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NOT MIMICRY
MASTERY

Theo de Groen, the owner of the Grolsch brewery 
between 1887 and 1950, knew he had a unique beer. 
To do it justice he felt only a different, special kind of 
bottle like no other would do. Having dismissed over 

100 bottles, against his accountants advice and to 
their dismay, he insisted on the iconic Swingtop. 

“My beer deserves a special kind of bottle and leave 
the brewing to the brewers,” he exclaimed. Thankfully 

they did. Which is why every Swingtop bottle of 
Grolsch today, has that unmistakeable, 

individual, bold, hoppy taste.

ROYAL GROLSCH ROYAL GROLSCH • HOLLAND
CRAFTSMANSHIP & ARTISTRY
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Spoilt for choice.
Quality, quality or quality.
Fine papers for every publishing purpose.

The intelligent paper selection for printed publications. Hanno for distinctive communications,
Magno for spectacular printed results, Galerie renowned for outstanding image production
or Triple Green, the responsible choice for innovative quality printing. Our papers come
from sustainable, well managed forests.

Visit www.sappi.com for more information on our leading brands.
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The Journal, in association with MASA, 
DMA, CMO Council, and Services SETA 
provides cutting-edge reporting on all issues 

pertaining to the marketing commentator. In the 
four years since media and marketing commentator 
Jeremy Maggs has edited the publication, it’s 
become an indispensible read for marketers and 
brand managers.

The Journal, published six times a year and 
distributed to a targeted database of 4000 
professionals identifies those issues that worry 
marketing professionals. 

We unpack and interrogate them and offer 
real solutions. The Journal is written by some of 
the leading business and marketing brains in the 
country.

The Journal has also spawned our sell out 
breakfast debates and brand forums. There are 
plans to increase the frequency in coming months.

The Journal is a companion publication to 
The Annual – a definitive guide to South Africa’s 
advertising, branding, media and marketing 
community and the Marketers Red Book – a 
directory of leading practitioners in the industry. 

Popular sections in The Journal include
•		  Five Strong Voices where leading practition-

ers give their insights into the industry includ-
ing a regular column by the tallest brand-mind 
in the country, Andy Rice.

•		  Head to Head with a leading industry person-
ality where they’re given a tough time on major 
issues and asked to defend their position.

•		  Marketers Cheat Sheet where a leading 
marketer is quizzed on strategy and opera-
tions. 

•		  The bulletin board where relevant industry 
news is reported on in brief. 

•		  Campaign Corner where new advertising is 
analysed and rated.

Anyone wanting to reach marketing 
decision makers:

• �Media owners, including publishing houses, 

newspapers,TV stations,  

radio stations, outdoor advertising specialists

• �Market research  

professionals

• Branding specialists

• Promotional companies

• CRM solution companies

• �Advertising and  

media agencies

• Training institutions

• �Alternative media companies

Audience includes:

• Marketing directors

• Marketing managers

• Sales directors and managers

• Brand marketing managers

• �Category and project managers

• Chief executive officers

• Advertising

• Media directors

• �Media strategists and planners

• Account directors

• Media owners

Who should advertise?

Distribution
4000 copies are distributed to 
marketing and media industry 
captains and decision makers

Logos ???  talk to Megan
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he Victoria Falls. The Zambian side. 
Downtown Livingstone, at the entrance 
to the path that takes you to the 
cataracts. One US dollar buys you an 
hour’s use of a green plastic poncho. 

Probably the worst eight rands I’ve spent for 
many a moon – not just because this sleeveless 
raincoat is neither fashionable nor fl attering, but 
because it’s simply useless in the face of the 
unrelenting torrent of spray thrown up by Mosi-
oa-Tunya, ‘the smoke that thunders’. At best, 
the poncho upgraded my circumstances from 
waterlogged to merely drenched.

In all honesty, I could have been completely 
underwater and I wouldn’t have cared, such 
is the awesome spectacle of the Victoria Falls 
when the Zambezi is in full fl ood. Rarely has 
the word ‘visceral’ been more appropriate a 
descriptor. Your rational senses are pathetically 
inadequate. You can see nothing but the spray, 
hear nothing but the roar, yet in your gut the 
falls are captured as clearly as if by an internal 
digital camera, picture-perfect. No wonder 
the Victoria Falls is one of the seven natural 
wonders of the world.

As we boarded our plane for the short trip 
back to Jo’burg (we had the choice of at 
least three good airlines) I started to think 
a little about our country’s tourism strategy, 
especially in this year of the FIFA World Cup. 
When we were awarded the tournament, 
there was much talk about this being ‘Africa’s 
Cup’ and that although South Africa would 
host it, the entire continent would benefi t. In 
a spirit of boundless largesse, South Africa 
would share the global spotlight with our 
African brothers to the north. Yeah, sure. 
We have seen precious little of this kind of 
generosity since the day Herr Blatter opened 
that auspicious little envelope. This is South 
Africa’s time, South Africa’s tournament, 
fi nished and klaar.

Such insular thinking is inappropriate not 
just for the World Cup, but for tourism 
generally. We are blessed in this country 
with an array of natural and man-made 
attractions that are the envy of almost every 
other nation on this planet. Yet, in the wider 
sub-continent, we have, astonishingly, even 
more to offer. Our South African national 

parks are magnifi cent, but who could fail to 
be moved by the extraordinary inland delta 
that is the Okavango, or the desolation of the 
Namib? Our coastlines are rightly famous, 
but who wouldn’t be equally gobsmacked 
by the Quirimba Archipelago in northern 
Mozambique, or even the bohemian 
beachfront bars of the Ilha de Luanda? And 
then there’s that little trickle called Victoria 
Falls...

We should think region, not country. Multi-
national tour packages should be the 
preferred option. We should be happy 
to share foreign tourists’ dollars with our 
neighbours. The word-of-mouth will be richer, 
the referrals will be greater, and in the long 
term our tourism sector will be healthier. Who 
knows, an American or two may even learn a 
little more about the geography and politics 
of southern Africa, and stop tarring the whole 
region with the Mugabe brush. Now that 
would be a result.

Andy Rice is happy to follow in the footsteps 
of other great African explorers.

Andy rice  the smoke that thunders

5 strong voices

t
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MTN radio station of the year

Talk Radio 702 – 

Talk Radio 702 says that its fearless pursuit of the truth is what sets it apart.

e leave no stone unturned 
when questioning those 
in power, whether in 
business or government,” 

says Pheladi Gwangwa, Talk Radio 702 station 
manager.

“We also believe that our interaction with our 
listeners is unique. We communicate with our 
listeners via SMS, email, call-ins and new social 
media like Twitter and Facebook. We also host 
regular events in the community, which give 
listeners a chance to meet the personalities.”

Other elements that set 702 apart include: 
Talented personalities who have great 
opinions and are vocal on issues. 
That the station focuses on issues that 
are important to listeners – “so while we 
naturally cover international news stories, we 
understand that the pothole on their way to 
work may be more critical in their lives. And 
we try to sort out those potholes.” 
‘Eyewitness News’ and traffic – in touch, in 
tune and independent. If you tune into 702, 
you will know what’s happening in Gauteng.
The station is seen to set the agenda – “We 
are seen as a news source and are often 
quoted as such in other media.” 

Gwangwa says the station is careful to 
remember that everybody has the right to 
freedom of speech and that it needs to respect 
guests’ and callers’ opinions even if it doesn’t 
agree with them. It is also important to reflect a 
range of views.

“But we’re careful that we don’t become what 
we call ‘whinge radio’, where all we do is moan 

•

•

•

•

about problems. We like to make a difference 
and find solutions to problems rather than 
simply harping on them. Solutions-driven radio, 
with good news and success stories sounds far 
better on air than complaining.” 

Talk Radio 702 broadcasts across Gauteng. 
Latest RAMS figures indicate it has a listenership 
of 538 000.  

Gwangwa says 702’s deep relationship with 
listeners and the fact that it is very interactive, 
means that the audience tends to listen longer, 
which, for an advertiser translates to increased 
repetition of their advertisements and therefore 
better value. “We have an affluent audience, 
with over 90% in LSM 7 to 10. We have 
a professional sales team who aim to find 

solutions to problems rather than create generic 
advertising packages. Tailor-made solutions 
look at all aspects of our business including 
opportunities on the web and at our events.”

On the station’s reputation for becoming 
involved in community issues, Gwangwa says: 
“People turn to Talk Radio 702 in frustration 
when they are getting no resolution from the 
relevant authorities. Often these individual 
problems highlight a broader problem and we 
can impact on a number of listeners’ lives by 
drawing attention to the issue. We understand 
that we can’t fix everything and address each 
problem, but we try to make a difference where 
we can. A lot of the work we do never even 
gets to air – it can be as simple as connecting a 
frustrated listener with the right person. 

“w

Kieno Kammies

Bruce Whitfield

CMSA CPD
t’s been an exciting year – not only is South 
Africa preparing for “The Big Event”, but 
the Chartered Marketer programme has 
officially been integrated into the Marketing 
Association of South Africa MA(SA).  

The CPD programme for CMSA, however, 
remains unchanged. The guidelines for the 
CPD programme and the specific criteria that 
need to be met are detailed in the CPD guide 
for 2009 / 2010.

The compulsory component of the CPD 
programme is that CMSAs attend at least 3 of 
the 4 CPD workshops being presented in the 
CPD calendar. Those that are not able to meet 
these requirements are required to apply for 
exemption from the CPD workshops using the 
appropriate forms.

The CPD calendar is presented in the table on 
the right:

For more information about the CMSA CPD 
programme, please contact Dr Michele 
Serfontein at Michele@bdtcc.co.za. i EVENT PRESENTER Johannesburg

Cape
Town

Durban

Minimising Complexity in Marketing 
– A Systems Approach

Roy Marcus 26 May 24 May 25 May

The Webtel.mobi Intercontinental 
Challenge – a Marketing Lesson

Brendan Seery 21 July 23 July 22 July

CPD Forum (Markex) : Marketing – Ethics, 
Professionalism and Practice

25 Aug 18 Aug 19 Aug

Interim submission of CPD record card 31 Aug

CPD Forum  - Using the Recession as an opportunity 
to redefine Marketing Strategy

14 Oct 22 Oct 22 Oct

Final Submission of CPD record card 3 Dec

Time: 9:00 – 12:00
Venue: To be confirmed

Registration: Email to michele@bdtcc.co.za 
Registration free of charge • Light Lunch included
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services seta

qualification. The combination of qualification 
and designation provides a benchmark of the 
following qualities:

A minimum level of formal academic 
qualification in that profession.
A minimum verified level of competence and 
experience in that profession.
Proven personal integrity and the willingness 
to adhere to a code of ethics and conduct, 
which is supported by a public disciplinary 
process that protects the public, consumer 
and/or client.
On-going maintenance of knowledge, 
experience and competence through a 
compulsory programme of professional 
education or development (continuing 
professional development – CPD).

What does this all mean and what are the 
benefits of getting these designations?
Having a professional designation conferred 
comes with the responsibilities mentioned 
above. A professional embarks on an on-going 

•

•

•

•

course of action and maintains, above all else, 
professional competence and ethical integrity.

Out of this comes the most important benefit
– to the professional AND the profession. 
First, the individual professional has a profile 
that is verifiable through membership of the 
Professional Body that is responsible for the 
designation. Secondly, the professional is held 
accountable to the professional body for his/
her ethical and responsible conduct.

Thus the most important benefit is 
ACCOUNTABILITY.
This is also important to the employer and the 
profession. The profession has a benchmark 
against which to measure its standards of 
ethics and competency requirements. In terms 
of the King lll Code of Governance, the most 
important assets of a company are brand 
value and reputation. King lll makes it clear 
that the risks concerning brand and reputation 
impact on the sustainability of an organisation 

and hence are at the heart of good corporate 
governance of that entity. These risks need to 
be managed by a responsible director on the 
board, and in our opinion, this person is the 
Marketing Director.

It should thus make sense that appointing a 
qualified professional, who is also accountable 
to manage the most important risk of an entity is, 
in itself, an important risk-mitigating strategy. 

It is thus our contention that becoming a 
qualified and professional marketer – CMSA 
or MPSA – promotes the individual’s career 
prospects. At the same time this adds status 
and prestige to the profession of marketing. 
This is achieved through the appropriate actions 
of company boards in recognising the value of 
professional marketers being at the helm of the 
management of their priceless assets – brand 
and reputation.

CJ de Villiers – April 2010 
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an you name three great radio ads 
you heard this week? No? Don’t fret 
– you’re not alone. It’s a technique 
employed by Sonovision chief 

executive John Culverwell when consulting to 
advertising agencies across the country, and it 
consistently produces the same results.

“The great majority of radio ads do not even 
get heard, let alone get remembered,” says 
Culverwell, who doubles up as a member of the 
MTN Radio Awards judging panel, and has 35 
years of sound production under his belt. “The 
thing about radio is that we’re always doing 
something else whilst listening to radio – like 
driving to work.” That makes the task of the 
advertiser, creative and radio spot producer 
even more challenging, beyond the obvious of 
stating that radio only has sound with which 
to grab the consumer, as opposed to the likes 
of television and print advertising that benefit 
from the use of images. Never mind the fact 
that the listener is spoilt for choice, with nearly 
150 national, regional and community radio 
stations in South Africa.

Marketing strategist and chairman of 
Yellowwood Future Architects Andy Rice 
cautions against getting too carried away by 
radio’s supposed limitations and advises that 
basic advertising principles still be applied. 
“When ads are fun, when ads are interesting, 
when ads are genuinely informative, when ads 
are useful, we love them,” says Rice, whilst 
making the point that the great strength of 
a brand and its communication is when it’s 

built on a genuine, human truth – an insight, 
something that actually resonates with 
people.

Rice cites the example of the washing powder 
brand, who’s ‘dirt is good’ line resonates with 
every mother who wants her child to grow up 
in an unrestricted environment, where he or 
she is encouraged to go out and ‘play’ and 
not worry about the potential consequences 
for their clean clothing.

Ultimately, it comes back to being relevant 
to the consumer or, in this radio context, 
the listener. “There has to be something in 
that radio ad that’s worth my while. It could 
be humorous, dramatic or provide me with 
information that I need,” says Culverwell. But 
another of the MTN Radio Awards judges and 
partner at The Forensic Marketing Company, 
Aubrey Malden, believes the foundations for 
a great radio spot are laid a number of steps 
back, starting with a significant amount of 
time dedicated to pre-production. “You’ve 
got to have a studio/production facility that 
understands radio and is expert in radio. 
You’ve got to have proper casting, to make 
sure you’ve got the actors you want. You’ve 
got to have the ability to slash the script and 
experiment with sound effects,” he says.

Malden also identifies the important role that 
clients play in this process, particularly if they 
don’t have a background in radio. Culverwell 
picks up on this, saying, “From the marketer’s 
point of view, there’s a massive lack of 

understanding (in South Africa) of what works 
and what doesn’t work. I think there’s a huge 
arrogance within marketers that they think 
people are waking up to hear these radio ads, 
which, of course, they’re not – they don’t give 
a rat’s arse about them.” Now, that should be 
a concern for an industry that, according to the 
Radio Advertising Bureau, spent approximately 
seven billion rand on radio last year. 

Further to this argument is the temptation 
to try and sell too much in one 30-second 
commercial, and to over-write. It’s the old 
KISS principle – Keep It Simple, Stupid ! 
“Have one idea and one thought that you want 
to dramatise in the radio commercial,” says 
Malden. “If you have a client who wants to say 
six things about their product, either persuade 
them to say one thing or persuade them to 
make six different radio commercials.”

Culverwell and Malden agree that writing is a 
badly undervalued skill in South Africa, yet it 
plays such an important role in the production 
of great radio spots when the above principles 
are applied. For example, Creative Circle’s 
Radio Ad of the Year for 2009, which they 
awarded to Net#Work BDDO Johannesburg, 
for the Virgin Atlantic Airlines campaign – was 
a series of three short stories, promoting 
upper-class travel. Brett Morris, of Draftfcb, 
chaired the judging panel, saying: “The 
agency had such a strong idea, well-crafted 
and executed. In fact, the writing was quite 
bizarre (which was the idea…) and yet at the 
same time, effortless.” 

c
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