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COMMENTARY & INSIGHT

What’s the point of textbooks? Especially marketing textbooks. 
We buy them, borrow them, steal them, read them, scribble 
notes all over them, and may even take an exam based on them.

BRAND MARKETINGDo as I say, not as I do

A nd then we promptly ignore everything we’ve learnt. The theory we’ve sweated so hard to absorb is immediately abandoned in favour of an entirely untheory-like practice.
Deep down, for instance, we know that it’s wrong to cut back on our brands’ marketing investment in a recession, because the cream of marketing academia told us so. So why do we become grovelling yes-men and women as soon as the financial director takes a panga to our budgets?

Deep down we also remember that the text-books tell us that we should always treat our audiences with respect and maturity, and yet we still produce brand campaigns that appear to assume that our customers are as malleable as they are intellectually challenged.Deepest down of all, we know that creativity is the most powerful weapon in our arsenal, but it is also the one that we are too scared to deploy without zettabytes of supporting data (which, ironically, has the effect of stifling any creativity that might just have survived this far).This creativity issue is the big one. There is a mountain of evidence to confirm the clear causal link between levels of creativity in a campaign, and its subsequent commercial efficacy. The more creative it is, the better it works. Astonishingly, advertising recognised for its creativity can be 12 times more effective than its duller brethren. Show me another discipline that comes close to generating that kind of incremental reward. There isn’t one. Not media strategy, not data analytics, not PR, not research, not social media, not anything other than fabulous creativity.And yet we turn our faces from the truth and blow our budgets on advertising that, at best, is workmanlike and, at worst, a product brochure shoehorned into a print ad or a billboard. No wonder Peter Field looked a little downcast 

when he took the 
stage at a fringe 
meeting at this year’s Cannes Lions Festival of Creativity.

Field is a UK-based researcher and strategist who has been the leading light in the “creativity sells best” school of 
brand communications. His work in marrying the international IPA database of effective campaigns to the Gunn Report’s ranking of the most creative work produced each year, led to the confirmation of what many already suspected: that creativity and efficacy are joined at the hip. It was Field who demonstrated the extraordinary leverage that creativity can bring to marketing return on investment.

It may be that Field has a naturally glum demeanour about him; cerebrally inclined analysts often do. But perhaps the real reason for his glumness was because he was bringing a degree of bad news, and he was concerned that the audience’s response might be to shoot the messenger. He survived the ordeal but not before he had issued something of a warning and some advice about how to sustain the levels of creative leverage that his earlier research had revealed, but which this latest round of analysis had shown to be dropping (albeit to still six times the norm).Two main factors were contributing to this decline. The first is an across-the-board cutback in brand budgets as a direct response to the pressure on top- and bottom-line performance that many companies have experienced. Building brand fame is an expensive business, Field noted, “and it’s completely irrational to expect growth if you put such a reduced budget behind campaigns”.

What was that about keeping up investments in difficult times? Perhaps we should draw marketers’ attention to the Swedish saying, that “there is no such thing as bad weather, only bad clothing”.
The second of Field’s observations was that there has been a shift away from long-term brand-building campaigns in favour of short-term, tactical promotions to produce immediate sales results. Short-term campaigns are only one-third as efficient as longer-term campaigns, according to his research. What’s more, the rise of digital media worsens the situation because digital brings with it the promise of instant real-time metrics, and the prospect of immediate measurement often swings the balance towards a short-term approach.So dig out those old textbooks, you marketers, and reread the chapters urging you to think long term, and to fight for budgets your brands need to embrace true creativity. It’ll be worth it: 12 times over.

Andy RiceRice is a branding and marketing 
consultant
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THE PEOPLE FACTOR

The future must be personal

I’m bored. Bored with all the articles and experts telling us we have to change as an industry. Bored 

with being told that digital, data, content and all the other buzzwords are going to be the saviours of the 

advertising and communications world.

T
he truth is that only people 

will save it. Regardless of 

what any business does 

now, advertising or not, it 

must be in a perpetual state 

of change. It must be constantly re-

engineering itself to be better than it was 

yesterday. That means you need people 

who think, contribute, own, execute and 

then go through the process all over 

again — whether that is coming up with 

an idea to sell more washing powder or 

one to make their own business more 

successful.

Herein lies the rub. More than ever 

before, the ad business needs intelligent 

and effective leadership, not just in 

creative but across all departments. We 

are told the industry is not attracting the 

brightest of the bright any more. If true, 

are we attracting average people because 

of our attitude to their careers?

Here’s my take. We believe we can’t 

find good people but actually we just 

don’t try hard enough and when we do 

find them, we can’t keep them. So what 

are we doing wrong?

As an industry, we need to focus on three 

key areas: correct cultural fit, training and 

empowerment. About 30% of SA graduates are 

unemployed but we say we can’t find people. 

So what needs to change?

First, we need to stop looking for 

experience and start bringing people into our 

organisations with the right attitude and who 

fit our businesses’ cultures and values. One 

of the best people I ever employed came for 

an interview with no experience but was 

incredibly keen to learn and work. I offered 

him the job there and then and asked when he 

could start. He answered: “This afternoon.” I 

gave him the afternoon off, he started the next 

day, and took over from me as MD when I left 

the business four years later.

I don’t deny it’s harder to find millennials 

who meet the cultural fit of an established 

business but this is where the next two areas 

come in. If we train people and empower them 

in a systematic, progressive way, we have 

a better chance of growing them inside our 

businesses. People want training and education 

that will help them advance their careers. If 

we want to create an industry that has a real 

future, we have to take that responsibility as an 

industry very seriously.

We also have to understand that current 

communications industry leaders have 

accumulated an enormous amount of social 

wealth which needs to be passed on to the 

“bright young things” whose careers we now 

hold in our hands.

The education required to make young 

people brilliant must be very 

multifaceted. We need to improve skills 

in three main areas: the technical side 

of our business, which is relatively 

easy; the emotional quotient of leading 

self and leading others; and we have 

to encourage our staff to have an 

educated point of view about the world, 

the future, business and everything in 

between.

Herein lies another rub. We know 

we should but how many of us actually 

invest properly and systematically in 

people? We have good intentions but 

when there’s a clash in the diaries, 

training is postponed and a client 

meeting comes in. Then 12 months later, 

the same client is putting the business 

out to pitch because the agency has 

underperformed and we wonder why.

Then there is empowerment — and I 

don’t mean the black variety. This again 

is a millennial thing. Millennials are not 

stupid but they don’t like rules. So if 

we manage them in a traditional way, 

they leave. For a millennial faced with a 

problem, being told how to solve it is a 

major demotivator. Rather ask them how 

they would solve it, and you are likely to hear 

original, creative and effective solutions. The 

old geezers at the top need to guide, not dictate. 

Actually, regardless of millennials, guiding with 

a soft hand is always the best way to get the 

best out of our best people.

In essence, I am saying: don’t look for people 

like you, look for people who want to learn. 

Then teach them and offer them on-the-job 

experience which develops them and grows 

their experience and confidence at the same 

time. 

With the odd exception, there are no bad 

employees, just bad bosses.

Lynn Madeley

Madeley is CEO of Havas Southern Africa

Lynn Madeley
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P HD is going to have to find a new 

sob story to preface its AdFocus 

entries. The media agency likes to 

remind us each year of how many 

times it has tried and failed to win. 

This year’s entry stated: “We have a problem. In 

eight attempts we’ve never won AdFocus Media 

Agency of the Year.”Well, MD Anne Dearnaley, you and your team 

can stop feeling sorry for yourselves. Because 

not only is PHD the 2016 AdFocus Media 

Agency of the Year but it’s also the overall 

AdFocus Agency of the Year.

The latter award means our jury rates you the 

best agency in any category: advertising, media, 

public relations, digital, specialist ... the works.

The first time we made this overall award, in 

2015, scoring was split between the jury and 

agencies themselves. This year it was down 

exclusively to the jury. After all the sectoral 

agency awards were decided, the first and 

second in every category, plus other agencies 

that had scored within a defined points band, 

qualified for the overall award.

Another round of discussion, another round 

of scoring, and PHD was the overwhelming 

choice. FCB Johannesburg, our Large 

Advertising Agency of the Year, was second.

The assessment period for media agencies is 

slightly different to that of other categories: May 

to April instead of July to June. During that time, 

PHD increased billings by 27%, to about R2.4bn. 

Revenue, it says, has grown at double-digit pace 

for nine years in a row. New business of R414m 

last year came from accounts that included 

Liquid Capital, Teljoy, Future Growth, Pepkor, 

GSK, Novartis, Daimler, Direct Axis and Bacardi.

At last year’s Most awards media gala, PHD 

was named specialist agency of the year for the 

third time in a row, and the agency won two 

golds at the Advertising Media Association of SA 

(Amasa) awards.In the media agency sector, however, more 

than any other category, winning AdFocus 

requires more than new business and awards. 

We look at client retention, staff experience, 

transformation, social responsibility, billings, 

staff ratios and more. We are looking for a great 

business. PHD scored well by almost every 

measure.We also ask for a case study showing how 

agencies have made a palpable difference to 

clients’ business. PHD used the example of its 

integrated campaign for classifieds website 

Gumtree, which wanted to increase its market 

penetration of Pretoria.
A seven-week campaign early this year, 

involving “mystery” containers suspended over 

the N1 and N14 highways, plus billboards and 

prime-time radio competitions on Jacaranda 

FM, ended with a music event attended by 

15,000 people. As a result of the promotion, 

Gumtree received thousands of new ad listings 

and entries — four times the number it had 

attracted on previous national or regional radio 

competitions.According to Gumtree SA marketing manager 

Claire Cobbledick: “This campaign shows the 

power of a truly integrated plan through high 

levels of engagement between PHD, media 

owners and innovative, never-been-done-

before ideas.”PHD is part of the Omnicom Media Group 

(OMG) stable, so the AdFocus win will offer 

some consolation to its head, Josh Dovey. He 

figured senior agency OMD was in with a 

shout this year but, in the aftermath of Gordon 

Patterson’s murder, there were understandably 

more pressing issues to attend to than filling 

out questionnaires. We look forward to the 

agency returning in 2017.
PHD describes itself as an “un-real” media 

agency. Dearnaley says: “We have brand 

consultants, econometrics specialists, hybrid 

planners and technologists. You don’t get those 

kinds of people in real agencies. You get planners 

and buyers and they tend to be divisions within 

the company. We like to have people with 

multiple skills because that’s what clients like.”

The frustration is finally over

AGENCY OF THE YEAR and  

MEDIA AGENCY OF THE YEAR:  

PHD MEDIA SA

AWARDS

PHD group MD Anna Dearnaley, left, with managing partners Ilan Lazarus and Lynette Heyns

The future of brand communications and why some marketers won’t dance to a 
one-man band
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