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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 

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.

Luca Gallarelli - MD of Ogilvy 
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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


