
T-Systems, JSE

56 Ignite Joe Public 16 10 100 5 95 0 Anglo American, Mercedes Benz Commercial, 
McCain, Dial Direct

57 KingJamesII 14 7 60 30 10 SABC, Kansai Plascon, Altech Autopage,  
Europcar, Knorr, Wits U

58 Joe Public Cape 12 5 New 10 0 90 Primedia B-casting, Brutal Fruit, Rawson 
Properties, Star  Sat, KPMG.

59 Joe Public Shift (Jhb) 12 12 0 <20 StarSat,SAMSA, Zazi, Barnowl, MMV, Cobra,  
SuperDirect, Foodcorp

60 Have You Heard? 12 13 86 0 80 20 Smirnoff, Sedgewick Old Brown, Vodacom, Tiger 
Brands, Mr Price

61 RE Experience Archi-
tects

11 New <20 0 100 0 Ericsson, Samsung, Nedbank, Distell, Sasol, Std 
Bank, Tiger, JP Morgan, Nissan

62 Y&R Durban 7 10 -30 40 40 20 Willowton Group, The Witness, Tata Beverages, 
Dolphins KZN Cricket

63 Narrative 6 New <20 0 100 0 Sanlam Reality, Chrysler/Jeep, 

64 TBWA Hunt Lascaris CT 4 N e w 
entry

100 W Cape DoH, Celio, Knysna Tourism, OOBA, 
Trematon,, ECape Dev Corp

Award GP/Best 
of Show

Gold Gold 
craft

Silver Bronze Craft 
cert

Special 
award

Shortlist
/finalist

Cannes 440 220 84 36 3

D&AD 420 210 77
(nom)

33 (in
Book)

3

The One Show 400 200 76 33 3

Clio 380 190 71 30 3

Midas 300
King Midas

150 59 25

Webby tba 90 35 15

Caples tba

Effies tba

Loeries 220 110 90 40 15 15

Ad of Year 110

Ad of Month 40 15 6

Pendoring 186 92 33 33

Apex 220 110 40 15

Assegais 125 62 21 9

Bookmarks 125 62 21 9 24

Likeability 220 110 40 15

Prism 60 30 11 3 15

Eagles 200 100 38 14

Roger Garlick        220 110 40 15

AdReview Creative Points System 
(Substantially revised Jan 2014)

Jhb staff CT staff Dbn staff Total 

1 The Creative Counsel 393 105 149 1 036

2 Ogilvy & Mather 191 327 39 819

3 Aqua 248 248

4 TBWA 412 4 117 615

5 FCB 203 163 611

6 JWT 134 45 200

7 Y&R 143 40 7 190

8 Native 134 50 184

9 Metropolitan Republic 175 175

10 M&C SAATCHI ABEL 170 170

Covering the regions
Ranked by 2013 year-end staffing
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Agency 2013
 Rm 
est

 2012
Rm 
est

% 
ch.

Staff % ch 
on 
2012

Top clients New clients Net new 
biz Rm,

1 OMD  5750 5300     8                                                                                                                                                 
                                                                                                                                                      
                                                                                                                                                      
                                                                                                   

   175     0 Vodacom, Standard, Distell, 
Massmart ,Spar

Sanral core group   100

2 MindShare  4800 4200    14     119    31 Unilever, MTN, ABSA, Yum, 
MultiChoice, Ford

ABSA, ANC, GSK, FAW, Na-
maqua, U Stell, Land Rover 
digi, Ferrero

  592

3 The Medi-
aShop

4400 3900    12 Shoprite, Coca-Coloa, Es-
kom, SABC, Famous Brands, 
Edcon, Tiger, Absa

Edcon, Tiger, IEC, Aspen, 
Russell Hobbs

 330

4 MEC Group  3600 3600     0     87    -2 Pick n Pay, Nedbank, Bayer, 
Brandhouse, Cell-C, Colgate 
Palmolive, 

Nespresso, Guess, Adcock-
Ingram, Paarl Media

   50

5 Dentsu Aegis  2600  2400     8    216 3 Diageo, Mondelez, Santam, 
Mercedes, GM, Woolworths, 
Nokia, Kelloggs, Spur

Diageo, spree, Europcar, 
Yellow Pages,, V&A Water-
front, Burger King

  180

6 Starcom Me-
diavest

1500-
2000

1400 36 -12 Samsung, GSK, Ellerines, 
Blackberry, Nissan, Black-
berry

  -30

7 PHD Media 1400 1300 25 9 Checkers, Engen, Capitec, 
Chicken Licken, Ackermans, 
Pioneer Foods

Openview, Union Swiss, 
HTH, Pearson’s College, 
DigiCape, Citadel

   50

8 Carat SA  1300   1800 -27 59   28 Diageo, Nokia, Old Mutual, 
Woolworths, GM, Game, Di-
onWired

Diageo Pan Africa, Burger 
King, Sasol, British Airways, 
Mutual & Federal, Monash

  130

9 Initiative 
Media

1000-     
1500

35 47 SAB, Boxer, Hyundai, Wonga,  
Investec, Adcock Ingram, 
SA Home Loans, Avis, Ad-
cock Ingram

Hyundai, Clorox, Xpanda, 
Willowton, Ricoh, Pruden-
tial, 

   150

Media Mavens
Media-only agencies ranked by estimated billings 2013
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Agency 2013
 Rm 
est

 2012
Rm 
est

% 
ch.

Staff % ch 
on 
2012

Top clients New clients Net new 
biz Rm,

1 OMD  5750 5300     8                                                                                                                                                 
                                                                                                                                                      
                                                                                                                                                      
                                                                                                   

   175     0 Vodacom, Standard, Distell, 
Massmart ,Spar

Sanral core group   100

2 MindShare  4800 4200    14     119    31 Unilever, MTN, ABSA, Yum, 
MultiChoice, Ford

ABSA, ANC, GSK, FAW, Na-
maqua, U Stell, Land Rover 
digi, Ferrero

  592

3 The Medi-
aShop

4400 3900    12 Shoprite, Coca-Coloa, Es-
kom, SABC, Famous Brands, 
Edcon, Tiger, Absa

Edcon, Tiger, IEC, Aspen, 
Russell Hobbs

 330

4 MEC Group  3600 3600     0     87    -2 Pick n Pay, Nedbank, Bayer, 
Brandhouse, Cell-C, Colgate 
Palmolive, 

Nespresso, Guess, Adcock-
Ingram, Paarl Media

   50

5 Dentsu Aegis  2600  2400     8    216 3 Diageo, Mondelez, Santam, 
Mercedes, GM, Woolworths, 
Nokia, Kelloggs, Spur

Diageo, spree, Europcar, 
Yellow Pages,, V&A Water-
front, Burger King

  180

6 Starcom Me-
diavest

1500-
2000

1400 36 -12 Samsung, GSK, Ellerines, 
Blackberry, Nissan, Black-
berry

  -30

7 PHD Media 1400 1300 25 9 Checkers, Engen, Capitec, 
Chicken Licken, Ackermans, 
Pioneer Foods

Openview, Union Swiss, 
HTH, Pearson’s College, 
DigiCape, Citadel

   50

8 Carat SA  1300   1800 -27 59   28 Diageo, Nokia, Old Mutual, 
Woolworths, GM, Game, Di-
onWired

Diageo Pan Africa, Burger 
King, Sasol, British Airways, 
Mutual & Federal, Monash

  130

9 Initiative 
Media

1000-     
1500

35 47 SAB, Boxer, Hyundai, Wonga,  
Investec, Adcock Ingram, 
SA Home Loans, Avis, Ad-
cock Ingram

Hyundai, Clorox, Xpanda, 
Willowton, Ricoh, Pruden-
tial, 

   150

10 MediaCom  900    850 4     60 20 Telkom, P&G, VW Group,  
Pfizer, PPC

Sony Mobiule, Standard 
Bank recruitment

     11

11 ZenithOpti-
Media (AML)

 850    850     0     39   26 Reckitt Benckiser, L’Oreal, 
Fedhealth, Nestle,  Franknet, 
Neotel

King Pie, Reckitt Benckiser, 
Fedhealth, Business Day

   155

12 Vizeum 700     750   -5      21     0 Spur, Santam, BMW, MWEB, 
Pernod Ricard, Total Petro-
leum

Spree, Satrix, Yellow Pages, 
Europcar, Hitachi, Wits U, 
V&A, ESET, REDISA, Cipla

  100

13 Mediology 520 340 53 35 25 Bidvest, Bliss Chemicals, 
Bridgestone, Brightrock Life, 
Cartrack, Consol, Foodcorp, 
WeChat, Ed Snell, Imperial, 
Nampak, OLX

Brightrock, Bliss, Cartraci, 
RICOH, Sun Int, Johns 
Hopkins

  160

14 Space 155 150 3 21 Skye Distrib, Honda, Med-
shield, SARS, ARC, BMW

SARS, BMW, Agricultural 
Research Council

    70

15 RMS Media 100-
200

100-
200

8 0 BestMed,, Exclusive Books,  
Investment Solutions,  Glass 
Recycling, Nampak, Redefine 
Properties

Automobile Assn, Drink-o-
Pop,  Intercare, Mimmo’s, 
Polo Retail, Satrtix

   20

16 Alphabet 
Soup

 51 45 13 8 Aon, Federal Mogul, GIBS, 
Cliffe Dekker Hofmeyer, Re-
itzer Pharm, Fastjet

ABV brands, Cliffe Dekker, 
Fastjet, W Consulting, Anglo 
proj

      6

STRATEGY & PLANNING-ONLY AGENCIES

PHD 1300   

Connect 200-
300

New 5 Edgars, Takealot, Lillets, 
Shimansky, Sissy Boy, 10x, 
DA

All new     

SPECIALIST AGENCIES

Posterscope
(out of home)

    180     130 39 18 20 Vodacom, Investec, Old 
Mutual Nokia, Renault, 
Burger King

Consol, ACSA, Burger King, 
Altron, Diageo Pan Africa, SA 
Sports Award

     18

NoTeS: 
1.  Estimates of revenue and billings are AdReview’s, based on Nielsen Company’s Adex, Recma, corporate banding and our monitoring of account  moves.
2.  ZenithOptimedia includes the figures of the bigger agency, Applied Media Logic, which was taken over by Zenith parent company Publicis last year. The 

two were then merged.
3.  Carat is part of Aegis Dentsu, so Carat’s results are double-counted as part of Aegis. Other Aegis companies are Vizeum, Posterscope, iProspecT, 

Isobar, Full Circle Media.
4. Universal Media did not submit figures.
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Creative League Table 2013
Agencies ranked by AdReview points in 2013

Agency Cannes, 
Midas, Clio, 
D&AD, one 
Show

Ad of the  
Month
(Jan-Dec)

Pendorings,  
Assegais

Loeries eagles Book-
marks

Ad of 
the Year

Total 
points

1 Ogilvy Cape Town 500 50 62 435 27 88 51 1 127

2 TBWA Hunt Lascaris 430 187 53 305 46 18 1 039

3 Net#work BBDO 295 57 166 6 49 573

4 Y&R 159 66 128 21 37 411

5 Joe Public 95 76 86 59 37 404

6 KingJames 305 13 44 362

7 FoxP2 49 48 11 224 14 346

8 FCB Jhb 6 37 96 66 34 337

9 FCB Cape Town 78 22 64 108 6 37 315

10 Jupiter Johannesburg 175 22 22 32 12 263

11 Ogilvy Johannesburg 28 63 68 40 6 6 257

12 Ireland/Davenport 97 25 16 8 6 246

13 DDB South Africa 108 15 77 4 37 241

14 Lowe & Partners 89 44 64 40 237

15 Black River F.C. 43 28 84 42 203

16 Jupiter Cape Town 76 11 83 8 178

17 HelloComputer 6 5 56 82 149

18 iKineo 117 24 141

19 Owen Kessel 46 30 54 6 136

20 NATIVE 26 45 38 6 115

20 Gloo 2 29 38 40 109

22 MACHINE 41 5 26 32 104

23 Havas Worldwide 31 13 55 99

24 Admakers Intl 80

25 MetropolitanRepublic 6 28 11 71

26 Actuate 67 67

27 JWT Cape 25 35 60

27 Promise 60 60

29 140BBDO 11 5 20 6 12 54

29 M&C Saatchi Abel 19 31 4 54

31 Boomtown Strategic        28 2 12 6 48

31 Ninety9cents 11 48

33 Openco 19 20 39

34 Bester Burke Slingers 6 11 20 37

35 Action Ambro’s 34 34

35 Synergise Digital 34 34

37 Haas 11 6 31

38 Volcano 6 21 27

39 House of Brave 6 26

39 Spree.co.za 26 26

41 Baielingual Concepts 22 22

41 tbsp//beyond the line 22 22

43 Liquorice 20 20

43 Quirk 20 20

45 Etiket 11 6 17

45 Next 17 17

45 Studio Zoo 11 6 17

48 Derrick 13 13

48 KingJames II 13 13

48 Oscar Tango 13 13

51 BNRY 12 12

51 Gorilla Creative Media 12 12

51 5th Dimension 12 12

54 HumanKind 5 6 11

54 POD Communications 11 11

56 Saatchi& Saatchi 3 6 9

57 Lighthouse Digital 8 8

57 Convergence LAB 8 8

57 Lesoba Difference 8 8
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Helping agencies win clients
for keeps

IAS. The Experts in Client : Agency Relationships
Phone: 010 594 0281 / 082 329 0079  • johanna@agencyselection.co.za

www.agencyselection.co.za

Independent Agency Search
and Selection Company

IAS 210x75_Layout 1  2014/04/28  9:23 AM  Page 1

35 Action Ambro’s 34 34

35 Synergise Digital 34 34

37 Haas 11 6 31

38 Volcano 6 21 27

39 House of Brave 6 26

39 Spree.co.za 26 26

41 Baielingual Concepts 22 22

41 tbsp//beyond the line 22 22

43 Liquorice 20 20

43 Quirk 20 20

45 Etiket 11 6 17

45 Next 17 17

45 Studio Zoo 11 6 17

48 Derrick 13 13

48 KingJames II 13 13

48 Oscar Tango 13 13

51 BNRY 12 12

51 Gorilla Creative Media 12 12

51 5th Dimension 12 12

54 HumanKind 5 6 11

54 POD Communications 11 11

56 Saatchi& Saatchi 3 6 9

57 Lighthouse Digital 8 8

57 Convergence LAB 8 8

57 Lesoba Difference 8 8

NoTeS:
This table includes agencies that have won more than one award worth more than six points at any of the accredited competitions. 
So a single Loerie Bronze win (or less) is not shown.
For details on how we have scored the various competitions, go to  the “creative tables” section of the “Ranking Tables” category.
A new scale is being introduced for 2014. It does not alter the relative value of the awards, but is broadly compatible with the 
Loeries’ standard.
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BE A TRUE SOUTH
AFRICAN SUPPORTER

Like you, we’re passionate about our country and its wildlife.
That’s why we’re on a mission to get all 18,000 of our remaining rhino 

registered on a DNA database. This will help give conservation and 
law enforcement agencies the tools they need to protect and

preserve this precious species.

Show your support and join us in the fi ght to save our rhino. 

Enjoy Responsibly. Not for Sale to Persons Under the Age of 18.

To help, SMS “rhino” to 48800 to donate R10.
Follow the story on www.castlelager.co.za/castlelagerboucherlegacy
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Agency GP
20

G 
10

S
4

B
2

Spec 
5                                                                                                                                                  

Points
total

1 Atmosphere 1 2 2 1 2 60

2 PR Worx 4 1 44

3 Ogilvy Public Relations Jhb 1 3 1 27

4 Fleishman Hillard 1 3 2 26

5 Ogilvy & Mather Cape Town 2 1 24

6 Positive Dialogue 2 20

7 Red Star Communications 1 1 3 20

8 Marcus  Brewster 3 1 17

9 Joe Public 1 1 15

9 Retroviral 1 1 15

11 Plato Communications 2 2 12

11 Hill & Knowlton 1 10

11 2 Stroke 1 10

14 Wilding McArdle Wilson 1 5

15 Epic Communications 1 4

15 Tribeca 1 4

15 Eclipse 1 4

15 Greater Than/Made 1 4

15 Development Comm Solutions 1 4

20 Redline 1 2

20 Brandwealth 1 2

20 Voice Factory Comms 1 2

Prism Awards 2014
Public relations consultancies ranked by AdReview points at the Prism 
Awards
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Intl SA
Creat’v

Assegai Book-
mark

Pend-
oring

Apex RGA Prism Liking Total

1 Ogilvy SA 528 774 77 88 130 63 51 26 1 737

2 TBWA 434 605 19 53 1 062

3 FCB 90 306 82 160 20 2 71 731

4 BBDO 285 309 12 - 606

6 Joe Public 95 172 86 57 25 15 57 507

5 Jupiter 251 137 20 33 441

7 KingJames 305 57 - 6 60 422

8 Y&R 159 252 411

9 FoxP2 49 286 11 346

10 DDB South Africa 108 129 4 241

11 Ireland/Davenport 97 49 8 - 86 240

12 Lowe & Partners 89 148 237

13 Black River F.C. 43 70 84 6 209

14 Native 77 29 38 144

15 iKineo 117 24 141

16 Owen Kessel 46 90 141

17 Gloo 40 26 40 25 131

18 Admakers Int      80 ` 37 117

19 Havas Worldwide 31 68 99

20 Machine 41 37 78

Best performers across all categories of awards in 2013

Supergroups
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Agencies ranked by points 
per head

Staff (end 2012) Creative 
points

Points 
per head

Total points 
ranking

1 Net#work BBDO 75 603 8.04 3

2 Black River F.C. 37 295 7.97 9

3 DDB South Africa 71 391 5.51 6

4 TBWA Hunt Lascaris Jhb 140 690 4.93 2

5 Ogilvy Cape 261 1194 4.57 1

6 Joe Public 106 439 4.14 5

7 FoxP2 38 122 3.21 17

8 140BBDO 57 174 3.05 28

9 Ogilvy Johannesburg 214 596 2.79 4

10 Grid 27 74 2.74 21

11 Ireland/Davenport 75 170 2.27 12

12 MetropolitanRepublic 129 283 2.19 7

13 Lowe SA 33 69 2.09 22

14 KingJames 119 230 1.93 8

15 Jupiter Cape Town 106 172 1.62 11

16 MACHINE 95 136 1.43 13

17 Gloo 111 141 1.27 14

18 HelloComputer 84 104 1.24 18

19 Y&R Jhb 146 161 1.10 15

20 Jupiter Jhb 120 103 0.86 19

Creative Productivity
Points per head 2012 

This table takes the top 20 agencies ranked by total creative points in 2012, and re-ranks them by  points per head. 
The columns to compare are the first (productivity ranking) and the last column (total creative points ranking.)

Apex Awards 2013
Gold
37

Silver
14

Bronze
6

Speial
20

Total 
points

Joe Public 1 (1) 1 63

Ogilvy Johannesburg 1 2 49

FCB Johannesburg 1 1 20

Mediology (1) 1 20

Ogilvy Cape Town 1 14

KingJames 1 6
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PR Consultancy Staff T’over
Rm

International 
affiliations

Awards Biggest clients

1 Magna Carta 112 50-60 TBWA 70%; 
Ketchum 0%

Holmes best in 
Africa

Standard Bank, Stanbic, Eskom,  
Deloitte, Transnet, Medscheme, 
Engen, TSB

2 Ogilvy PR 78 60-70 O&M (100%) Prism: GP, G; 
Holmes: best digi-
tal cons; Stevie G; 
Cannes B;

Yum (KFC), Sasol, Pikitup, MMI, LG, 
Coca-Cola

3 Meropa 53 30-35 BA, Ford, Denel, Sanral,  
Brandhouse, Impala Plats

4 Fleishman Hillard 50 35-40 Omnicom 51% Microsoft, SAP, Nokia, Discovery 
Networks, Visa, Liberty , 

5 Epic Communications 41 23 Samsung, AEL Mining, Wesbank, 
pps, Neotel, Old  Mutual, ENS,

6 Atmosphere 30 24 PR Organisation 
Intl

Prism: 2G, 3S,1B; 
IABC Gold Quill, 
1 Sabre; Global 
Comm GP; 

Sanlam, Brandhouse, Burger King, 
Capitec, Comair

7 Jenni Newman PR 30 15-20 MSL (0%) (Pub-
licis) 

Nedbank, Dulux, Philips, P&G, Rolex, 
Clover, Nestle

8 Burson Marsteller 19 Burson 
Marsteller 51%

Telkom, Bosch, Huawei, Pernod  
Ricard, Turner, McDonald’s, Danone

9 Redline 7-10 IPG 50.1% SARS, Coca-Cola, MMI, Clicks, 
EMC, Metrop soccer sponsorship, 
IDC

10 Lange Strategic Com-
ms

14 15-20 Worldcom 0% Prism, Worldcom BP, Pharma Dynamics, Castrol, IIE, 
Int Housing Solutions, Crazy Store

11 Glass House Commun-
nications

14

12 Ngage 7 Bosch, Cummins, DCD Group,  
Federal Mogul, Natch Goba, MSA 
Africa, Redpath, 

13 Tribeca PR 11 8 Prism G Mastercard, Fastjet, Toshiba, The 
Unlimited, Epson, Orange Business 
Services

14 Marcus Brewster 11 7 Magnum ice cream, Flora,  
Robertson’s, SAP Africa, Carlson 
Rezidor

15 McCann PR/Weber 
Shandwick

7-10 Weber Shand-
wick 51%

NW University, Nedbank, Nat Arts 
Council, Waltons, Leadership  
Platform

16 Volcano PR 13 7 ICOM 0% Dulux, Consol, Sony,  Kurt 
Geiger,Next  Ent, Nespresso

17 Engage Joe Public 6 2 Grayling 0% Hippo, McCain, Foodcorp, Clover, 
Tempest, Bobtail

18 Greater Than 3 MWEB, Harley-Davidson,  The  
Entertainer, Foschinni

Public Relations consultancies 2014
Ranked by total employment end 2013
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Standing out from the crowd
By Bridget von Holdt

While advertising can be pur-
chased immediately, gener-
ating positive publicity for a 

brand can take time, and for good rea-
son – why would anyone pay attention 
to a message about a brand, person 
or product that they have never heard 
of?

The effectiveness of public rela-
tions (PR) is that it creates credibility. 
This can have even more impact than 
advertising, but sadly it is underuti-
lised by marketers. 

While both advertising and PR are 
forms of communication and serve a 
similar role in building awareness, PR 
appears to have greater efficacy in 
two critical areas: building a relation-
ship with the consumer and providing 
knowledge about the product under 
consideration.

 A new brand can be launched sim-
ply using PR to tell your story through 
influential and reputable third parties.  
Anita Roddick built The Body Shop 
into a worldwide brand by responding 
quickly to the media’s curiosity about 
her new brand which was receiving 
much praise through word-of-mouth. 
She harnessed the power of good 
press coverage to launch her brand, 
without having to immediately spend 
money on direct advertising. That’s 
exactly what PR does – promotes an 
interesting story, that the media re-
ports on - and so a brand is born.

The power of PR promotes under-

standing, works toward agreement 
and searches for mutual gain. Adver-
tising cannot achieve this as easily as 
PR while PR professionals have the 
power to advance social agendas, help 
clients reach their goals, and mediate, 
manage and mitigate conflict.  

Another great case in point was 
how the PR team of Nando’s in the UK 
leveraged the public’s interest shown 
in Sir Alex Ferguson’s retirement 
last year to build awareness of their 
brand’s character and service offering. 
Ferguson was Manchester United’s 
longest-serving manager and the food 
franchise drew attention to itself by 
planning for nine of the Nando’s res-
taurants around Manchester, includ-
ing the Manchester Trafford Centre 
branch, to stay open for an extra five 
minutes as their own version of “Fer-
gie Time” (the term used in English 
football for Ferguson’s famous tactic 
of winning games by using an exces-
sive amount of time after injury time 
at the end of a match to score a late 
equaliser or winner). They publicised 
it by tweeting: “In honour of Sir Alex 
Ferguson we’re proud to introduce 
#Nando’sFergieTime – all our Man-
chester Nando’s will be open five min-
utes later tonight.”

Advertising and PR are certainly 
closely related – PR builds reputations 
and creates credible awareness while 
advertising has an important role to 
maintain a brand once the brand has 

been established through publicity.  
This was demonstrated recently too 

by Coca-Cola’s international PR cam-
paign for “Share a Coke”, which stimulat-
ed online conversations, initiated media 
curiosity and made use of celebrity in-
fluencers. It began with the drink man-
ufacturing giant placing Coke bottles 
with personal names on them in fridges 
throughout Australia, stimulating cus-
tomers to notice the names in place of 
the logos themselves.  

It demonstrates that advertising and 
PR are well matched in working with 
each other in the overall communications 
cycle of building awareness and convey-
ing knowledge.  PR influences people 
who matter to a business, product or 
brand and has immense power to change 
minds, build reputations and impact the 
bottom line.   AR



34

ADVERTISING IN A DEMOCRACY

Tony Koenderman’s Ad review 2014

Entering the new SA in 1994, the 
ad industry was notably upbeat. 
With Mandela on the brink of 

taking power, more than 90% were 
positive about prospects in the next 
12 months. But nobody anticipated the 
scale of the change that was about to 
be unleashed. For suddenly, South Afri-
ca was back in the global game, and the 
global agency vultures were circling. 
And there was another unexpected 
challenge hidden in the long grass: the 
technological revolution.

The most developed advertising 
economy on a continent poised for rapid 
growth? Ripe for the plucking. 

An unmistakeable indicator of this 
wave of change is the names of the 
ad agencies, as they changed through 
mergers and takeovers, sold out to 
global networks or simply couldn’t 
compete in this tough new world.

Of  the top 30 agencies of 1994, only 

10 are still in existence operating under 
the names that are vaguely known to 
us. Ogilvy is still there, but in 1994 was 
known as Ogilvy & Mather Rightford 
Searle-Trippe & Makin. 

Eurospace was a media specialist in 
those the days when this was a new 
concept. In a ranking of agencies by 
media buying power, there were hardly 
any specialist media-only agencies. The 
biggest  ‘media independent’ was Euro-
space, but it was only the fourth biggest 
when ranked by media billings. The  
Media Shop, which started the whole 
concept in South Africa, ranked 8th in 
billings.

Agencies that have totally disap-
peared from the industry were BSB 
Bates (then seventh), BLG K, IMA, Ber-
ry Bush, Partnership, the White House, 
Wilson Keller, Mundels, Meintjes Parker 
Advertising, SBBW, Tholet Sievers, 
Abelheim Lee Duncan, Matthews & 

Charter, Louis Wilsenach Group, NSOP, 
and Media Graphics.

The ephemeral nature of the adver-
tising business is underscored by the 
candidates for the small agencies of 
the year award. The winner was The 
Jupiter Drawing Room, which has in-
deed fulfilled its promise. But the agen-
cies it beat, all considered “agencies to 
watch” in 1994 were Column Advertis-
ing, Herdbuoys and NSOP, all of which 
have disappeared without trace, and 
Schachat Gendel, which more than 
doubled in size that year, and now sur-
vives as a small shop called Gendel Ad-
vertising.

NSOP was named ‘emerging agency 
of the year’ in 1993, an honour which 
was bestowed on BBC Nash (who?) in 
1994. Others to watch in the emerg-
ing agency category were Greenshields 
Fisher Jackson and Gitam internation-
al, which was eventually absorbed into 

It’s the same old, same old
In an era of tsunamic change, it’s amazing how unchanged the issues 

facing Adland are, writes Tony Koenderman
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Top 10 agencies of 1994

Agency Revenue 
Rm

People Top client

1 O&M Rightford 62 400 SAB

2 Lindsay Smithers-FCB 51 276 Toyota

3 Young & Rubicam 47 405 Pick n Pay

4 BSB Bates 41 198 United Tobacco

5 TBWA Hunt Lascaris 36 187 Standard Bank

6 D’Arcy Masius Benton & Bowles 36 200 TV1

7 McCann-Erickson 23 168 Hyperama

8 Saatchi & Saatchi Klerk &  Barrett 18 123 Transatlantic Tob

9 Lintas 18 87 Unilever

10 Bernstein Loxton Golding & Klein 17 91 Nissan

Arthur? Or Martha?
The Print Media Association, in 
blissful ignorance of what lay 
ahead, printed this call to arms in 
1994:

“You just can’t count on the 
faithful audience any more,” said 
the headline. “There was a time 
when the electronic media in-
spired the utmost fidelity. Par-
ticularly in the early days of tele-
vision. Now there is zipping and 
zapping and channel hopping 
and just no respect any more. 
“So after you spent all that money 
on a TV commercial not to men-
tion the cost of the airtime, what 
are your chances of hanging onto a 
dedicated audience? 

“Not as much as in print. Our audi-
ence chooses to read, gets involved 
with the medium and identifies with 
the content. Advertising included. 
So bring your target market to heel. 
Talk to them the way they want to 
hear it. Ín print.”

Y&R. Current Y&R chairman Yossi was 
instrumental in bringing Gitam, Israel’s 
largest agency, to South Africa.

SBBW was considered a rising star, one 
of the agencies of the future back in 94, 
but some years later it went into liquida-
tion and its founder, an American called 
Elliot Schwartz, was last seen working 
for an insurance company. Rather like 
Ogilvy and Hunt Lascaris have been bat-
tling each other for years, SBBW and 
BLG K seemed locked in eternal combat, 
and then the combatants became SBBW 
and Jupiter. Only Jupiter survived the ex-
perience.

Amidst all this change it comes as a re-
lief to find that Nando’s Chickenland (as it 
was then briefly known) was doing what 
it is still doing today. In 1994 it was given 

the accolade Advertiser of the Year.
Also among the things that never 

change are the issues confronting the ad 
biz. A 1994 AdFocus feature titled “Ad-
vertising in a Democracy” highlighted the 
failure of black advancement, the ad in-
dustry’s inability to market itself, and the 
changing nature of the marketplace as 
major issues facing the industry.

But nobody was aware of how much 
the digital revolution was going to affect 
them.

“This is an industry under threat,” said 
Bob Rightford in an interview six months 
before his retirement. But he wasn’t talk-
ing about the technological changes. “It 
should be running a campaign talking 
about the value of brands and the role 
agencies play in building those brands.”

Peter Vundla, then MD of the pio-
neering black-owned agency, Herd-
buoys, said the ad biz “boasts liberal 
values, but pays lip service to black 
advancement. Agencies want the 
black face to rubber stamp its white 
creative concepts.”

It’s same old, same old.
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We’ve all experienced it:  the 
gap between the Geeks and 
the creatives. The guys who 

know technology but  wouldn’t know a 
creative thought if it hit them in the face. 
And the trendy creatives who make a 
virtue out of their technological back-
wardness.

Yet there’s a surprising similarity be-
tween the two sides. They don’t know 
the meaning of a deadline. And they talk 
a strange jargonised patois that nobody 
else understands.

Which is why the new job title of ‘cre-
ative technologist’ is making its way on 
to the credit lists of innovative market-
ing campaigns. Explains Hellocomputer 
MD David Moffat. “There are people 
who engineer software and there are 

people who come up with amazing 
ideas... you’re going to need people who 
understand both, and who have one 
foot on either side.” (That quote was 
borrowed from legendary US agency 
Wieden+Kennedy.)

Hellocomputer tackles the challenge 
using its specialised unit, Hellolabs, 
where technologists explore creative 
solutions to brand-centric opportuni-
ties. “The concept of digital is not re-
stricted to online. It is more often about 
combining physical computing, technol-
ogy and electronics with the everyday to 
make it special,” he explained. 

The Hellolab has spawned work such 
as Musica’s grand prix-winning map-
ping interface for browsing its product 
catalogue,  BG the world’s first Tweet-

Crossing the digital divide

ing Honey Badger, and most recently, 
Labello’s Valetine’s Day Electric Kiss. 

Hellocomputer is also is responsible 
for initiating “hackathons”, brainstorm-
ing sessions of top techies and creatives 
with the aim of breaking old conven-
tions. “The Holy Grail,” says Moffat, ”is 
cracking creative solutions that have 
the potential to address challenges in 
society.” AR

After 20 years of commercial 
freedom, are we still punching 
above our weight? Is the SA ad 

biz sinking into obscurity? Has it been 
20 years of disappointment? We put 
those questions to New York-based ex-
patriate Matthew Bull, one of South Af-
rican advertising’s finest exports.  Here 
is his reply.

The other night I had dinner with my 
friend Tony Granger, global CCO of Y&R 
and Jonathan Harries, Global CCO of 
FCB.

And I was reminded of an article I 
read in the UK’s cCampaign magazine 
a few years back ranking the top 10 
global CD’s at the time.  Of the top 10, 
five were South Africans – Tony, Jona-
than, Robyn Putter (WPP/Ogilvy), John 
Hunt and myself.  I mean, that’s really 
incredible considering the size of the 
global industry and the size of our home 
industry. 

Today the influence of the South Af-
rican industry around the world is even 
greater, even though I no longer play 
global cd,  and Robbie has sadly, devas-
tatingly, passed away.

The diaspora of the industry spreads 
powerfully around the world: Gerry Hu-
man (Exec CD of Ogilvy London), Jan 
Jacobs co founder of one of the USA’s 
rocketing stars – Johannes Leonardo, 
Sue Anderson, Exec CD of Crispin Porter 
LA,  Chris Garbutt ECD of Ogilvy in Paris 
(an outstanding agency) until his recent 
move to Ogilvy East in New York – all 
are a tiny sprinkling of people who cut 
their teeth in SA.  Add others who were 
born somewhere else but made their 
name here – like Erik Vervroegen and 
Neil Dawson – and you have one of the 
richest breeding grounds for advertising 
excellence in the world.

Add that to the unbelievable global 
reputation of home grown agencies 
such as O&M:RST&M, Hunt Lascaris 
TBWA, Network BBDO,  Jupiter Drawing 
Room, King James, Lowe Bull – these 
are agencies that anyone of any note in 
the world of advertising both knows and 
admires.

The reason for this is simple – the 
South African industry is driven by one 
thing – the product.  You live or die by 
your ability to create wonderful work 

in this country.  Guys that start shops or 
run shops merely to make a buck, end up 
doing just that – making one buck.  Our 
industry has a rich heritage of entrepre-
neurial agencies that have created work 
that has won over the world – be it judges 
at international awards or clients in inter-
national boardrooms.

There is a purity of purpose about the 
SA industry that must never change.  Or 
it will diminish.

There is so much to be proud of look-
ing back.  And so much to be excited about 
looking forward.  Stay true to the princi-
ples that made the industry and its people 
what it is – always look outward, look be-
yond where you are, look to be something 
greater.  

The world of advertising needs it, your 
heritage demands it. AR

The view from abroad

Matthew Bull

David Moffat
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Pity anyone named Nunu who 
isn’t THE Nunu. For when you 
say Nunu in the ad biz,  everyone 

knows who you mean: Nunu Ntshingi-
la-Njeke,  chairperson of the Ogilvy & 
Mather South Africa O&M SA). As for 
the rest of you, you might as well change 
your name by deed poll. 

 She is equally well renowned for her 
compassionate nature and natural em-
pathy which has won her the respect and 
admiration of both staff and clients alike.

Born in Soweto and schooled in Swazi-
land, Ntshingila-Njeke obtained an MBA 
in Maryland in the USA. She was drawn 
to advertising, believing she could make 
a difference in the industry. She has cer-
tainly achieved that, winning a number of 
industry related awards including Busi-
nesswoman of the Year Award (2003), 
Financial Mail Advertising Leader of the 
Year (2004), and Business Personality of 
the Year at the Top Women in Business 
and Government Awards (2005). 

Ntshingila-Njeke says that her great-
est achievement to date was her ap-
pointment to the Ogilvy & Mather World-
wide board as the unique representative 
from Africa. “What was significant about 
the appointment was the fact that it 
highlights the important role our coun-

try plays globally,” she says.
O&M SA has grown from strength to 

strength under Ntshingila-Njeke’s lead-
ership. During her tenure at O&M SA, 
she has overseen the agency’s evolution 
into a diversified communications group, 
delivering integrated, effective and 
award winning creative work for many of 
South Africa’s largest and most recog-
nised brands including DSTV, SABMiller, 
KFC, Cadbury, BP, Volkswagen, and Co-
ca-Cola. The agency boasts some of the 
longest standing client relationships in 
the industry and in 2011 celebrated 50 
years with SAB and 32 years with Volk-
swagen respectively. 

Ntshingila-Njeke was instrumental in 
the creation of a pan-African joint ven-
ture with WPP’s Scangroup. More than 
anything, she believes it is this joint ven-
ture which best represents her confi-
dence and optimism in Africa. In spite of 
her optimism, she is not oblivious to the 
challenges O&M SA faces in developing 
a pan-African communications network. 
“Africa is not a homogenous continent. 
Not only do we need to take into account 
the various levels of development in the 
different markets, but also the multiple 
cultures and nuances in each. Critically, 
communications need to consider the 

cultural nuances and development lev-
els in each country for it to be effective. 
At a brand level, the single greatest 
challenge is to create big pan African 
brands that resonate in every market.

“Even after all these years I still get a 
thrill out of being involved in the industry. 
I am particularly interested in brands 
and branding and I enjoy being part of 
creating new paradigms and of re-creat-
ing the future. However, what keeps me 
awake at night is the fact that the indus-
try we operate in is constantly changing 
and our future success depends on being 
able to re-create our existing paradigms 
to embrace this change.”

She cites Shelley Lazarus, Ogilvy 
Chairman Emeritus and former world-
wide CEO as her greatest mentor and 
more locally, Wendy Luhabe, as some-
body who has been very supportive of 
her over the years. AR

A woman of her times

When a small agency of 27 peo-
ple loses its biggest account 
with billings of R30m, the re-

action of the marketplace tends to the 
fatalistic. “That’s them done for,” sums 
up the response. But Adeshia Singh, and 
her whimsically-named agency, Singh& 
Sons, were not  going to take this lying 
down.

“2013 was the worst year and the 
best year since our inception in 2007,” 
says Singh. “We had always done great 
work for KIA, which posted its best 
sales year to date in 2012-13. The brand 
had grown into something that South 

No tias over Kia
Africans are proud 
to own, and we were 
part of that success, 
so losing it was a bit-
ter pill.

 “But 2013 was 
also the year we re-
alised we could take 
a big knock and keep 
on going. We learnt 
our business was mature and resilient 
and not reliant on one client. We didn’t 
retrench staff. We put on new business 
and started a design department which 
has seen growth.

“What could have been our worst 
year turned out to be an affirmation for 
our business. This year we have made 
a post-KIA profit. Who would have 
thought?”“ AR
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Ever since the first banner ap-
peared on the internet, the mar-
keting industry has been talking 

about how digital is changing the way we 
do advertising. But as digital evolves, it’s 
becoming clear that digital isn’t chang-
ing advertising, it’s changing consumer 
behaviour and THAT is what’s changing 
advertising.

Let’s have a look at some, but certainly 
not all, the rules of engagement for ad-
vertising in the new era.

1)  Respect your audience
Today’s consumer is both shrewd and 
vocal – a dangerous combination for any 
brand that is still clinging to old ways of 
talking at rather than to their customers. 
Consumers require real interactions from 
brands and authenticity is key. As Chris 
Gotz of Ogilvy puts it, “the key thing is 
to draw consumers into some kind of act 
or engagement as opposed to just get-
ting them to watch your ad.” One of last 
year’s biggest “adverts” was Dove’s Real 
Beauty Sketches video, where a foren-
sic sketch artist sketches a woman how 
she sees herself and then how someone 
else sees her. This poignant piece of com-
munication exemplifies what the modern 
consumer looks for in brand communica-
tion. It taps into a real and meaningful 
truth, its honest and authentic way, and it 
entertains, rather than blatantly flogging 
skincare products. In 2013, the video re-
ceived over 163 million global views.  

2)  Find your audience
But while consumer behaviour is chang-
ing, so is our ability to monitor and track 
that change. The vast amount of data 
available to marketers is making target-
ing and retargeting easier and more spe-
cific.

As Fran Luckin of Quirk puts it, con-

sumers “are more savvy to 
overt advertising messages, and  
therefore less gullible - yet they 
are also largely unaware of the 
profound and subtle ways in 
which technology and algorithms 
work to track their preferences 
and target them with messages 
that are designed to trigger very 
specific behaviour.”

 3)    Don’t throw out the baby 
with the bath water

One could argue that digital, and the rise 
of the involved, opinionated and astute 
consumer, hasn’t led to a change in how 
we approach advertising but, rather, a 
need to go back to the fundamentals and 
simply do them better.

The marketing community has always 
spoken about the need for “a big idea” and 
the pursuit of the brand and consumer 
“truth”. As Fran Luckin says, “Advertising. 
It should always be about a great idea. 
There are just a lot more ways to bring a 
great idea to life now.

“We need to guard against falling in 
love with the technology and forgetting 
about the insight and the idea. We’re in 
danger of forgetting that ‘engagement’ 
is first and foremost something that hap-
pens in the heart and the imagination of 
the audience.”

 
4)    It’s not about the medium
It’s making less sense to define ideas in 
terms of the medium they appear in, says 
Luckin. “Ideas that are expressed in the 
format of film (that we used to call TV ads) 
now not only live on TV and in cinema but 
also find their home online, on interactive 
screens, and on your mobile device.  There 
are also films of activations in one specific 
place that appear online and then become 
shared and seen all over the world.”

TNT Belgium’s activation “Push to add 
Drama” is one such example of this. The 
TV channel set up a big red button in a 
small Belgium town with a sign that read 
‘Push To Add Drama’. The moment some-
one pushed the button, chaos broke out, 
a man on a stretcher fell out of an am-
bulance, another fought paramedics, and 
an all-out gun battle broke out in a police 
chase. The message is clear and enter-
taining - TNT knows drama.

 5)   Agencies need to stay  
relevant

With advertising lines not just blurring 
but practically disappearing, there is 
what has been described as a “race to 
the middle” – with the specialists trying 
to skill up on non-digital marketing skills 
and the big agencies skilling up on digital 
specialisation. As Chris Gotz puts it, “ev-
eryone is, basically, trying to eat every-
body else’s lunch.”

Food metaphors aside, the need for 
agencies to understand what clients 
require is vitally important in this envi-
ronment. Gotz points out “Clients want 
us to be better, more responsive, more 
innovative, faster and cheaper.  We can 
do all those things if we radically change 
the way we work. It’s about making 
sure your functionality as an agency is 
streamlined, focused and fast. Agen-
cies that get “stuck” will die. This is the 
quickening, there are going to be a lot of 
casualties.” AR

New Rules of Engagement
How does creativity have to change in the 
new digital world order? A pond of experts 
came up with some answers!



Tony Koenderman’s Ad review 2014 39

ADVERTISING IN A DEMOCRACY

New Rules of Engagement

How long will television continue 
to take the lion’s share of ad-
spend in South Africa? RMS 

Media MD Rob Smuts believes audi-
ences will fragment, but they won’t 
disappear. “In the UK, which is often a 
useful indicator of future trends here, 
advertising is bigger on digital media  
than on conventional viewing, such as 
living room TV screens – 48% to 26%,” 
he says. “And while digital is growing, 
TV advertising is not falling.”

In South Africa, for the first time since 
comprehensive studies of media infla-
tion began 28 years ago,  television has 
recorded negative rate inflation. This 
means television advertising cost per 
unit is going down, rather than up.“But 
does this mean demand for television is 
declining? No. Is television viewership 
waning? No. So why are we experiencing 
television rates going down? The reason 
is fragmentation. People are still watch-
ing TV, but on a variety of screens. As 
on the Internet, digital television allows 
people to be more in control of what and 
when they watch.”

Dividing TV audiences 
into ever-thinner slices

In addition to many new channels 
MultiChoice continues to add to its 
various DStv bouquets, which means 
existing channels are dividing and mul-
tiplying. For example, both kykNET and 
M-Net Series have split into three sep-
arate platforms.

How does this fragmentation affect 
advertisers’ ability to reach defined 
audiences? For a start, audience mea-
surement ratings will go from fractions 
of a percent to fractions of fractions of 
a traditional television rating. One can 
question whether any form of useful 
television audience data — no matter 
who does the research — will ever be 
available to advertising media planners 
again.

DStv is also no longer the only pay 
television company active in our local 
marketplace. StarSat, the replacement 
for Top TV, has been hard at working 
building a viable subscriber base.  But 
at this time it does not appear to be a 
game changer.

In the free-to-air television space, 
e.tv has launched OpenView HD, deliv-

ering an additional 18 channels to the 
market, with more to come.

In the internet television arena, over-
the-top services such as Apple TV, 
Amazon’s Fire TV, Roku and Android TV 
can in future also contribute to people 
watching more television via broadband 
on their existing television sets.

“The result of these driving forces is 
massively fragmented television audi-
ences,” says Smuts. “Advertising rates 
per television spot, in most instances, 
will have to decline in order to remain 
competitive. Will investment in televi-
sion continue to grow, with  planners 
scheduling exposure across many more 
environments? Or will astute strate-
gists cover select key bases and rein-
vest perceived “savings” online? I sug-
gest the latter.

“But can the digitization and resultant 
fragmentation of television audiences 
accelerate the demise of traditional 
broadcast television as a primary medi-
um? If the current growth rate in inter-
net television in the USA is an indication, 
it just might.” AR

In a short 10 years since he founded 
the Habari group, Adrian Hewlett has 
turned his media sales house into the 

biggest in Africa and its supporting ele-
ments into a rising ad agency (the third 
biggest independent in the country) 
called Machine. 

Already he’s sold Habari to Caxton 
so that he can concentrate on Machine, 
which  was last year voted AdReview’s 
Breakthrough Agency of the Year.

Hewlett readily admits that this phe-
nomenal growth is also largely a result 
of being in the right place (SA) at the 
right time (the Mandela years).

Says Hewlett: “I was definitely 
blessed with a large dose of luck in my 

career, starting right at the outset when 
I joined one of the early online business-
es straight out of University. This meant 
that I was ahead of the game when the 
digital environment exploded.

“But I also firmly believe that we live 
in a country that encourages entrepre-
neurs. We applaud and support risk tak-
ers, the little one-man bands who are 
willing to go out there and compete with 
Big Business. 

 “It was good to feel part of a greater 
community.  The only problem was that 
we were joining this melting pot from the 
outside and in many ways, we were many 
years behind the global competition.

“There was a real sense of excitement 

and optimism about the future of this 
country when we launched the Habari 
Group. It felt good to be a young entre-
preneur in a young democracy. You felt 
anything was possible.”  AR

Young entrepreneurs in a young democracy

Rob Smuts

Adrian Hewlett



employees. A typical workday may entail 
some level of human resource duties 
such as conducting training sessions 
and workshops. Working as a business 
development director demands strong 
organisational skills and analytical abili-
ties in addition to leadership skills. The 
field requires extensive knowledge and 
familiarity in how business operations 
work and to be able to understand, anal-
yse and develop business strategies 
when working with clients,” explains 
McDowell.

“Taking all of the above into con-
sideration it’s clear why this position 
should be aimed strictly at executive or 
‘ C Suite’ level – and when you find that 
person they are worth their weight in 
gold,”  concludes McDowell. AR
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Ooh! Take your hands off my touchpoints!

Despite its simplicity and ubiquity, 
the efficacy of the out-of-home 
(OOH) medium and an under-

standing of its real share of total adspend 
is still being questioned. The problem in a 
word, says Posterscope group MD Craig 
Page-Lee, is measurement. “Only with 
inclusive and accurate reporting across 
all formats will OOH occupy its rightful 
space in the media landscape,” he says.

But that hasn’t stopped brands across 
multiple industry segments and prod-
uct categories from capitalising on the 
“always-on” nature of this medium, using 
11 000 SA touchpoints, from streetpoles 
and billboards to building wraps and digi-

tal panels.
FMCG manufacturers exploited the 

broadcast nature of the medium to reach 
mass audiences during the “washing 

powder wars”. Fast-food brands chal-
lenge each other in the bid for the best 
burger or breakfast deal, using smaller 
formats, with higher frequency close to 
their stores. Roadside digital networks 
allow these brands to present day-part 
mealtime offers meeting the changing 
needs of consumers in real-time.

The flexibility of the medium is also a 
key advantage to marketers in need of 
seasonal campaigns, says Page-Lee. Mo-
bile network operators, premium watch 
brands and fashion retailers all under-
stand the benefits of rotational packages 
in high-traffic  zones frequented by their 
target markets. AR

These days the advertising cake is 
getting smaller, it’s a tough econo-
my and clients expect much more 

bang for their buck than ever before. This 
has made the role of a new business devel-
opment director so important in the world 
of advertising – especially if you want to in-
crease the size of your piece of cake.

“Globally many agencies have turned to 
employing new business development di-
rectors because they know that new busi-
ness is the lifeblood of any communications 
agency. Sometimes referred to as the ‘chief 
growth officer’ – this role is trending inter-
nationally; however, South African agen-
cies are lagging behind. How many consider 
a new business development director vital 
to an agency’s success? The new business 
development director plays a crucial role 
in growing an agency’s client base”, says 
Johanna McDowell, MD and founder of the 
Independent Agency Selection company 
(IAS).

“Besides the fact that the new business 
development director works to build, de-
velop, expand and generate new business 
opportunities within an agency that per-
son also has to maintain the profile of the 
agency to existing clients to keep the rela-
tionship between each other healthy and 
happy,” McDowell explains.

New business is everybody’s business

 “New business is everybody’s business”, 
says McDowell. Business development di-
rectors have to consider a number of phas-
es of new business development, including 
strategy, key differences, categories, mar-
keting, the team and the pitch, highlighting 
valuable action points in each phase.  

“This can only be achieved if agencies 
have a solid plan to approach new clients, 
rather than merely ‘ambulance chasing’,” 
she says.

 When appointing a new business devel-
opment director, core aptitude qualities in-
clude excellent interpersonal skills – usu-
ally a person who has strong marketing 
and presentation skills.

“Definitely a special kind of animal is 
needed as the role can also include respon-
sibilities in overseeing the work of fellow 

Lots of titles – but they all 
mean the same thing.
•  New business development  

director (NBDD)
•  New business development  

manager (NBDM)
•  Chief business development officer 

(CBDO)
• Chief growth officer  (CGO)
• Chief strategy officer (CSO)
• Chief product officer (CPO) 

Johanna McDowell

Craig Page-Lee
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Through its failure to reason-
ably reflect the demographic 
makeup of the South African 

population and to advance black em-
ployees, the South African advertising 
industry has ‘betrayed the legacy of 
Mandela,’ believes FCB South Africa 
chairman, Mohale Ralebitso.

“It’s an issue we have not adequate-
ly dealt with: we still have an econo-
my, and within that, an industry that is 
not demographically true to the coun-
try or its people, nor is it doing enough 
to transform itself,” he maintains.

While the industrial sector might feel 
that it can do without transforming,

Ralebitso contends that the mar-
keting and communications industry 
should be at the forefront of trans-
formation, particularly as it mainly 
communicates with South Africans 
on behalf of South African brands. 
He asks what will happen if we lose 
relevance by being disconnected from 
an increasingly vocal and articulate 
population?

“The same old well-meaning con-
versations about how to deracialise 
the industry still take place daily, but 
very little is being done. Advertising is 
still largely a white profession. It is a 
betrayal of Mandela’s legacy.”

 Ralebitso believes there are two 
main factors that perpetuate the in-
equality – one rooted in society and 
the other institutional.

“Socially, we have still not come to-
gether as a nation and live our lives as 
far apart as they were during apart-
heid. If you doubt me, just visit a place 
like Camps Bay where the young 
white people in clubs are quick to re-

mind their black bretheren that ‘this is 
our place, go back to yours’.

 “Secondly, the institutions that can 
change things are very fragmented 
and ineffectual, and in a large part 
are continuing on the apartheid path. 
For example, black parents who can 
afford it can theoretically buy a good 
education for their children.

However, they still find themselves 
members of a super-minority in the 
school environment owing in part to 
admission policies that favour ‘old 
boys and old girls’. Yes, the ‘old boys’ 
club of apartheid is stronger than ever, 
defeating the benefits of level access. 
“Ralebitso asks if the ‘Talented Tenth’ 
of South Africa could be the transfor-
mation agents we need if they live and 
grow up so far removed from South 
Africa’s reality?

“Will it be the assimilated blacks 
within this sub-set? Or whites who 
still imagine themselves the cultural 
default and who, to this day, speak 
few, if any African languages? Even if 
the dynamics were different with pri-
vate education, this solution is only for 
the few. It is just not good enough, so 
we have to all play our part and fix our 
wider education system if we want a 
transformed and globally competitive 
South Africa,” he says.

Ralebitso is a firm believer in the 
power of the free market to resolve 
these issues, but feels it is failing and 
participants complain too much about 
being hamstrung by regulations and 
practices that aim to help industry 
transform.

As imperfect as regulatory frame-
works might be, our emphasis should 

be to find industry-specific solutions 
and commit to a new inclusive South 
Africa. Our call should be what Man-
dela lived for – a peaceful democracy 
with an engaged citizenry, he says.

“The wealth gap is wider than ever. 
And instead of redistributing wealth 
through the market, we rely on social 
grants in an emerging social welfare 
system. This simply isn’t sustainable 
as it breaks the vital link between 
work and pay – as it is, we are already 
borrowing too heavily to fund this as 
tax revenue flat-lines.”

On the advertising industry spe-
cifically, Ralebitso contends that the 

Advertising has ‘betrayed 
Mandela’s legacy’
Prominent thought leader Mohale Ralebitso speaks out on Adland’s 
dirty secret. By Tony Koenderman

Mohale Ralebitso
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profitability or lack of it in the ad busi-
ness is a vital issue. He asks how it can 
build an industry which is a foundation 
stone of a competitive modern economy 
if the industry is not sufficiently profit-
able to attract investment and, with 
that, talent? How does it break the ten-
sion between marketers and the adver-
tising industry?

“We are also losing ground in the hunt 
for young black talent, which is leaving 
the ad industry because they can do bet-
ter elsewhere.

“Marketers must accept that we have 
a right to a fair return. The fee model 
has not worked, but has just become a 
mechanism for forcing discounting on to 
the industry. Having run marketing de-
partments, I know that even they are not 
well funded to the extent required to at-

tract the right kind of resources.
“This doesn’t bode well for SA Inc. 

The hallmark of competitive econo-
mies is that they become the owners, 
builders and exporters of brands rather 
than merely the user of global brands.

“The most successful companies 
are characterised by strong corporate 
branding, with the ability to innovate 
and build their brands so that they can 
compete in the open market. This is a 
fundamental need of business. The 
management consultancies are not 
able to help them in this area, so let’s 
protect and grow the local advertising 
and related industries.”

The Talented Tenth is a term  
that designated a leadership class of  
African Americans in the early twen- 
tieth century.  AR

I first met John Kudsee, almost 10 
years ago,   when he was doing light-
ing and sound for a corporate gig I 

was booked for.  Being a perfectionist, 
and every soundman’s nightmare, I was 
quite surprised to find out that the ban-
shee woman would not be coming of me 
that day as he clearly knew what he was 
doing. This was rare for a fussy singer 
who will settle for no less than Carnegie 
Hall sound at even the humblest perfor-
mance. 

This was the start of a long working 
relationship, and then friendship. From 
then on, whenever I was required to 
hire sound and lighting for a gig, he was 
the guy.  The poor man schlepped with 
me to Parys (not Paris, I’m afraid) Kim-
berley, Nelspruit or wherever the bright 
lights called us. Ten years down the line, 
and John no longer does those agonis-
ing, hard labour gigs himself. Instead 
he is now too busy managing a staff of 
30, and has even opened offices in Cape 
Town. 

Sunfire Media was established by 

John six years ago, supplying sound 
and lighting wherever the demand took 
him. John offers a holistic approach to 
conferences on any scale.  “We aim to 
run a stress-free event,” he says. This 
includes branding, stage, sound, lighting 
and visual communication. Conference 
packages are available, with an array of 
optional extras.

Social media and advertising plat-
forms have become an integral part of 
modern day conferencing, and Kudsee 
accommodates the demand with So-
cial Booth, a product that hosts real-
time image uploads and communication 
across multiple hosts.

Twitter fountains have become in-
credibly popular at events.  But what 
makes John’s unique is that the screens 
can be customized to suit the particular 
event. “Tweeting is live and immediate, 
so advertising can be run in conjunction 
with the tweets. In this way, a corporate 
message can reach a far bigger market 
that extends way beyond that event,” 
says Kudsee.

So what’s next for John and Sun-
fire Media?  “World domination?” I 
joke.  John just laughs politely. “As long 
as I can continue my cycling in the 
morning, I’m a happy man,” he says.  
Tonya Koenderman.  AR

Stress-free events – and cycling

John Kudsee,
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Balancing price, quality and 
timing – three primary ingredi-
ents of successful marketing 

– is tricky at the best of times because 
of the difficulty of maximising all three 
simultaneously. You always seem to 
find yourself in a trade-off situation, 
where one always has to be  sacrificed 
to maximise the other two. 

“For example,” says Peter Searll of 
Dashboard Marketing Intelligence, “if 
you have a low budget but require high-
quality research product, the research 
house dictates the timing. If you need a 
quick turnaround time, you either pay a 
premium to receive a high quality prod-
uct, or accept a lower quality product 
so you can come in on budget.”

But mobile technology is chang-
ing this. ATI is a simple and straight-
forward system that automatically 
conducts short voice interviews with 
respondents on their mobile phones. 
Data is captured, analysed and fed 
back to client, achieving levels of 
speed, accuracy, flexibility and cus-

tomer intimacy that outperform live 
interviews conducted by live agents 
– at a fraction of the cost of the tradi-
tional methodologies.

Mobile data collection platforms 
enable other applications. Pinpoint is 
being used across Africa to provide a 
current and accurate media consump-
tion and audience tracking tool for the 
continent, thereby supporting more 
effective media buying. One of its big-
gest benefits is that data is available 
two weeks after the fieldwork. Tradi-
tional research sometimes takes six 
months, so the results arrive  too late 
to take corrective action.  

Outdoor media remains one of the 
most effective ways that marketers 
can reach audiences with a creative vi-
sual message and a high degree of fre-
quency. But how can you be sure that 
you are not only getting what you paid 
for, but also getting value for money?

Once again, it’s technology to the 
rescue in the form of auditing tools 
specifically developed for out-of-home 

media audits. On-site photographs show 
whether the correct material is properly 
displayed, as well as assess the condi-
tion of the structure and the quality 
of the advertisement installation, site 
impact, visibility, time taken to pass, 
nearby clutter and obstructions, other 
advertising in the vicinity and counts 
passing traffic to assess reach.

“Hard everyday quantitative busi-
ness decisions should not be based  
on surveys of this nature,” says 
Searll’s partner Justin Schwell-
nus. “Don’t mistake feedback for  
research.”   AR

How technology cuts costs in Africa

Peter Searll (right) and Justin Schwellnus

Ken Varejes: Lifestyle beneficiary

The change of government in 
1994 impacted massively on 
a still-primitive out-of-home 

advertising category essentially 
comprising two things: billboards 
and interior bus advertising. Bus 
Marketing Services sold interior ads, 
and Star Taxi Music provided themed 
cassette tapes containing music  
interspersed with advertising.

“Taxi drivers loved them,” remem-
bers Ken Varejes, MD of Primedia Un-
limited. “Back then, the only taxi ad-
vertising comprised posters slotted 
into frames glued to the vehicle. But 
with the end of apartheid, interna-
tional brands seeking new markets 
poured into the country, underpinning 

a strong growth surge in advertising.
“We’ve come a long way since then, 

having introduced washroom, hair 
salon and fitting room advertising, 
digital screens within golf carts and 
pharmacies, not to mention adver-
tising of third party brands in stores 
such as Edgars and Red Square, 
which were not even thought of  
before 1994. Another success came 
when ComutaNet’s Rank TV and 
rank branding was launched.’

In 2004, Primedia Unlimited 
opened its doors with just four com-
panies operating in the Out-of-Home 
space: Primall Media, Wideopen Plat-
form, Primestars and Forecourt Me-
dia. Today, says Varejes, “we have 17.

”The OOH industry is thriving  
because people are spending a lot 
more time away from the home and 
consumers are demanding more  
targeted, lifestyle based communi-
cation. The right way to do that is to 
own a specific environment.” AR

What 20 years of democracy meant to me
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by matching raw opportunity with raw posi-
tivity and energy. After all, despite our natu-
ral resources it is the people of this country 
and of this industry that can, and will make 
the difference.

Tom Fels has over a decade of experience 
in various marketing disciplines, beginning 
his career at Fitch in Dubai with a focus on 
brand creation and design. He then returned 
to South Africa and joined strategic below-
the-line agency 34 on the SA Breweries ac-
count.

Fels then joined machine to lead the  
integration of specialist teams and  
spearhead business development. 

MACHINE was voted our Breakthrough 
Agency of the Year in 2013. Fels has now 
been appointed group MD. AR

Mandela the orator
By Alistair Mokoena, MD of FCB Johannesburg

In Nelson Mandela, we are re-
minded of our best self as hu-
man beings. Through him, we 

witnessed the best side of human-
ity. As a country, the Mandela years 
were our best years. The dream of 
a non-racial, non-sexist rainbow na-
tion felt real and palpable. Our nation 
became the envy of the world. This 
little country at the bottom of the Af-
rican continent became a beacon for 
all nations of the world to emulate.

For me as a marketer, Mandela’s 
legacy epitomized the power of sto-
rytelling in society.  His ability to 
evoke emotions makes him one of the 
best orators of our time.

It’s not just the words he used that 
made his speeches captivating, it’s 
the stories he told. I’m reminded of 
the letters he wrote from his prison 

cell on Robben Island.
We are told that he used stories to 

inspire and motivate fellow inmates. 
He also used stories to encourage 
young political cadres to dedicate their 
lives to serving their nation. Through 
him we’ve come to appreciate the 
power of storytelling in galvanizing 
people behind a cause. 

Some of Nelson Mandela’s most 
popular speeches employed colourful 
metaphors and analogies to drive his 
point home. He was able to engage his 
audience emotionally because many 
people could relate to and identify 
with the stories he told.

He used every speaking platform 
as a canvas on which he painted our 
life story, our history, our fears, our 
dreams and our aspirations. That’s 
why we hang on to every word he ut-

By Tom Fels

They say history repeats itself but 
I hadn’t thought till now that it 
could mirror itself, especially 

within the same four decades of turmoil 
in unrelated aspects of life. Which begs 
the question:  in all this turmoil, why did 
I choose Advertising, and why  in South 
Africa?’

The answer is simple; both are brim-
ming with potential.

I have chosen to be a part of the fu-
ture that I believe this country, and our 
industry deserves. To shape  the brands 
that shape our culture, to drive the 
change I wish to see and to empower 
small pockets of individuals so that 
they may go on to do the same for oth-
ers. To shift us incrementally forward 

Why am I here?

ters.  That’s why we are able to pass 
his wise words onto generation af-
ter generation. Long may his legacy 
last.  AR

Alistair Mokoena

Tom Fels
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In a highly volatile business like 
advertising, clients come and 
go with remarkable ease. About 

20% of business moves to a new 
agency every year. For every win 
there’s a loss. So how many agen-
cies could match the track record of 
Initiative Media which, says  its MD 
Marc Taback, has not lost a single 
client in five years?

Taback puts this down to excel-
lent client-agency relationships (“I 
am involved with every single one 
of our clients”) and the network’ s 
high-quality professional proprietary 
products.

But Initiative stands out from the 

Advertising win-win
crowd for two other reasons as well. 
One, it has a high penetration of the 
digital market. Digital, indeed, ac-
counts for 25% of the agency’s busi-
ness, and digital work which was pre-
viously contracted out to Lighthouse 
or Quirk, is now handled in-house.

Two, 96% of the agency’s work 
comes from locally based clients, 
whereas most international agen-
cies have a heavy dependence on 
tied global accounts. “We really are 
a South African media agency,” says 
Taback.

The agency grew a healthy 35% 
last year, outpacing the industry 
average. But over time, Initiative is 

growing at about the same speed as 
the industry, and it remains ranked 
ninth, the same position it held five 
years ago. AR

African not-quite champion

Last year we instituted an award 
called Agency Champion, African 
Region, which was won by Jeri-

cho Communications of Harare,  Zimba-
bwe. This year, unfortunately, there were 
very few entries, too limited a base from 
which to announce  an agency of the year.

Fact is, however, that the entries 
were of excellent standard, and we feel 
it incumbent on us to acknowledge two 
agencies. One was TBWA Africa. And an-
other reason why we couldn’t honour it is 
that the entry was for a pan-African net-
work of 12 countries. Our award was for a 
single agency.

The network grew revenue by 73%, and 
the annualised billings value of new busi-
ness won was R65m.

The other was last year’s winner, Jeri-
cho, which raised revenues by 48% to 
R52m, while new business amounted to 
R14m in billings. AR

Marc Taback
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We still have free speech, plenty of it. But Free Market 
Foundation’s Leon Louw warns against complacency

Despite the often alarmist warn-
ings of civil rights watchdogs, 
South Africa still enjoys substan-

tial media freedom. With rare exceptions, 
journalists feel free to say what they wish. 
But free expression is often and increas-
ingly curtailed. If South Africans want to 
maintain existing levels of freedom, they 
will have to heed the call to action, be-
cause free expression, like all freedom, 
is constantly under attack. They will lose 
their freedom if they fail to defend the lib-
erty of others.

You, the reader, might think you are for 
freedom of expression, but that is extreme-
ly unlikely. Unless you are a philosophical 
freak, you have a laundry list of what you 
want banned. The degree to which people 
oppose freedom, including free expression, 
is the degree to which they want prohibition 
of what offends them.

The prevailing discourse obsesses myo-
pically about a single aspect of free ex-
pression, press freedom, at the expense 
of other dimensions, such as freedom of 
commercial expression (marketing, dis-
play, packaging, product range etc). The 
need for consistency is challenged by ta-
boos regarding, for instance, censorship 
of hate speech, defamation, incitement, 
copyright and sedition.

The status of free expression in South 
Africa is so bewildering that a 2013 head-

line read “SA drops drastically on world 
press freedom index”, only to be followed 
a year later by “South Africa rises in press 
freedom index” [i]. The purported shifts 
were substantial, 10 places down, then 11 
up, on the 180-country Reporters Without 
Borders (RWB) index.

Yet, there were no changes sufficiently 
dramatic to justify either score. According 
to the former “South Africa’s ranking has 
been steadily slipping” and is “for the first 
time, no longer in the top 50” (having fall-
en to 53). As if the beneficiary of another 
miracle of transition, in 2014 South Africa 
had “risen eleven places.”

Another prominent ranking source, 
Freedom House, downgraded South Af-
rica from “free” to “partly free” in its Press 
Freedom Index so as to “reflect negative 
developments in the media environment, 
including increased verbal rhetoric against 
the press by top government officials; en-
croachments on the independence of the 
South African Broadcasting Corporation 
(SABC) … and the passage of the Film and 
Publications Act in 2009.”

It lamented “the repressive Protec-
tion of State Information Bill and … Me-
dia Appeals Tribunal” which “pose serious 
threats” and “serve as evidence of back-
sliding.” The “increasingly restrictive press 
environment … is alarming, given that a 
free and independent press is essential to 

ensure government accountability and a 
democratic society.”

The government is “hampering journal-
ists and the Judiciary.” South Africa risks 
“an antidemocratic spiral” and sends a 
“pernicious signal to its regional neigh-
bours.” After a “smooth start”, the govern-
ment is “increasingly afflicted by contra-
dictions between idealistic principles and 
the baser behaviours of officeholders.” A 
trend toward “intolerance and aversion to 
criticism raises troubling questions about 
the future.”

In similar vein, Human Rights Watch 
laments “one-party dominance” and the 
Mo Ibrahim Index of African Governance 
suggests that South Africa “consistently 
declined over the past five years.”

As advertisers and business leaders 
soon discover, they too need freedom 
of expression, of which press freedom is 
merely an aspect. The cliché that media 
should be free because the public has “the 
right to know” reflects a dangerously nar-
row conception of freedom.

Most journalists trumpet the virtues of 
government intervention generally, then 
squeal like stuck pigs when regulators 
turn on them. Most want the contradic-
tion of freedom for themselves, but no one 
else. There is no difference between me-
dia and other enterprises. What justifies 
their freedom is not their divine right, but 

Eternal vigilance needed
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the public’s right to choose.
The problem is that most care less about 

the public than themselves. True concern 
about the right to know would induce 
broader opposition to non-media censor-
ship, including censorship of commercial 
expression and broadcasting, and victimi-
sation of critics, especially business.

The lie that the maximum number 
of broadcasters has a spectrum lim-
it seemingly legitimises broadcasting 
censorship[ii]. The virtually infinite capac-
ity of DSTV and the internet expose the 
fallacy.

Much of the censored spectrum is occu-
pied by the propaganda machine inherited 
from apartheid, the South African Broad-
casting Corporation (SABC). A genuine 
“public broadcaster”, if such a thing exists, 
would provide “community” services and 
not compete with private media. Its diver-
sion of resources from non-government 
media is the extent to which media free-
dom is muzzled.

The general acceptance of broadcasting 
censorship far exceeding anything conceiv-
able for print media (newspapers, books, 
pamphlets etc) is a bizarre anomaly.

Many restrictions on free expression are 
not recognised as such, including the pro-
hibition of defamation, hate speech, sedi-
tion, forms of pornography, incitement, 
and the like. The point is not whether such 
censorship is justified, but that it is seldom 
questioned by otherwise consistent advo-
cates of free expression.

Perhaps the most extreme violation of 
the right to know that is rarely queried by 
free expression advocates is commercial 
expression censorship. The threatened 
prohibition of liquor advertising, to be 
followed by whatever takes the fancy of 
draconian politicians (junk food, dangrous 
activities, gambling etc), is presumed to 
threaten suppliers, which is a red herring.

Victims are primarily civilians. The range 
of threatened rights is substantial, such 
as the right to marketing and philanthropy 
funded magazines, newspapers, broad-
casts, entertainment, facilities, sponsor-
ship, charities and so on.

We have become so accustomed to to-
bacco advertising bans that we forget the 
impact on smokers and non-smokers. How 

much less do we have of magazines, pa-
pers, programmes, charities and events? 
Marketing bans deny the consumer right 
to free competition between suppliers. 
Apart from the loss of indirect benefits, 
consumers are denied information about 
availability, promotions, innovations,  
product range, and new suppliers and 
products.

Liquor advertising prohibition denies 
consumers the right to know about new 
wines, where to source old wines, new 
suppiers and prices. Restrictions on free-
dom of commercial expression extend be-

Nkwenkwe’s tribute

 Africa has many rivers
Yet the Nile alone bears the demanding task

Nourishing a third of Africa’s arid land
The Nile alone gave of its waters
To the creation of the pyramids

In the midst of many
There is always but one

Africa has many children
Yet Nelson Mandela alone had the demanding task

Bringing the world back to Africa
Nelson Mandela alone committed

A better life for all
In the midst of many

There is always but one

 ……..

 In the midst of many
There is only but one

Nelson Rolihlahla Mandela
Walk well Tata

You earned your rest
Salaam

I thank you
There is always but one.

yong advertising. Proposed censorship 
of product range, content, display and 
attractive packaging for tobacco, liquor, 
junk food and other products increas-
ingly curtail free expression.

That free expression is under relent-
less attack is normal. Megalomania can 
be contained only by civilian resistance; 
the price of freedom is eternal vigilance. 
Freedoms cannot be cherry-picked. 
Free expression is an indivisible compo-
nent of comprehensive liberty.
Leon Louw is CEO of the Free Market 
Foundation. 

Penned in tribute to the cause espoused by all of us who were  
fortunate to feel your touch.

Nkwenkwe Nkomo
(Ad industry and FCB veteran Nkomo is also a poet of note who spent 
time on Robben Island. We have extracted the first two and the last 

of the poem’s 11 stanzas.)
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The era of media freedom ush-
ered in by South Africa’s first 
democratic  government set 

the scene for unprecedented growth 
in new print titles, TV and radio 
channels and other innovative media 
platforms. 

“Increasing clutter and fragmen-
tation characterised most media 
over the last 20 years,” says Harry 
Herber, former group MD of The 
MediaShop. “This meant the same 
audience was spread over more and 
more channels. As a result, in some 
or other way, the advertiser has to 
pay for it. This, in turn, led to a natu-
ral inflation by virtue of segmenta-
tion.

“The benefit of it, though, is that 
marketers can now talk more per-
tinently to specific sub-groups that 
they may be interested in. While the 

cost of reaching that person goes 
up, no money is wasted on reaching 
people that they don’t want to reach. 
The targeting benefits therefore are 
huge. All of this is, however, only a 
precursor of what’s coming: even 
more segmentation.”

What else of note has character-
ised the top performers and excit-
ing media fledglings over the past 
decade or two, and what is likely to 
shape the media industry going into 
the future?

The glory years for print
Contrary to the mid- and late Nine-
ties, when it was the hey-day of print, 
both newspapers and magazines 
were hit hard by the economic down-
turn in 2008. Moreover, for the past 
five years it has definitely not been 
business as usual.

Standing tall on higher ground, 
in the Nineties print commanded 
strong reader and advertiser sup-
port and comfortably took the big-
gest slice of the advertising pie. 
According to the 1996 AdEx figures 
compiled by Market Research Af-
rica, print media registered adspend 
growth of 17% over 1995, increas-
ing its share of SA’s R5.1bn total ad-
spend from 43.8% in 1995, to 45.9% 
in 1996. 

In January 1994, more than 5 
000 newspapers, magazines and 
journals were registered with the 
Department of Home Affairs. In 
that year alone, 66 new titles were 
registered. Compared with 250 
titles in 1991, consumer magazine 
titles likewise rose to 322 by 1996.

Indeed, the Nineties was a golden 
era for legacy newspapers, includ-

From order to chaos
For some media owners, freedom represents something close to 
chaos. Wilma de Bruin investigates
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ing Media24 stalwarts Beeld, Die 
Burger, Volksblad and Rapport, says 
Tim du Plessis, executive editor of 
Afrikaans News  at Media24.

“Given its history, Afrikaans news-
papers, in particular, performed 
well in the immediate post-apart-
heid era. Contrary to the predictions 
of a group of ad executives at a bush 
breakaway hosted by Media24 in 
1994, that Afrikaans newspapers 
were ‘toast’ because of the political 
transition, the then MD of Naspers, 
Ton Vosloo, proved quite the oppo-
site. Not only did Afrikaans newspa-
pers reposition themselves excep-
tionally well, they also encouraged 
readers to accept the change as in-
evitable. Moreover, Afrikaans news-
papers unshackled themselves 
from any political affiliation.

“At the same time we realised 
that to survive in the new order, we 
had to publish very good newspa-
pers packed with news, commen-
tary, analysis and everything that 

touched our readers’ lives. Consum-
ers had to really like and appreciate 
our products, thus securing their 
loyalty going forward.”

The group’s newspapers succeed-
ed brilliantly in providing a “sumptu-
ous, five-course meal” and news-
paper circulation remained strong. 
In fact, in 1995 and 1996, Media24 
newspapers achieved their highest 
circulation ever. At the time Beeld 
became profitable, even making a 
handsome profit, Du Plessis adds.

Enter the Internet
“The advent of the Internet dra-
matically changed the game. We 
also lost quite a number of our peo-
ple to the Internet. And like most 
news companies across the globe, 
we made the mistake of offering 
our valuable content free of charge 
on the Internet. Today we can only 
speculate on why we chose this 
route. The long and the short of it is 
that by offering free content on the 

Internet, we bought into the Inter-
net’s DNA, creating an expectation 
for free content on digital platforms 
among users and readers.” 

However, despite the digital on-
slaught, at that stage the Internet 
did not mean the death knell for 
newspapers. What really hit news-
papers hard was the 2008 reces-
sion when, almost across the board, 
bigger advertisers dramatically cut 
their advertising budgets and spend 
on legacy newspapers.

The fact that many of these ad-
vertisers opted to stay away after 
the recession exacerbated the situ-
ation. This led to considerable in-
stability in newspaper advertising 
income from bigger national adver-
tisers, a problem with which all leg-
acy newspapers has been grappling 
for the past six years. Newspapers’ 
percentage of advertising income 
continued to fall well below that 
of TV. As a result, newspapers had 
to come up with various innovative 

A holistic approach to marketing education

Ogilvy & Mather, an agency 
which invests more than 
most in training and edu-

cating talent, adopts an original ap-
proach to the subject in its Talent 
Initiatives programmes. Recognis-
ing the deprived backgrounds and 
financial difficulties under which 
many talented youngsters live, it in-
cludes life skills and entrepreneurial 
training in its curriculum.

In the “My Future First” pro-
gramme, disadvantaged post -
matriculants learn about the ad 
industry while earning a recognised 
Vega qualification (NQF Level 5) in 
branding or creative development. 
And let’s face it, even in affluent 
households, the creative communi-
cations industry is often a mystery.  

Also in the programme are work 
stints at O&M, supplying on-the-job 
experience.

The third ingredient of this multi-
faceted programme is life skills and 
entrepreneurial training provided by 

The Ntshulisa Foundation.
This combination of course  

content is proving effective. In the 
pilot year, 2013, there was a 90% 
pass rate and 154 distinctions. All 
have found jobs with agencies (three 
with O&M) or are continuing their 
academic studies.

The second part of O&M’s invest-
ment in talent,  is the Ogilvy Gradu-
ate Programme (OGP), launched in 
2012 as a way to find the best talent 
among final year creative, marketing 
and business students at selected 
tertiary institutions. In a unique 
learning experience, students are 
creatively and strategically chal-
lenged from the outset.

They build and run a blog for three 
to four months while handling a  
series of challenges. Senior O&M 
executives and faculty from the vari-
ous institutions then select the best 
of them to go forward to the panel 
interviews. Those with the potential 
to act as founders for an innovative 

future in the industry embark on a 
dynamic six-month rotation through 
O&M’s disciplines, before joining the 
agency in permanent positions..

It’s a unique opportunity for people 
starting out to learn from influential 
industry leaders and work with inter-
nationally acclaimed brands. They 
are exposed to all the advantages 
of a vibrant, creative agency culture, 
enhancing their potential to come 
up with the kind of groundbreaking 
thinking that defines the future of 
the industry.

Lauren Woolf, Chief Marketing & 
Talent Officer of Ogilvy & Mather 
South Africa says, “We’ve always 
been in the business of finding,  
hiring and then nurturing great  
talent. 

These initiatives, not to mention 
our ongoing intern programs not only 
allow us to create a pipeline of tal-
ent for our own businesses, but also 
for the communications and creative 
industries at large.”
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MEDIA COCKROACH
Ask Afrika media expert  
Andrzej Suski describes televi-
sion as the “cockroach” of the 
media apocalypse.  By this he 
doesn’t mean it feeds on rotten 
food, but that it will survive any 
apocalyptic threat to life on the 
planet. 

TV’s share of the South  
African advertising market is 
now at 49% and is still growing. 
In a cruelly fragmented media 
landscape, it is a beacon of sta-
bility and “will remain robust 
for the foreseeable future,” 
says Suski.

Harry Herber, former group MD of 
The MediaShop

Tim du Plessis, executive editor of 
Afrikaans News at Media24

cost-cutting measures while they 
were also looking hard at new busi-
ness models , explains Du Plessis.

 “Whatever the future holds and 
irrespective of our new business 
model that we are currently de-
veloping, valuable, trustworthy 
content both in print and on digital 
platforms will remain the starting 
point. Our biggest challenge is to  
retain our capacity to create  
top-class content, which both us-
ers and advertisers will be willing to 
pay for.” 

Gordon Patterson, in his recent 
ABC analysis agrees: “Good jour-
nalism, well written and relevant to 
the needs of the reader, still has a 
powerful attraction. We should not 
forget this.”

TV gets a new lease of life
Unlike in the Nineties, when TV was 
undoubtedly a mass medium, many 
people see it as increasingly focused, 
allowing marketers to pick out the 
people they specifically want to 
talk to. The steady growth in Multi-
Choice’s bouquet of channels, for ex-
ample, bears testimony to this. Even 
SABC 1 will see its audience frag-
ment, says Herber.

At the same time, however
In the early 2000s the Indepen-
dent Communications Authority of 
South Africa (ICASA) awarded four 
new broadcasting licences. Only 
one, in a modified way, managed to 
come to market. This indicate two 
things, says Herber. “The absolute 
lack of the skills set and the lack 
of knowledge to bring channels to 
market. Those who brought product 
to market have done so incredibly 
unsuccessfully. They either had not 
managed to even get a signal out, or 
their offering was met with very lit-
tle consumer take-up. If you want to 
democratise the airwaves, you need 
a product that consumers actually 
want.” 

The imminent implementation of 
digital terrestrial television (DTT) 
potentially unleashes a TV ‘tsunami’ 
that is bound to significantly change 
the TV landscape in this country, he 
predicts.

Besides benefiting the consumer 
with a far bigger offering than now, 
the TV industry as such should also 
benefit from the necessity of gener-
ating a massive amount of new con-
tent, luring viewers and advertisers 
alike. Herber also predicts that the 
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Gordon Patterson

Aaron van Schaik, Starcom MediaVest 
CEO

days of cherry-picking big-hitting 
spots and choosing the shoulder and 
off-peak support time are rapidly 
coming to an end. Instead, he fore-
sees a huge increase in tariffs for 
prime audience spots, but this could 
be tempered by attractive deals on 
the rest of the inventory.

Herber also reckons media plan-
ners and buyers are most certainly 
heading into a situation of ‘guaran-
tee of audience’. “With the guarantee 
comes a whole new media-planning 
model, where there will be a shift in 
responsibility of planning, more to-
wards the media owner and less to 
the agency. The net result will be 
greater efficiency on the part of the 
TV station, perhaps also holding me-
dia inflation in check. If I can better 
manage my inventory, I don’t of ne-
cessity have to put up my price.

 I don’t think there will be any 
losers. Television is yet to reach its 
zenith in terms of the amount of 
money and market share it can take. 

The more diverse the offering and 
the more channels become avail-
able through vehicles like DTT, the 
more money television will continue 
to take. There’s still massive poten-
tial, so I wouldn’t be surprised to see 
television’s adspend share increase 
from the upper 40’s to upper 50’s.”

Digital shows its potential
While developments on the digital 
front during the first 15 years of de-
mocracy were slow and rather in-
conspicuous, South Africa has, like 
the rest of the developed world, ex-
perienced a digital ‘explosion’ second 
to none over the past five years. This 
upswing just continues to gather 
momentum, says Starcom Media-
Vest CEO Aaron van Schaik.

Among other things, this can be 
attributed to the fact that agencies 
can increasingly prove the worth 
of digital, which, in turn, increases 
digital advertising spend, says Van 
Schaik. In addition, many of the big-
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ger South African companies are driven 
by their international owners to spend 
and invest more on digital marketing 
platforms. So, even if they may be a 
little wary and ‘old school’ in their ap-
proach to digital, they are almost being 
forced to take a view on digital in their 
planning and marketing strategy.

As the emerging market is increasing-
ly interacting through the screens of its 
mobile devices, it stands to reason that 
marketers are heavily focusing their 
energy on mobile, not as a media tool 
as such, but as a marketing channel, 
a space where search engines as well 
as social media platforms, including  
Twitter, Facebook, You Tube and What-
sApp are all very active and a channel 
that is likely to see the most growth.

“Companies realise that these days 
most people interact digitally on a daily 
basis. In fact, the amount of time spent 
on social media has now outstripped TV. 
Consumers tend to first revert to their 
mobile phones, laptops and tablets for 
breaking news and happenings around 
the world. Media companies that are 
creating and generating the news re-
alise this and all of them are present on 
these platforms.”

While the Internet’s share of advertis-
ing in SA officially stands at 3%, it could 
well be triple this figure, reckons Herber 
and explains: “Of the 123 digital publish-
ers in the country, only two-thirds sub-
mit their figures. At the same time, Twit-
ter and Google also don’t reveal income 
generated in South Africa.

The next big digital thing?
“The use of the trading desk and big 
data is becoming a major factor: how we 
target, who we target because target-
ing is and will become ever more preva-
lent,” he says.

Agency trading desks and technology 
such as advertising platforms that can 
combine marketers’ first-party data with 
additional social data sets to help hone  
and streamline audience-targeting  
strategies, are increasingly used to 
help marketers reach their audience in 
a programmatic landscape, Van Schaik 
explains.

“In fact, getting a better under-
standing of your target market is be-
coming the most important aspect of  
a media strategy.  Already the DSP 
or trading desk is commanding an in-
creasingly slice of marketing spend. 
And that comes down to the fact that 
it’s currently the most effective tool to 
drive the acquisition goal,” concludes 
Van Schaik. AR

Chris Botha.

Risen star
One of the youngest media moguls 
in South Africa, Chris Botha was ap-
pointed group MD of the  entire Medi-
aShop operation aged 33 in January 
2011, and has justified his appoint-
ment ever since.  His mentor Harry 
Herber says of him: “He sweats the 
small stuff. And the big stuff. Good 
is dismissed as okay and okay is just 
never going to be in the vocab.”

Since he took over, the agency has 
gobbled an unfair slice of the awards 
pie, including The MOST Award’s 
Overall Media Agency award three 
times on the trot. The business grew 

by 16% off a large base, won 9 out 
of 11 pitches, and acquired R622m in 
new business. 

Botha has initiated several indus-
try firsts including key value-added 
events such as media owner brief-
ings by major clients and “Media un-
der the Magnifying Glass”, 
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VolCANo

Pablo, meet Albert
Volcano marries creativity with logic and comes up with winners. 
Samantha Du Chennes explains

This year sees Volcano’s 21st year 
in the business – what started as 
a small agency with a team of 

five has grown to a prosperous mid-sized 
agency with 68 people and annual bill-
ings of R250 million. For Group MD Paul 
Jackson, the agency’s greatest achieve-
ment lies in the long term partnerships it 
has forged with its clients – Volcano has 
been working with Airlink for 21 years, 
Sony Electronics for the past 18 years, 
and with Proctor & Gamble for almost 
as long.

While Volcano is a proudly independent 
South African agency, opened by Paul 
Jackson and his father, Peter, in 1994, 
it also forms part of ICOM, the world’s 
largest group of independent agencies.  
Volcano operates as the organisation’s 
African Regional Co-ordination Office for 

sub-Saharan Africa, with a network of 27 
agencies across the continent. 

Membership of ICOM is also a signifi-
cant asset to the agency’s clients. Espe-
cially as with many of its clients estab-
lishing or rapidly expanding operations 
on the African continent, it’s important to 
them to know that Volcano has an effec-
tive network across Africa. 

As a Through-The-Line full service 
communications group, Volcano has 
established all-inclusive integrated mar-
keting communications units, allowing 
for clients to have access to a full suite 
of marketing solutions. These include 
advertising, which is the core of the 
business, Volcano PR, Design, Insights, 
(which includes research on African 
emerging markets) as well as Volcano 
Digital and Social Media, a sector where 

Volcano has seen good growth. Jack-
son emphasises that work at the 
agency does not take place in isolated 
silos – multi-disciplinary teams work 
together and the entire agency oper-
ates as one. 

At Volcano, the process of work-
ing across multi-disciplines towards a 
common solution is known as ‘swarm-
ing’ and is the way the agency cracks 
the best business solutions for its cli-
ents. Moreover, clients habitually get 
involved in the process too – spending 
time at Volcano and working collabor-
atively with their team to come up with 
the big idea. “There is a great deal of 
insight in developing market strategy 
and communication that takes place in 
the initial stages: it’s not only about the 
creative process,” says Jackson. 

The approach is summed up at 
the agency as ‘Pablo, (Picasso) meet 
Albert’ (Einstein). It’s the way in which 
the agency marries creative thinking 
to strategic processes and places an 
equal emphasis on both. 

Part of Volcano’s DNA is an approach 
where one important requisite is to 
ask questions before providing any 
answers. 

It all starts with Volcano’s Insights 
Division: the agency initiates cam-
paigns by gaining valuable consumer 
insights into the relevant markets. 
Using its unique and proven insights 
tool known as ‘Brandscan’, Volcano 
sends camera crews out on the ground 
to learn vital information around what 
consumers are thinking and doing, who 
they are and what competitors exist 
within that particular space. It is only 
once this initial step has taken place 
that work-shopping the actual idea will 
commence.

Jackson admits that he is approached Glenn Jeffery, Paul Jackson and Francois Boshoff
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almost daily with new business opportu-
nities. The reason? In a booming econ-
omy there is room for errors and experi-
ments. But not so in the current climate 
where clients are looking to partner with 
an agency that can deliver results. To 
this end, they need to be a lot smarter 
in terms of the choices they make when 
it comes to selecting an agency. It is for 
this reason that Jackson believes there 
is a great deal of business currently 
moving to mid-size independent agencies 
the likes of Volcano.

Indeed, Jackson feels fortunate that 
Volcano is currently experiencing what 
he terms a ‘purple patch’ – the agency 
is picking up a significant amount of 
new business and showing positive 
growth. Over the past year, Volcano 
has attended 28 pitches and of these 
has won 25 pieces of new business. 
“We’ve had a great hit rate,” Jackson 
modestly admits.

New business wins include a project 
to reposition Consol Glass within the 
main market segment and the CSIR 
account – a large government pitch 
where Volcano was pitted against at 
least 40 other agencies. 

A new commercial for Act II’s ready-
to-eat popcorn range has already 
won the agency a number of online 
accolades. Volcano has also started 
doing work for FNB, Incolabs, Douwe 
Egberts, Canderel, Nestlé and Thai Air-
ways, amongst others.

If you’re one to believe an agency’s 
mettle is shown in its awards and acco-
lades, here too Volcano has fared well 

over the past year. Industry awards 
include a Cannes Craft award for a 
Mutual & Federal commercial and a 
number of Loeries and Eagles for vari-
ous pieces of work. A print campaign 
for Tabard was voted as one of the Top 
Five advertising campaigns of 2013 
by Mark Lives and Archive Magazine 
voted another campaign for Shapes for 
Women for its cover.

As group MD, Jackson works with a 
key team of highly talented people. 

Creative Directors Francois Boshoff 
and Glenn Jeffery have been with  
Volcano for over a decade, driving the 
top quality creative product that is 
a hallmark of the agency. Volcano’s 
emphasis on strategic excellence 

is driven by long-standing head of  
strategy, Patrick Lamusse.

Key team members include Jessica 
Wheeler, who heads up Volcano’s PR 
Division. Wheeler has added some 
important new business in the form of 
Dulux, SMEG and Nespresso to add to 
Volcano’s existing stable of PR clients. 

The agency’s success has a founda-
tion in a strong core team and a culture 
of people who look after each other and 
see themselves as a family. As a result, 
there is a much lower staff turnover 
than one would usually expect to see 
in the agency environment. 

It’s a culture where every person is 
respected and has an important contri-
bution to make in the agency.

Shapes For Women print campaign

ACTII ready made popcorn television commercial
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VolCANo

The hunt for talent

Good advertising always begins 
with elegant original ideas, exe-
cuted with painstaking atten-

tion to detail. There are no shortcuts; 
you can’t rely only on gadgetry, special 
effects or computer aided design - effec-
tive concepts must be fundamentally 
grounded in solid, original thinking. 

To be at the leading edge of advertising 
and to create effective communications 
will always be more than interactivity, 
rich media and continual technological 
advancements - great communications 
will always be about great concepts, 
exquisitely expressed.

Jackson believes that in the current 
business environment there must be 
an ‘adapt or die’ approach to business. 

Those agencies that are agile enough 
to move quickly and be fluid and flex-
ible in terms of the way in which they 
work with clients will not only survive, 
but thrive.

To this end, Volcano’s entrepreneurial 
spirit, flexibility and size have allowed 
the agency to capitalise on opportunities 
and subsequently the agency has expe-
rienced a great deal of growth in terms 
of new clients within the past year. “The 
industry is changing and evolving and 
if you have the ability to adapt to the 
change, there’s so much opportunity out 
there,” Jackson enthuses. 

“At Volcano we don’t know the word 
‘complacency’. Every day we start 
afresh,” says Jackson, adding that you’re 

only as good as your last job, as the 
people you have in the agency at the time 
and the last awards you have won. It’s 
an ethos that points to the fact that the 
minute you start to believe that you’ve 
made it, that’s the beginning of the end. 
For Jackson, the beauty of the adver-
tising business is that no day is ever the 
same, and each one brings with it new 
and different challenges. “This is what I 
would miss the most were I to leave the 
business,” he laughs.

It is this attitude that has assisted 
Volcano to build the relationships – both 
with its people and its clients – that the 
agency sees as a measure of its suc-
cess. Jackson adds that trust is a vital 
element too.

Grasping the nettle

When it comes to recruiting 
talent for the agency, Jackson 
is adamant that candidates 

must fit the Volcano culture first and 
foremost. Because he is resolute that 
advertising is a business about people, 
staff at Volcano are nurtured and valued. 
At the same time, Volcano employees 
must be people who are serious about 
the business: team players who quietly 
get on with the creation of great work. 

According to Jackson, finding talent is 
one of the greatest challenges facing the 
industry today. “For every one position 
that we seek to fill, we must sift through 
around 100 CV’s. And while there is a 
significant amount of raw talent coming 
out of the schools, it takes at least 12-18 
months of training before these individu-
als become operationally and financially 
viable. 

Volcano as an agency invests a lot 
of resources with the relevant SETAS. 
Development of employees’ careers is 
also an important agency priority. This 
includes the up-skilling and reskilling of 
staff on new technologies and social plat-
forms. 

Jackson insists that no matter what 

the platform, marketing substance that 
effectively differentiates the client’s 
brands in a highly competitive market 
is the cornerstone for the production of 
great work.

“It’s a current trend in the industry 
where we are undergoing constant 
change. There have been so many 
“experts” willing to make predictions 
and sounding warning bells, but what 
we are seeing is that agencies are 
coming full circle, with digital agen-
cies seeing the need for traditional 

expertise and vice versa. In previ-
ous years, the different domains 
were very clearly demarcated. Today 
those boundaries are becoming more 
blurred, with traditional agencies 
taking a more ‘agnostic’ approach 
through the application of whatever 
platform will be best suited to the 
business problem. 

We’ve come back to the power of the 
creative idea, regardless of the plat-
form – it is strong creative thinking 
that triumphs in the end.”

KYB Shock Absorbers print campaign
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Managing growth

Volcano sees itself as the brand 
custodian of the brands it works on. In 
this capacity Jackson points out that 
the agency is happy to work alongside 
a brand’s other specialist suppliers – 
all in the name of producing the best 
work possible. 

Ask Jackson for one sentence to 
describe how he would like the agency 

to be perceived and he 
is quick to answer, “The 
one to watch out for.” He 
refers to the agency’s 
ultimate goal to be the 
number one indepen-
dent agency in the coun-
try with the best people, 
the best brands and the 
most awards. It all goes 
back to the quiet confi-
dence that permeates 
at Volcano – an agency 
that keeps a low profile 
and that by doing what 
it does best, simply keep 
growing, prospering and 
becoming ever more 
successful. AR

partners remains, as does the ongoing 
search for other compatible clients. 

“Great clients make great agencies 
and vice versa. You cannot have one 
without the other,” Jackson believes.

The proof, Jackson emphasises, lies 
in the agency’s lengthy tenure with 
its major clients. As such, Volcano 
has maintained relationships with a 
number of leading household brands. 
These include working on the accounts 
of a number of brands from Proctor 
& Gamble: Oral B, Duracell, Pampers 
and Gillette, amongst others. Other cli-
ents include Sony, Garmin, Nespresso, 
Nestle, Dulux and Tabasco. “We have a 
great spread of brands that we’re for-
tunate to work on and that allow our 
creative to produce the great work 
they’re known for,” says Jackson.

Essentially Volcano’s approach 
to growth is a planned, mea-
sured and cautious one.

Volcano plans to continue to do 
what it does best and to advance along 
its current growth trajectory. It also 
plans to continue its growth and to 
improve its footprint in Africa. From a 
people perspective, Volcano continues 
to attract and retain the best talent in 
the business, as well as concentrating 
on training and development.

There is also a plan to continue to 
expand the agency’s portfolio of pro-
fessional services that it is able to offer 
to its clients – this includes adapting  
new technologies and formats in both 
the traditional and digital spaces. The 
focus on maintaining healthy relation-
ships with existing clients and brand 

Tabard print campaign

Tabasco street pole campaign
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SPONSORED BY M&C SAATCHI ABEL

It seems that the promise of mea-
surement and accountability in the 
advertising and marketing industry 

has finally moved from a key differentia-
tor for agencies to a table stake. Listen 
to almost any agency leader talk and 
the words ‘accountability’ and ‘measure-
ment’ will at some point be worked into 
the conversation.

Talk to any pitch consultancy and they 
will tell you that in almost every signifi-
cant pitch clients now demand to see 
an agency’s measurement methodol-
ogy; millions of rands of agency profits 
are put at risk every year in remunera-
tion structures attempting to show the 
industry’s commitment to the principles 
of measurement and accountability. 

Finally it seems that we have moved as 
an industry beyond the historic tick boxes 
of success (my wife liked it, the board ap-
plauded, it won something) to a system 
that proves advertising’s ability to deliver 
the company bottom-line. Or have we?

The truth is that the process of effec-
tive measurement takes time, energy, 
significant resources and a level of part-
nership that agencies and clients are of-
ten ill prepared for.

The starting point of any effective 
measurement journey is an understand-
ing of the business objectives at hand, 
the marketing objectives that will drive 
these and the communication objectives 
that will support these – this requires a 
clear understanding of what the desired 
shifts are that one wants to affect and 
how this will be measured – not in terms 
of just outputs (did we grow sales), but 
how these outputs are achieved.

It is a complicated task in which not 
nearly enough time is invested – think 

about the simple client brief that says 
that the objective of the communication 
is to grow sales. How? Through acquisi-
tion, through increasing share of wallet, 
through frequency, through curbing at-
trition?

They all lead you down a different jour-
ney and they all require a different solu-
tion - without understanding these ob-
jectives, measurement becomes merely 
a broad indicator of the outcome that ev-
eryone hopes for, rather than a powerful 
guide towards the solution.

The second challenge around mea-
surement is the ability of the communi-
cations partner (in most instances the 
agency) to truly deliver a solution that 
can make any significant difference to 
a business at all. In order to change a 
business result, one needs to be able 
to influence/ change what people think, 
feel, say or do.

But in a world where consumers have 
become far more discerning, where they 
are able to access information around 
your brand collated via social media 
platforms in real time and where they 
are alarmingly astute in their ability to 
compare (and share) the extent to which 
your advertising messaging lives up to 
the real brand experience, it requires 
true alignment between the marketing 
drivers of however many P’s there are 
now and your advertising message in or-
der to shift consumer behavior and drive 
business success. 

The reality is that few agencies have 
the ability, the skill and the resources to 
venture beyond Promotion in advising 
and partnering their clients on matters 
relating to pricing, product or service and 
placement. 

But unless we can up-skill and earn 
a place at the client boardroom table 
when they are discussing the levers for 
brand power that goes beyond the pro-
motional aspect of what gets delivered, 
the agency’s ability to influence positive 
business outcomes will remain limited.

As an agency, we recently helped a 
client change their distribution strat-
egy and facilitated a company buyout in 
the process, thereby delivering a truly 
competitive advantage and a clearly dif-
ferentiated and compelling customer 
proposition, resulting in astounding sales 
growth for the business. This kind of en-
gagement delivered a real opportunity 
for us as agency people to stand up and 
be held accountable for delivering great 
business results.

Unfortunately though, the above exam-
ple is a rare one in our industry.  The reali-
ty is that whilst many agencies are talking 
measurement and accountability, few are 
doing it really well. Fortunately for those 
that do, the opportunity to differentiate 
and shine still very much remains. AR

By Jacques Burger, CEO, M&C SAATCHI  ABEL, GAUTENG

Just because we’re measuring,
does it mean we’re done? 
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Just because we’re measuring,
does it mean we’re done? 

When we brought together an e-tailer and a home-delivery 

service, we initiated a partnership that allowed the first to 

improve its already impressive service, and the second to 

expand its business into the typically quiet daytime hours. 

      When a premium FMCG client wondered how they could 

clearly position their products on the shelf, we developed a 

retail solution that optimised their brand equity and led to  

an increase in volume sales from day one. 

      When we sought to secure a sustainable annual income  

for a disadvantaged children’s home, we appointed them a  

shareholder in our agency.

      And when a seasoned entrepreneur responded to his ad 

campaign by saying it was the best three million rand he’s 

ever spent (and held out another three for the next round of 

work), we knew he did so because, while an ad is sometimes 

the last thing you need, it’s very often the first. 

    If your brand could do with thinking that’s a little different, 

get in touch with us. 

WE’LL BE
THE FIRST

TO TELL YOU
WHEN YOU DON’T

NEED AN AD.

M&CSAATCHI ABEL
Brutal Simplicity of Thought

Johannesburg  |  Cape Town   |  Africa  |  mcsaatchiabel.co.za
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Space

Intership with a tactical twist

In keeping with its core value proposi-
tion of alternative thinking, SPACE ap-
proached its annual internship season 

with typical bravura and went hunting 
for interns who were: ‘complex thinkers,  
innovation superheroes, and switched-on 
individualists’ from around the country’s 
tertiary institutions. The agency targeted 
both notice boards and appropriate social 
media to reach as many prospective can-
didates as possible. Unlike similar gradu-
ate programmes, the ‘Lost in SPACE’ 
initiative made no distinction between 
graduates with either industry-specific or 
non-specific qualifications. 

“It was the intention of the programme 
to gather together not only young people 
from traditional marketing disciplines, but 
also from fields not associated with the 
marketing mainstream,” explains Director 
of Strategy, Johan Prins. “Fields such as 
philosophy, psychology, economics, and 
statistics were brought into the mix.” 

“The most surprising innovations of-
ten come from where one least expects 
it,” adds Director of Operations, Morné  
Ebersohn, with a knowing smile. “Our in-
dustry is changing rapidly, and I’m not just 
referring to information technology. For 
future generations of advertising practi-
tioners, we believe SPACE’s approach to 
internship is particularly crucial from an 
empowerment viewpoint. One needs to 
feed the fire of transformation till it be-
comes a blaze. We also get to adapt and 
learn from one another. There’s no better 
way to approach transformative empow-

With ‘Lost in SPACE’, Braamfontein-based strategy agency SPACE adapts 
Internship to the needs of a new generation.

erment than through total exposure in a 
fully-functional agency environment.”

Once all the potential recruits were in-
terviewed, four interns were selected to 
participate in what has been geared to 
be one of the most comprehensive and 
competitive internship opportunities the 
industry has to offer. 

Interns are required to not only bring 
their energy and enthusiasm to the table, 
but also to reach far beyond their comfort 
zones: they are exposed to regular rota-
tions that have them immersed in each 
functional aspect of the agency – aspects 
as diverse as finance, strategy, media, and 
creative implementation. The process is 
taken from concept to completion.

One of the key challenges of any intern-
ship is to ensure that graduates are not 
only exposed to relevant industry exper-
tise, but that they also learn how to func-
tion as part of a dynamic, professional 
team. To this end, the ‘Lost in SPACE’ 
initiative emphasises constant feedback 
and mentorship sessions 
aimed at fully drawing 
them into a throbbing 
agency environment.

Constant evaluation 
forms part of any intern-
ship programme, and 
the interns are scored by 
every permanent mem-
ber of staff – based not 
only on their discipline-
specific expertise, but 
also on their capacity to 

reach beyond their qualification’s obvious  
parameters, as well as their ability to con-
tribute meaningfully to agency culture.

“Progress has been excellent,” en-
thuses Gerrit Prinsloo, SPACE’s activa-
tions chief and the Head of New Business  
Development who was tasked with su-
pervision. “Feedback from interns sug-
gests that our programme is going to 
become a much sought-after opportunity 
for holistc exposure to the world of media, 
strategy, and marketing.”

Says Palesa Thanjekwayo, one of the 
brave Lost in SPACE interns: “The pro-
gramme is opening my eyes to so many 
different things in the world of market-
ing—it’s stressful to wear all these differ-
ent hats, but I’m finding it so exciting!”

Given an industry often accused of en-
trenched practices, there’s little doubt 
that having an eye on empowerment and 
a finger on the pulse of transformation is 
the way forward for advertising practitio-
ners in South Africa. AR
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34 degrees

To be or not to be? 
That’s The Shopper Marketing Question

Shakespeare. One of the world’s greatest storytellers. A storyteller 
that, however great, has seen saw the world begin to forget his 
writings in recent years. 

New innovations have over-
taken, new stories have sto-
len the spotlight and people 

forgot to read - they forgot to ‘buy’ 
into his brand. Quite simply in the 21st 
century people began to forget this 
familiar, yet less relevant, ‘product’ 
– an issue that all brands in the shop-
per sphere struggle with today. 

This problem began to change 
however when something surprising 
shook the world back into reaction - 
one of the world’s oldest storytellers 
arrived on Twitter! There in 140 char-
acters appeared short, surprising 
tweets that drove the Shakespeare 
“brand” and re-engaged the world by 
reminding them why they admired it 
in a whole new way. In so doing, this 
surprise messaging got a few more 
people to re read (AKA “buy) an-
other copy of Romeo and Juliet, and 
‘Shakespeare’ achieved the ‘shopper’ 
objective in an entirely new way.

So, why do we care about this 
century old writer in the mar-
keting world?
The thing with humans (AKA shop-
pers) is that we are complicated, and 
the Shakespeare example proves 
that sometimes the least expected 
solution might be the right one when 
looking to change behavior. As shop-
pers, we deal with millions of pieces 
of stimulus a day, and our incredibly 
complex brains therefore prioritise 
what they take in. In short, we re-
member only what we want and we 
throw out the rest. 

This is the fundamental science 
of how the brain works, how we re-
member things and how we make 

decisions. Put simply, something that 
surprises or excites us – positively or 
negatively – provokes us to remem-
ber it with a higher chance of acting 
on it.

So, Shakespeare appears on Twit-
ter in 140 characters, where you 
least expect the world’s wordiest of 
writers, and we are surprised. We are 
reminded of him and provoked to act, 
or at least, to re consider our loyal-
ties to his brand and product. 

Yet, alas, here in SA our retailers 
and shopper marketing teams still 
seem to believe that the functional 

“prose” of old is the best way to go 
and they ignore all efforts to surprise 
or delight in the store. 

Shopper Marketing still tends to be 
little more than customer marketing 
with a new title, and the work contin-
ues to roll out as it always did.  “Buy 
one get one free”, and “get 10% off” 
messages shout from every aisle, 
and we expect ROI and loyalty to 
strengthen. The question however 
is this, shouldn’t we also be moving 
with the times and considering that 
the 2014 shopper’s might be just a 
little more sophisticated?

AdVerTIsINg THAT WOrKs:
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Mimi  Nicklin
Mimi Nicklin is the Strategic Director and a part-
ner at 34 - a shopper marketing and through 
the line creative agency. Before landing in  
Africa, Mimi came from a global communications  
background based in regional roles in Asia and 
Europe specialising in the FMCG sector ATL, 
BTL and digitally. She spent much of her career  
leading Procter and Gamble’s brands regionally  
from within the Grey agency network. In South Africa 
she is now one of the leading faces of Shopper Marketing 
with a passion for driving the understanding of what it 
means to develop a relevant and efficient shopper model 
for the developing markets. Her belief in creativity re-
framed for the shopper now sees her leading the shopper  
strategy for brands as diverse as Coca-Cola, South  
African Breweries, Kimberley Clarke, Kelloggs and Per-
nod Ricard

Sure, shoppers can be wooed – af-
ter all who doesn’t love something 
free? But the reality is, you might 
provoke them to buy today, seeing a 
short-term uplift, but what happens 
after? 

Most brands can’t afford the 
margin losses or increased costs 
of banded packs and ‘buy one get 
one free’ deals for longer than 8-12 
weeks, and then what? The shop-
per’s leave, that’s what. Their loy-
alty is forgotten and they go back 
to their auto purchase, not returning 

As its brand positioning “selling more smartly” suggests, 34 is the go to agency for 
through the line marketing that focuses on sales driving, as well as brand building, creative  
solutions. Now in its eighth year, the agency is firmly established in its shopper marketing 
expertise and its unique philosophy of “knowing people before trying to sell to them” is 
driving their clients to new heights in terms of retail and shopper solutions in South Africa. 

“We have a completely unique way of seeing things,” maintains executive creative  
director Richard Phillips. “We’re all about ideas which are based on shoppers and how 
they think and behave, versus simply looking at consumer understanding. 34 truly  
endeavours to understand shopper insight across the path to purchase, pre and post the 
moment of sale, to ensure we effect purchase decisions as well as brand love.”

With significant growth in the last 12 months 34’s client list now spans large blue chip 
clients such as SAB, Samsung, Total, Coca-Cola, Kimberley Clarke, Times Media Group, 
Pernod Ricard and Kelloggs. 

Shopper Marketing is a major trend within the industry and 34 is an agency leading the 
African focus on marketing that considers the bottom line and ROI as well stand out 
creative work. With a smart mix of local and international talent, and executives with  
significant traditional agency experience, 34 is positioned to provide their clients with  
integrated marketing which is based on strategic shopper insights across the path to  
purchase in a way other agencies are not yet driving. 

until you bribe them again with “bet-
ter value” In the process, brand love 
wains and discounts win. A sad state 
of affairs for some of the phenom-
enally iconic brands in SA today.

I do, of course, know that trade 
marketing effectiveness has been 
repeatedly proven for decades, and 
has been the driver of many a suc-
cessful sales period, however my 
plea is that we think beyond the 
short term and look at how we can 
drive long term shopper change.

Research globally has proven 

that people shop emotionally before 
functionally. The speed of functional 
back up is fast but the initial decision 
to purchase is an emotional one. Will 
my kids love it? Is it good for me? 
Will my mother be impressed at 
Sunday lunch?

Creativity at the point of purchase 
(POP) is critical in today’s retail en-
vironment to engage this emotion. 
The power of the senses overrides 
the power of the rational, and shop-
pers are proven to be more likely to 
remember (and act on) visual stimuli 
and engaging sensorial markers. 

So my point here is this; we re-
member things in pictures, our mem-
ory is prompted by surprising stimu-
lus, and yet our retail work continues 
to shy away from anything remotely 
creative, and heads instead to a 
functional price flash. Its high time 
that we, as a creative industry, need 
to deliver more innovation and emo-
tionally engaging shopper marketing, 
and our clients need to rethink their 
approach when they plan for long 
term results in store. 

Quite simply, creativity sells, 
and if Shakespeare could be trans-
formed from 20 000+ words to just 
140 characters and 63 000 new  
followers, isn’t it time we too made 
a change to the modern shopping 
world? AR

Selling more smartly

34 degreesAdVerTIsINg THAT WOrKs:
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Just the way we like it.
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