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AN 

AUDIENCE 
OF ONE 

by Francois du Preez

2015 WAS THE YEAR OF BIG DATA, THE 
ADOPTION OF WEARABLE TECH BY THE 
MASS MARKET, BIG BRANDS SHOWING 
THEIR CONSUMERS SOME LOVE IN THE 
FORM OF VALUE-ADDED CONTENT 
AND PRODUCTS (VERSUS HARD-SELL 
ADVERTISING) AND THE “INTERNET 
OF THINGS”.  INTERNET SPEEDS ARE 
FASTER, MORE DATA IS BEING MINED 
AND CONSUMERS ARE SMARTER, MORE 
TECH SAVVY AND LESS SUSCEPTIBLE TO 
IRRELEVANT INFORMATION.  

Online users can choose what they want to 
see and choose to ignore what is shoved in 
their faces. In theory, retargeted programmatic 
advertising solves the problem of irrelevant 
content – we use your online behaviour to sell 
you products that you already show interest in, 
right? Wrong. I fear that the effectiveness of 
these types of ads will decline in 2016 simply 
because of the hard-sell factor. Instead of 
using data to add value, programmatic ads are 
using it to sell products. The use of browsing 
data in display ads is largely seen as creepy. 
From what I have seen the general sentiment 
is that corporates are spying on online users 
in order to sell more products. In our current 
climate, where privacy is of major concern, 
this will eventually alienate consumers and 
spur the further development of ad-blocking 
software, something that has already taken off 
on a mass scale. The novelty of retargeted ads 
is over and we need to find a way of selling 
products without being seen as bullies who 
use personal data to dupe users into buying 
products. South Parks’ “Truth and Advertising” 
episode perfectly summarises the current 
state of online advertising in my opinion  
(see link to clip below the article).

Instead of using this data to sell, we will need 
to use only the relevant information to give 
users “snackable” (easily consumable) content 
that will add value to their lives. Brands will 
need to play nice in order to gain trust and 
create brand-love.  If your consumers love your 
brand they do the selling for you – everyone 
has an audience these days. 

But how do we go about this? According 
to the IAB, South Africa’s mobile video 
consumption increased by 42% in the last 
year. This is the second highest growth rate 

recorded in their survey of 24 countries – first 
on the list was the US with a 50% increase. 
According to a report by Diode Digital, video 
promotion is 600% more effective than print 
and direct mail combined. They also claim 60% 
of site visitors would first watch a video, if 
available, before reading any text. We’ve seen 
evidence of this in our social media campaigns 
– video content gets much better engagement 
rates than text or image based posts. In the 
past South Africa’s general Internet speed 
was an issue when working with online video, 
but this is no longer the case. Our connection 
speeds have increased from a maximum of 
21mbps in 2010 to ±150mbps in 2015 and it 
keeps getting faster. All the evidence points 
toward video being the future of marketing.

Combined with the power of personalisation 
based on browsing behaviour, video will 
become an incredibly powerful medium 
for marketing. I’m not just referring to 
programmatic video advertising where 
we’ll show semi-relevant ads to users 
who already show intent, but completely 
dynamic, personalised video content. Using 
retargeting technology and dynamically 
adapting video to speak directly to individual 
users will dramatically change the way in 
which we communicate to online audiences.  
Targeting will get increasingly narrower 
until we eventually speak to an audience of 
one, targeting individuals as opposed to the 
traditional target market or audience. There 
are already a number of tech companies 
working on using personalised video 
technology to generate content such as billing 
information and induction videos by using the 
recipients’ actual data, dynamically populated 
and served in real-time. My prediction is 
that 2016 will see video marketing, such as 
YouTube pre roll ads, become completely 
personalised. Brands who understand how 
their consumers think will take this further by 
feeding their online consumers personalised, 
value-added content, rather than ads. Brands 
who misuse big data to shove ads down 
consumers’ throats will carry on alienating 
them, just with a new medium.

South Park: “Truth and Advertising”

https://www.youtube.com/watch?v=IVfslRsNXUc


IF I HAD A GRAIN OF SAND FOR EVERY TIME I’VE HEARD THAT PREDICTION I’D BE 

SITTING ON A BEACH AS I WRITE THIS. IT’S NOT DEAD. IT’S CONSTANTLY CHANGING. 

YOU’D HAVE MORE SUCCESS PREDICTING WHAT THE RAND/DOLLAR EXCHANGE RATE 

WILL BE TWO YEARS FROM NOW THAN YOU WOULD TRYING TO PREDICT THE FUTURE 

TRENDS OF AN INDUSTRY THAT IS IN AS MUCH FLUX AS ADVERTISING.

Because it’s in danger of becoming irrelevant, 
advertising will always need to find other ways 
to flourish. One of the ways it will do this is to 
infiltrate popular culture more effectively. Ads 
won’t look like ads. They’ll be more like pieces 
of content. Think of Kim Kardashians’ ass on the 
cover of Paper Magazine. Everyone now knows 
about that print publication because the image 
they ran on their cover broke the Internet. 

We’re not only competing with competitor 
brands but all entertainment out there (300 
hours of video is uploaded to YouTube every 
60 seconds) so the need to tell better stories 
in a more engaging and entertaining way than 
anyone else will be greater than ever. These 
stories will need to be more personalised and 
relevant to people on an almost individual level. 

People seek out entertainment. There are over 
10 months’ worth of YouTube videos viewed on 
Facebook every minute. The only ads people 
seek out are the entertaining ones. Which 
means most ads out there will be ignored if 
they’re not good enough. So advertising will 
find better ways to tell a brand’s story. It will 
take on different forms, like a financial institution 
launching a reality TV show to tell their brand’s 

story about how they can help people better 
save their money. 

With digital marketing transforming the industry, 
the trend of advertising becoming the product 
itself will continue and it will improve our lives in 
more useful ways - like cutting 20 minutes out of 
our commute, helping us never having to stand 
in a bank queue again or even getting us help in 
an emergency situation quicker.

Health insurance companies are using product 
innovation to define their brand story. They’re 
finding that innovative tech solves to save lives 
with their apps which forms a large part of their 
product offering. Consumers want things that 
matter from brands, not just a great viral film.

So the trend for advertising in 2016 is that it 
won’t be dead despite the many “controversial” 
headlines to the contrary. It will redefine itself 
again. While it may have been slow to do so 
it’s quite resilient because people will always 
respond to storytelling. It’s just that now, in the 
digital age of marketing, we have so many 
more interesting channels to connect with our 
audiences and tell them these stories.

ADVERTISING 
IS DYING.  by Glenn Jeffery



2015 WAS THE YEAR OF 
CREATING LOADS OF CONTENT, 
ALL TO TRY AND CUT THROUGH 
THE CLUTTER ON SOCIAL MEDIA 
PLATFORMS. IT CONTINUOUSLY 
FEELS AS IF LIFE IS PASSING US 
BY FASTER AND FASTER, WITH 

NEW STATUS UPDATES AND 
INSTAGRAM POSTS ON OUR 
FEED EVERY FEW SECONDS 
SO YOU NEVER MISS A BEAT. 
FACEBOOK USED TO BE MY 

GO TO TOOL TO KEEP TRACK 
OF WHO POPPED THE BIG 

QUESTION AND WHO IS ABOUT 
TO HAVE THEIR THIRD CHILD.  

I FOR ONE CAN’T KEEP UP 
WITH MY SOCIAL LIFE ON 

SOCIAL MEDIA, THE CONTENT 
OVERLOAD AND ALL THE 

SUMMER SANDALS AND JUICING 
APPLIANCES CURRENTLY 
FOLLOWING ME AROUND. 

IF WE THOUGHT 2015 WAS A FAST ONE, THEN WAIT FOR 2016. REAL TIME 
SOCIAL MEDIA UPDATES WILL CONTINUE TO DOMINATE ALL SOCIAL MEDIA 
CHANNELS. THURSDAYS ARE FOR THROWBACKS, THE REST OF THE WEEK IS 
FOR THE PRESENT.  WITH APPLICATIONS SUCH AS PERISCOPE AND MEERKAT, 
WE CAN CAPTURE A MOMENT AND SHARE IT IMMEDIATELY.  REAL TIME 
POSTING – IF IT IS AN IMAGE OR A LIVESTREAM VIDEO IT WILL INCREASE THE 
ENGAGEMENT ON THE POST SEEING THAT USERS ARE NOT INTERESTED IN OLD 
NEWS. THE DEFINITION OF OLD NEWS CHANGES CONSTANTLY. 

Content will remain king, with an increasing focus on variety and quality.   

• Less is more – two to three posts per week are enough
• Video based content is still a favourite. Followed by images. Text is very 2014
•  Custom-made content is an indication that you value your followers and you 

want to inspire them

Fewer new social media platforms will emerge. Over the past few years we have 
seen new and exciting social media platforms take the industry by storm such as 
Instagram – a personal favourite.  Instagram will continue to grow in South Africa 
with Facebook remaining a favourite.  Ensure you are on the right platform for your 
brand and focus on these while we wait for the new and promising social media 
channels to be bought up by the bigger fish in the market. 

Social Media and PR are still the mac and cheese of communications. They can do 
the job on their own but oh my, they are a winning pair together. Need I say more?

ARE YOU 
READY TO 
CHECK IN 
TO 2016?
by Huibri Schalkwyk



THE YEAR OF THE STRAT PLANNER
2016 by Jessica Wheeler

Ad agencies have traditionally been made up of two kinds of people - the creatives and the suits – competing in an epic battle 
of flair versus formality.  While we plodded along quite happily like this for years, nobody ever gave real kudos to the gooey 
stuff that held it all together.  The strat planners. The jacks-of-all-trades kids that kept the business objectives in one hand and 
the big idea in the other, balancing the two (and the accompanying egos) in a delicate game of mental warfare.   
Fast-track a couple of years, introduce a little bit of Web 2.0 and strat planners are quickly becoming the go-to source of 
sanity for marketers, both agency and client-side.  Media fragmentation, second (or third or fourth) screening and advertising 
apathy has meant it’s becoming harder and harder to really break through.  So much choice.  And if there is one thing that 
paralyses creativity and makes clients nervous, it’s too much choice.    

So what does a planner do, exactly?  I found the most accurate 
and concise definition, courtesy of Debbie Klein (Chief Exec at 
Engine Europe and Chair of Judges for the Account Planning 
Group Creative Strategy Awards):

STRATEGY HAS ALWAYS BEEN ABOUT 
MAKING CHOICES. THE VERY BEST MAKE 
THOSE CHOICES AND THEN HANG ON 
TIGHT, KEEP THE FAITH AND LIGHT THE 
WAY FOR OTHERS.

Can you hear the choir of angels? I certainly can. In a world of 
so many opportunities, media channels, people, distractions 
and cat videos, making a choice (and standing by that choice) 
has become fundamental. Strat planners are the brave ones 
that have to shoot down ideas, no matter how great they 
may be, because they simply won’t cut through the clutter 
and make a real impact, both on culture and on the client’s 
bottom-line. Strat planners can be your greatest foe or biggest 
ally.  Foes for those ideas that are just checking boxes, and 
allies to those ideas that have the true potential to not only 
shape business growth in the short-term, but how people view 
your brand in the grand scheme of the Information-Age we live 
in.  So stand up strat planners, sit down naysayers and let the 
forgotten art of making hard choices and having an opinion 
take its moment in the spotlight.  It will be a much brighter 
future for the industry if we did.       

How strat planners can shape the future of our industry:

•  Consistency.  Particularly in those brand setups where 
multiple agencies work on separate siloed pieces of the 
business.  A strat planner brings it together objectively in 
the interest of making epic work that gets results.  

•  Channel selection.  There are few brands in the world 
that can afford to be everything to everyone and appear 
everywhere.  With so many heads at the table with strong 
opinions, a good strat planner carves the path of best 
acceptance (not least resistance).  Brands get to market 
quicker, more cost effectively and with bigger impact.

•  Accountability.  Strat planners are accustomed to being 
jacks-of-all-trades.  And while it’s impossible to have 
mastered them all, planners certainly have enough of 
a broad knowledge to know if the client is being led 
astray for whatever reason. Want to keep your agencies 
accountable for delivering in the best interests of the 
brand? Have a strong strat planner at the table and give 
him/her the freedom to make hard choices.

•  Epic Creative doesn’t happen by accident. It happens by 
insight. The world isn’t short of insight, it’s short of people 
who make sense of those insights and choose the best ones.  

“The planner is at the heart of the creative process. 
The stupidest thing this industry ever did was name the creative 
department, the ‘Creative Department.” – Heidi Hackemer



LET’S  
KEEP  
DESIGN 
SIMPLE. 
WITH A WIFE AND TWO YOUNG SONS, YOU COULD 

SAY MY FAMILY LIFE IS DEMANDING. I HAVE TO GO 

BACK TO THE SHOPS TWICE BECAUSE I FORGET TO 

PICK UP THE MILK FOR MY BETTER HALF AND THEN 

GET THE WRONG ONE. THEN THERE ARE SHELVES TO 

BE PUT UP, WINDOWS TO BE FIXED AND GUTTERS TO 

BE CLEANED. NEXT I RESOLVE WORLD WAR THREE 

OVER WHOSE TURN IT IS ON SPIDER-MAN UNLIMITED 

ON MY IPAD. AND THAT’S JUST A “RELAXING” 

SATURDAY MORNING.

With so much going on, there’s a need for simplicity and 
functionality in my life. I imagine many people can relate 
to my situation. As we say goodbye to the first half of the 
decade, I think we’re all fatigued. Busy work and home 
lives, plus a tough economy and information overload has 
many of us feeling overwhelmed. Never fear. This sounds 
like a job for design.

Designers have recognised the cry for simplicity in 
various forms: digital, environmental, graphic, interior and 
product. All design disciplines are becoming increasingly 
connected and influential over one another. They are 
evolving with one another and evolving faster than ever. 
So what can we expect?

Colour 
Colour in 2015 featured ethereal pastels and vignettes, 
while in 2016 we can look forward to a vibrant, bold look 
with some ‘80s influence. 

Graphics
Optical illusions, vignettes, depth, grid layouts and 
vintage aesthetics defined graphics in 2015. In 2016, 
however, graphics will be flat, minimalistic and feature 
geometric shapes, patterns, logos, iconography, authentic 
design aesthetics, original illustrations and long shadows 
which started in 2015.

Imagery
Imagery will continue from 2015’s simple large hero 
images that filled the web and print page. In 2015 images 
were transparent and fake because of social media but 
the need for more honest, real and human imagery is 
appreciated.

Typography 
2015 saw much hand drawn and dramatic typography. 
In 2016 we can anticipate a continuation of dramatic 
typography, with less serif typography. Big, simple, 
bold typography will come to the fore while monoline 
typography and simplicity will be found in wordmarks. 
Helvetica and Arial are old news due to the growth in 
digital fonts that can be used for print.

Web
Web going into 2016 will take with it the graphic 
design style of flat, bold, simple design and the use of 
responsive webpages, which give the user the freedom 
and simplicity of a hamburger menu. Web and design 
are playing a bigger part in the consumer’s life and will 
continue to grow.

The lines are blurring between digital design and graphic 
design. Even interior design is applying simplicity and 
functionality with bold, vibrant colours – bring the 
outside in and become green.

Design for change will also run on from 2015 into 2016. 
As designers we can offer positive change in people’s 
lives, simplify it or empower those that need it most such 
as the deprived or disabled.

By applying their minds to simplicity, designers can 
shrink all our problems. Even my dirty gutters. And if 
they can’t, some bold and vibrant colour can capture our 
attention and at least make me feel better about them.

by Kean Hartnady



FMCG 
battleground

In the world of shopper and the incredible data at our disposal, the 
evolution of the pharmacy is one I have watched grow colossally in 
the past few years. The way brands have adapted and reaped reward 
in this space speaks volumes for basket data and great shopper work.

All one has to do is go into a Dischem store and notice  
the following:

• Sheer foot traffic
• Basket sizes
• Variety of products

Personally I must visit a large pharmacy like Dischem or Clicks at 
least twice a month, and as a consumer and shopper myself, my 
behaviour has been altered. Gone are the days of a small corner shop 
pharmacy where the pharmacist knew you by name, especially if you 
were accident prone like I was. The mind-set of a shopper in-store/
in-pharmacy has evolved and with the amount of blue-chip FMCG 
brands playing in this space, it has become a battleground of giants.

More and more big brands are seeing the potential of this market 
and taking it by the horns. What Beiersdorf (Nivea) has done inside 
Dischem is a complete game changer for shopper marketers in South 
Africa. When a brand invests in a category solution as effective as 
theirs, it was only a matter of time before they would take market 
share from all their competitors. 

If two out of three shoppers can be switched at the moment of truth 
instore, creating a category solution that makes the ease-of-choice, 
selection and shopping easier, you will always succeed. 

Gillette is another brand that is embracing this environment and it 
will only be a matter of time until more brands follow suite. When 
you make navigation, selection and ease of shopping easier - the 
consumer and brand win.

What makes this environment even more exciting is the way DOBs 
(dealer owned brands) have stepped their game up to levels 
South African consumers are not used to. This in itself creates new 
competition, especially for international brands who would not have 
had them in their sights. Coupled with the retailers’ ability to  
give themselves preferential pricing and placement, this new FMCG 
war zone is going to be one we should all watch closely.

by Nicholas Hyslop



Sleeping with the Enemy
Understanding our clients’ overall objectives and collaborating to reach those objectives 
remains key. Collaboration, inter-agency integration, and partnering with the best minds  
(in and outside of our industry) are going to become even more important in 2016. 

Finding the sweet spot of integration and collaboration will be where the success lies.  
More clients want a one-stop shop. One brief, one response.

Become Solvers, not Soothers
The day of the lonesome TV ad is long gone.  Advertising should have utility and solve 
problems.  Advertising should not just make the heart better - but the world.

Social well-being will continue to be a primary theme. Climate change, social unrest and 
poverty will continue to dominate the headlines. Our job is not to create awareness anymore, 
but to be part of the solution.

Train the Brain
Creativity is not just colours, words and sounds.  Technologists are being hired by agencies, 
scientists and engineers are becoming more involved than ever. Creatives are starting to use 
their left brain and are becoming innovators in their own right.

Our roles are becoming more fluid and we need to think beyond our traditional ‘roles and 
responsibilities’. Roles need to be redefined with even more focus on upskilling new and 
existing talent in 2016. 

It is the responsibility of us all to expose our human capital to education and training.  

THREE TIPS FOR 
WINNING IN 2016

by Nouli Kousiakis



The 21st century is one of extremes.  
A revolutionary transition is ahead of us and 
those in the communications industry have a 
vital role to play. However, it’ll be essential to 
continually adjust and adapt to stay ahead of 
the lava flow of change. 

2016 looks like being a year of marketing 
performance and achievement. While there 
may not be a visible detonation, a flow of 
unpredictability and ambiguity will continue in 
2016 and those technology-centric agencies 
ready for advertiser-consumer interactive 
relationships, who’ve adapted effectively, are 
likely to be the winners.

Grey Africa Group is approaching 2016 with 
determined excitement and enthusiasm, firmly 
focused on continued growth, both locally and 
throughout the sub-continent and to creating 
Famously Effective work. 

To achieve these expectations, we recognise 
the wisdom of the African adage; ‘If you want 
to go fast, go alone, but if you want to far, go 
together’.  And going together is the way we 
are looking to grow – using Grey’s innovative’ 
building blocks of our  ‘Open Culture’, working 

together in integrated multi-disciplinary units 
and using relevant technologies to create 
‘Long Ideas’, via specialised paths to open new 
opportunities, new customer groups and new 
market segments.

Recognising that the role of the broader 
society in Africa is critical in how the continent 
operates and plays an important part in 
the lives of its consumers, has meant that 
increasingly campaigns, even international 
ones, are becoming more attuned to the 
African community’s needs. However, to 
continue winning in this new world, Grey 
realises that it must think and organise 
itself differently; to go beyond conventional 
advertising in creating entertaining and 
useful experiences that people want and are 
designed around the African consumer.

To achieve this, Grey Africa works in a different 
way, with a new operating model that truly 
embraces how today’s African consumers 
want to interact and engage with brands. 
A core team of experience planners, paired 
with CDs and creative technologists work as 
equals to bring contemporary ideas to life. 
These natural leaders spearhead the digital 
transformation and business innovation, 
swarming together as a team effort to deliver 
effective and innovative ways to communicate, 
and to continue to build brands in stimulating 
new ways. 

Recognising that increasingly we’ll be 
earning more of our remunerations from 
non-traditional advertising, we have adapted 
and pitched with Grey’s new tailored model, 
working with the most advanced technologies 
and finding powerful unique ways to express 
our creativity. Acquiring these new skills is 
critical going forward, as digitalisation grows 
and impacts on the African communications 
industry and on the market at a tempo never 
previously experienced. 

Throughout Africa, the burgeoning tech-savvy 
youth market, impatient to progress, is leap-
frogging using whatever new technology is 
available and even producing its own brands 
of innovation, which in some cases have even 
gone global. 

In this new regional market environment, 
the client and agency by necessity will need 
all the more to be trusted allies. The future 
African agency will also have a different 
relationship with both its global and local 
client organisations which will essentially be 
that of an integration specialist – and one 
of the critical business partners who should 
essentially have responsibility for IT.             

To retain our position as our clients’ trusted 
ally we have created a lighter, adaptive IT 
organisation that focus on innovation and 
growth. Our new leadership style is different 
too, with Grey Africa project managers and 
strategists driving visionary ventures and 
leadership empowered to meet coming 
challenges, and successfully carrying out our 
clients’ agendas for 2016 and beyond. 

There are two ways to reach the top of an 
oak tree. You can climb it or sit on an acorn 
and wait. At Grey Africa, waiting is never 
an option.

AFRICA  
– USING OPEN CULTURE  
TO GROW FAMOUSLY  
EFFECTIVE LONG IDEAS
by Peter Jackson



thank 
you.




