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1,000,010,000 consumers.
527.5 bi“lon US dollars in untapped spending power.

a world of potential
on one continent.

COUNTRY | AREA
100km?
China | 9597
USA | 9629
India | 3287
Mexico | 1964
Peru | 1285
France | 533
Spain | 506
Papua New Guinea | 462
Sweden | 441
Japan | 378
Germany | 357
Norway | 324
Italy | 301
New Zealand | 270
United Kingdom | 243
Nepal | 147
Bangladesh | 144
Greece | 132

TOTAL | 30.102
AFRICA |30.221

Africa has a lot to offer. But there are challenges, such as a lack of reliable
information and an extremely diverse population that makes it difficult for
many marketers to access.

While others talk about building a consistent
network throughout Africa - we are actually doing
it. That’s where Aegis is different.

Aegis is the first company to bring meaningful media insight and strategic
planning to Africa with our comprehensive Consumer Connection Studies
(CCS), Outdoor Consumer Surveys (OCS) and Integrated Communications
Planning (ICP).As the fastest growing network in Sub-Saharan Africa, we've
expanded by 400% in the past 18 months and own businesses in 11 markets
with affiliates in all key strategic markets.

Aegis Media, home to Africa’s
leading communication brands

9 Carat

trigger/isobar

We've also pioneered the delivery of reliable statistics on internet and mobile
phone usage in Africa, our research shows that Nigeria alone has 50 million
internet users and there are more mobile phones on the continent than there
are people.

The Carat Academy, Africa’s first media training institution, further ensures
that only Aegis can consistently deliver the skills and services you need to
access Africa’s untapped potential.

Contact us at Aegis Media Central Services
CEO: Dawn Rowlands

Tel:  +27 (0)21 5266 200

Mail: dawn.rowlands@aemedia.com

Posterscope

South Africa click ng.
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Agnes Barnard
The year of short-term commitments

As the world gets hotter and we become more connected, and
brand interaction is now a conversation and no longer a
monologue, the trend we are seeing coming through loud and
clear are those of "short-term" commitments.

1. Clients are reluctant to sign off annual plans

In an economy where every cent is under scrutiny, signing off a 12-month
budget and plan seems like signing for a lifetime commitment. Therefore,
there is a reluctance to sign off an annual plan and more of an inclination to
commit in chunks of three and six months.

2. Clients to take a view in the last quarter of their fiscal and, if targets are
not reached, budget cuts are applied

Clients set adspend as a percentage of turnover. Therefore, the lower the
turnover, the lower the budget. These erratic spending habits are forcing
creative agencies to be more strategic with the money they have to work
with.

3. TV in general seems to have become less lenient, with negotiation,
compensation and even deadline for material delivery

Television needs every cent of ad revenue it can obtain. PVR has come in to
households where consumers are skipping through the advert breaks;
therefore the potential reach is down.

Therefore TV is less flexible when it comes to negotiating, taking on a "no-
nonsense" approach when it comes to things such as material delivery

deadlines. The same overheads apply, regardless of the advertising revenue.

4. Through digital specialists, clients are a lot more informed about the
medium and a lot more willing to budget for the medium

Agnes Barnard started her
media-buying career at the SABC

then moved into the advertising
and creative industry in both
Cape Town and Johannesburg.
She was one of the founding
partners of Full Circle Media,
which was bought in 2006 by
Aegis Media sub-Saharan Africa
(www.aegismedia.co.za). Today
she heads up the Aegis Media

buying division as director.
Contact her on tel +27 (0)21 5266
253, email
agnes.barnard@aemedia.com
and Skype agnes777.

Clients are being educated on the power of social media and digital marketing. Historically, it was a "nice-to-
have" and now it is a "need-to-have", and the digital arena is fully integrated into the marketing mix across the

line.

AVB deals are becoming the norm

Pressure is mounting on thin margins and the more clients are pushing better deals, the more media agencies

are needing to find other sources of income.

On the one hand, media owners are under pressure from media agencies to do more volume deals. Media

agencies, on the other hand, are under pressure in pitches to provide the information on the volume deals they
hold with media owners, in some cases just to get entry into the pitch process.

5. CPT trading

The reality of buying TV on a CPT basis is here and already in practice, certain to become the norm - provided the
media owners gear themselves up to manage this new trading process. 2>

j'_f g AR EN =

©2012 Bizcommunity

2012 Biz Trends Report sponsored by Aegis Media


http://www.bizcommunity.com/BizTrends
http://www.aegismedia.co.za/
http://marketing.bizcommunity.com/196/424.html
http://www.aegismedia.co.za/
mailto:agnes.barnard@aemedia.com
http://www.bizcommunity.com/Profile/AgnesBarnard

Agnes Barnard cont.

6. New shopper journey - role of digital ecommerce key!

Going back to basics - customers want an easy yet memorable shopping experience where the products they see
are available. On the same front, store owners want to follow customer trends and entice consumers into
purchasing decisions.

These basics have transferred from the retail space into the e-tail space, where online shopping is fast becoming
the norm. Thus, e-commerce involves creating a magic customer experience within the e-commerce set up to
convert browsers into buyers.

7. Content seeking platforms

Clients are striving to reach their markets outside of the clutter and traditional formats. Content of clients, and
content clients can associate themselves with, is being sourced and pushed to market

8. eBooks are now outselling paperbacks in America
What Apple did for music with the iPod, so has Amazon for books and written material with the Kindle.

Not only is this a convenient way of consuming written media, but it is environmentally friendly and, as the
world becomes more aware of the importance of cutting back on paper usage, digital options will slowly but
surely make way for traditional print options - be it books, newspapers, magazines or journals (But what about
the cost of rechargeable batteries, energy for recharging, manufacturing and disposing of devices? —
managing ed).

9. Three times more people watch videos on YouTube than download music

One could say that streaming is becoming a trend in media consumption, be in video or audio format. In the
music arena, consumers are obsessed with listening to bonus content and alternative versions - live, remixes,
interviews being just some of the things that are being watched by music lovers all over the world.

With the emergence of faster bandwidth, which is becoming less expensive, consumers are less cautious when
consuming video content of all types on YouTube.

10. 25% of all phones sold in Q1 2011 were smartphones, which is 85% more than Q1 2010

Social media is one of the main reasons for this. Blackberry Messenger has taken on the world by storm and
consumers partake in their usual Facebook, Twitter and Linkedin activities while on the go.

This has become an important observation in out-of-home advertising, where campaigns are often integrated
with technologies that can be applied by consumers using their smartphones.
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Allison Cooper
Getting published in 2012

While 2012 will bring another hard year for some brands and
their consumers, there are others which will continue to
perform really well.

What is it that makes one stand out from the other? Quite simply, generating
positive publicity for the brand in such a way that it's constantly top-of-mind
and enables consumers to engage with and experiment with it.

What creates positive publicity for a brand? In 2012, marketers must seek out
trends that not only enable a brand to engage with consumers, but also
ensure that they are constantly breaking through the media's gatekeeping
role to ensure newsworthy publicity opportunities.

1. QR codes

Quick response (QR) codes have taken the spotlight in the public eye. Not
only are there various media on which to print them - from t-shirts, mugs,
caps to Z-Cards and magazines - but they enable consumers to interact with
the brand by engaging their attention.

Any publicity campaign featuring a QR code in 2012 will be well worth its salt,
as the opportunities for directing consumers and the media to websites,
blogs, online competitions and consumer surveys are endless.

2. Engaging consumers at their leisure

With today's fast-paced lifestyle, consumers have less and less 'downtime' in
which to relax and spend quality time with family and friends. As such, the
last things they want to be bombarded with during this time are advertising,
marketing and in-your-face sales people.

About the author
Allison Cooper launched
specialist writing and publicity

agency Allycats Public Relations
(www.allycats.co.za) in 2008. Her

15-year career spans publicity
generation, journalism and
freelance writing across
numerous industries. Email
Allison at ally@allycats.co.za,
follow @AllyCatsPR on Twitter,
and connect with her on
Facebook and Linkedin.

Brands hoping to engage consumers when they are open to absorbing the advertising message need to do so
subtly, like after their drink or meal with very clever creative and samples inside the bill folder.

From publicity opportunities in trade and consumers media to word-of-mouth viral publicity, this trend is set to

boom in 2012.

3. Social media

Social media is rapidly changing the way that news is reported. It's instant, which means that the reputation you
have been trying so hard to build can be destroyed via one person's tweet which becomes a viral campaign

before you've even had a chance to log onto Twitter or Facebook.

In 2012 we will see brands realising that they have to be alert, quick and, most of all, honest. Social media is an
ideal medium in which to engage consumers. Essentially, they choose to follow and interact with you, which
means you now have direct access to them without having to go through a middleman who may or may not

change the actual message you were hoping to portray.

In terms of publicity generation, there will definitely be a greater move towards incorporating social media into
any publicity plan. >
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Allison Cooper cont.

4. Integrity and trust

Integrity and trust are simple words. Yet, so few brands have learnt what they mean to consumers and how they
can go so far when it comes to generating loyalty - and thus sales!

The increasingly competitive consumer landscape will demand integrity and trust from brands in 2012. If you do
it right, your efforts will be worth talking about to ensure you are kept top-of-mind.

5. Effective communication

Enabling your consumers to get a better understanding of who you are, what you do, and how your products will
benefit them is of the utmost importance to ensure loyalty to your brand.

In 2012, it won't be as much about the actual brand name, but what that brand is doing to assist its consumers
during tough economic times.

Whether this involves loyalty programmes, special offers or giving back to communities through corporate social
investment programmes makes no difference. It's not going to be about what you do, but how well you do it and
how effectively you communicate about it that counts.

6. Going green

What does your carbon footprint look like? Are you making strides when it comes to preserving the environment
and assisting your consumers to get rid of your product's packing after they have consumed it?

All environmental issues, as with COP17 in 2011, will continue to be a major focus during 2012 and beyond.

As carbon footprints and conserving the environment are so newsworthy right now, any effort you make - as
long as it's genuine and makes a difference - should be of interest to environmental and other publications that
consumers read.

With the economy as it is, consumers also want to make what they can from recycling or trading in their used
goods. Help them to do this, and you are all set for a more prosperous 2012.

These are just a few of the trends we will see brands resorting to, to ensure consumer loyalty and keep
themselves in the spotlight in 2012.

In order to survive in such a consumer-savvy environment, you have to be creative. But, make sure you
understand the basics:

e  What do your consumers want and need?

e How can you best reach and communicate with them?
e What are they reading?

e What do they want to hear about?

Do you have what it takes to reach beyond puff and create actual news in 2012?
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Amanda Sevasti Whitehouse

Twelve specifically South African social media trends

Looking at the future of social media, it's easy to consider
international trends and forget that South Africa is a developing
market with unique features. In some ways, particularly mobile
adoption, we are ahead of some developed markets, but in
others we are still playing catch-up.

Here is what will most likely define the South African market in 2012:
1. Community management moving in-house

This is already happening in developed markets. In South Africa, it will apply
to day-to-day updates, while agencies will continue to provide content
planning and campaign-specific support. However, many medium-sized
companies will still entrust their online brand management to an agency.

2. Big agencies go social

Until now, it has been nimble specialist agencies that have pioneered local
community management. But as this moves in-house, large clients will expect
their traditional agencies to provide greater strategic input and support. In
addition, more big agencies will develop and expand their social media
offering.

3. Twitter explosion

Trying to pin down Twitter user statistics for SA is nearly impossible, but the
boom in smartphones and stagnation of MXit, combined with more
affordable data, will see this channel finally reach a local tipping point.

4. Demise of content

In the world of social media, content is not king - conversation is. People
prefer bite-size tidbits to discuss with friends and peers, as evidenced by the
frequent lively debates on Facebook and Twitter. They won't watch a five-
minute video unless it has sparked a discussion.

5. Rise of planning

Many local brands have been conducting their social media on an ad-hoc

basis without having a comprehensive strategy or plan in place. As the industry becomes more sophisticated and

About the author

Amanda Sevasti Whitehouse is
social media account director at
Ogilvy PR Johannesburg and a
regular commentator on the
digital landscape in South Africa.
Before moving into online
communications, Amanda
worked as a copywriter and
creative head for eight years on
BTL activations and digital
campaigns. Amanda understands
that the future of PR and
advertising is inextricably linked
with online influence and social
networking. She dreams of a day
when data is free. Email her at
Amanda.Sevasti@ogilvypr.co.za

and follow @AmandaSevasti

on Twitter.

established, even social media-phobic brands will start allocating more time to this.

6. The "golden minute"

It used to be an hour, but that's old news. Rapid response times will become increasingly important for brands as

South Africans spend more time interacting on social media channels.

7. Social media fatigue

Consumers who have been interacting with social networks for a while will start to use fewer channels less often.

Brands will have to be more relevant and useful to sustain engagement. >

T
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Amanda Sevasti Whitehouse cont.

8. Filtering and management tools

As a result of this fatigue, there will be greater demand for applications that save time and effort when managing
your social presence. An example is the highly efficient "If This Then That" (ifttt.com), which allows users to
create formulae for sharing and responding across a multitude of platforms.

9. Verification

Officially verified accounts for both celebrities and brands are already the norm in developed markets. SA has
been slower to catch onto the benefits of verification. As Twitter reaches critical mass, more and more
companies will take steps to protect their brand names.

10. Tighter budgets

As the recession continues into 2012, PR and marketing budgets will be under even greater pressure. Companies
will expect more for less, and agencies will need to be innovative and money-savvy when engaging with online
communities.

11. More measurement

Despite tighter budgets, online reputation measurement and monitoring will grow in importance as clients begin
to appreciate the huge advantage of having what is effectively comprehensive customer research at their
disposal.

12. Increased skills development

As social media matures and online brand management becomes more sophisticated, there will be a surge in the
development of local skills. Advertising and PR graduates will be expected to know their way around social
networks, while clients will welcome training.

Of course, every year we try to predict the comings and going of an industry that frequently defies any kind of
forecast, but it is the surprises that make it so exciting.

Therefore, the most important tool you can have at your disposal is the ability to adapt.
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Andre Redelinghuys
Tough year, tighter trends

Anticipating this year's macro environment, most analysts are
banking on a European recession. | think this will set the tone for
another tough business year globally. With business tightening
its belt and household income under pressure, frugality will once
again be the driving consumer trend. We can dust off those reports on how
to market to tight-budget consumers, not that they have gathered much
dust.

Because of this, consumers will be looking for real value. The brands that are
naturally positioned to best respond to this situation will be the ones that
have the most impact in 2012.

In the last recession, most people reduced their overall luxury spending as
expected. However, what was interesting to see was that although reduced,
people still concentrated their luxury budgets on substantial items. The
thinking was, 'If I'm going to have less luxury I'm going to make it count.'
These were not necessarily big-ticket items, but good quality products,
services and experiences that left the customer with something to savour.

Looking for quality and luxury within reason will once again be high on the
agenda in 2012.

Tough business climate aside, the world of technology, connectivity and
communication will continue to march on relentlessly. As we become more
connected, so there will be more options, sources and layers of information
available. Even though e-commerce is still just a blip on the radar in South
Africa, it is clear information is changing the way we consume.

1. Simplicity attracts

About the author
Andre Redelinghuys is head of
strategy at HKLM
(www.hkIm.co.za; blog). He
develops and transforms brands
to drive successful business and
sees planning, design, message
and medium all as part of the
continuous relationship required
to build inspiring brands. Email
Andre, follow @dre rede on
Twitter and connect on LinkedIn.

Nevertheless, there is a big downside here as well - so much information is constantly being generated that
people cannot make sense of it properly before another layer is added to the datasphere.

This is true beyond the digital realm too; the world is overloaded with information, misinformation and 'stuff'.
This is increasingly prompting consumers to look for - and see - the value in simplicity. They want products and
services that are easy to use and enjoy. These must be well communicated, understandable and part of simple
and seamless experiences.

Against this backdrop, brands that play games and that have confusing products and messages will perform
poorly. This issue remains an organisational challenge more than anything does, as complex and inefficient
businesses struggle to produce simple and efficient goods. Strong performers in Siegel+Gale's annual Global
Brand Simplicity Index will most likely become more relevant in the end, as the world becomes more complex.
Ultimately, brands that deliver their products and messages simply will benefit in any category, from luxury to
consumer goods, and from corporate services to commodities. 2>
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Andre Redelinghuys cont.

2. Top trends

Facebook relinquishing some of its lead to Twitter. Facebook is forever changes its interface and shows
little regard for its users and their privacy while Twitter's offering remains fairly constant and simple. =

E-commerce picking up in South Africa, as people search for better value while more international
offerings gear up to deliver locally and local offerings mature.

Perceptions around Asian brands strengthening as manufacturers like Hyundai continue to close the
quality gap on Western brands while offering much better value.

'Made in China' becoming the call sign for good value.

More local retailers adopting loyalty and value programmes like Pick n Pay's Smart Shopper, as well as
other tricks learnt from retailers in more developed markets.

Brands, particularly those targeting the youth, leveraging sentiment around civil disobedience as the
anti-institutional mood grows globally (as it tends to in tough economic climates).

=
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Angela Quintal

Media industry encountering unprecedented challenges

The fragmentation of the media and the mind-boggling range of
sources of information available to readers, from Wikipedia to
Google and the social networks, have conspired to cause
publishers of print media to re-evaluate their roles, much as the
horse-drawn carriage industry was forced to with the arrival of the internal
combustion engine.

Does that mean that print is dead? No, far from it, but periods of serious
introspection are nonetheless the order of the day for publishers of
newspapers and magazines across the globe.

The market for newspapers will not dry up overnight, or indeed anytime
soon, for that matter. In fact, it is likely that there will always be a market,
albeit not a "mass market" for the printed page.

Young readers (for young, read 16-35 and older), as well as techno savvy and
better-heeled consumers of whatever age, will more and more shift from
traditional news vehicles to the convenience of the tablet, Android and ever-
smarter mobiles, for their news and information. Already the early-adopters
have moved in droves and camped out with the release of every new
generation iPad, and Androids phones are attracting similar attention.

This is the twenty-first century, and the much-vaunted Information Super
Highway is a reality. Newspaper and magazine publishers and editors are
having to jockey for position to retain their status as the trusted news-
providers, in this brave new world.

It is clear that their ability to meet the challenging trends of this new age will
be paramount to the success and, in some cases, to the survival of
publications in the year ahead, and beyond.

About the author
Angela Quintal is a news junkie

with a passion for newspapers
and good coffee. In November
2011 she became the editor of
The Witness in Pietermaritzburg
after two years of editing The
Mercury in Durban. She lost her
favorite coffee shop, but not her
love of print. Contact her on tel
+27 (0)33 355 1317, email
editor@witness.co.za, Skype
angelaquintal, follow

@angelaquintal on Twitter and

connect on LinkedIn.

Success or failure will lead to their either joining the traffic on an exciting journey of discovery, or accepting the
inevitability of decline and extinction - of the kind that saw the magnificently handcrafted carriages of the turn of

the nineteenth century relegated to transport museums around the globe.

1. A sense of community

Relevance, relevance, relevance will be the watchword. Understanding the commonalities (and differences) that
make up our reader interest groups will be crucial to the survival of titles. Local IS lekker.

No medium can be all things to all people. But there is an irresistible latent force that binds a community and
makes it one. The culture of a region is a great intangible that, as media people, we need to understand and

learn to work with.

Understanding and staying close to our audience will call for CRM strategies at a micro level. Research, reader
advisory panels and even straw polls will become increasingly necessary tools in tracking reader interests on a
day-to-day basis, to ensure that our content remains relevant to our target audience.

The affinity that locals have for "their" paper is one of the intangibles that makes a regional paper a good buy for

advertisers looking to "connect" with consumers. >
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Angela Quintal cont.

2. Press freedom

The so-called "Secrecy Bill" has attracted widespread opposition, and rightly so. The National Assembly's ad hoc
committee introduced amendments in the hope the proposed legislation would become more palatable.
Fortunately, the critics have viewed such obfuscation as window dressing that does little more than alter the tint
of the glass.

As things currently stand, the ANC is showing few signs of backing down, despite assurances from deputy
president Kgalema Motlanthe that a compromise can be found. The National Council of Provinces phase of
processing the bill looks increasingly unlikely to be the conduit hoped for meaningful change.

Do not, therefore, be surprised to see a crescendo of opposition all the way to the Constitutional Court. The bill
is a critical issue, not for the media alone, but to all freedom-loving South Africans who believe in transparency,
accountability and realise our future hinges on unfettered freedom to expose public sector corruption and
ineptitude.

3. Global and domestic economy

The fallout from Europe's stuttering economies is being accompanied by global fallout of extensive dimensions.
Without wishing to be pessimistic, there appears to be every reason to expect the global economic recovery to
stall in 2012.

For media owners, that's bad news. Followers of the industry are well aware that, whenever economic
recessions eventuate, advertising is one of the first budget items to be eliminated. This development will affect
traditional media, including the paging of newspapers and the number of magazine titles on the racks, and will
undoubtedly slow the growth of digital media.

From all reports, the media and the advertising industry must brace itself for a rough year.
4. Digital

Social media has already become the major source of information for millions. While Twittering and tweeting is
unlikely to ever replace well-written and researched journalism, social media will provide a growing number of
consumers with a sense of "knowing what's going on" and hence of not needing to either go out and buy a
newspaper or even download one for that matter.

The challenge for news providers lies in being able to successfully harness the growing audiences represented by
this media and redirect them to really good content and in-depth information. None of this will be entirely new
to 2012, but the pace of change and polarisation in news media preferences for consumers will hot up
significantly in the year ahead.

Internet/mobiles- the digital genie is out of the bottle. Thanks to the late Steve Jobs and other technological
giants of our age, we're spoilt for choice when it comes to access to information. Now market forces will take us
where they take us.

Our ability to keep up with the demands of this new digital age, serving our information to the platforms
demanded by the consumer, will determine our success or failure in the year ahead. The ubiquitous mobile, and
ultimately the tablet and who knows what variations on the theme, will become the message-bearers, while
print with its concomitant high-delivery costs and impact on the environment will continue to decline.

The business model - the "free-to-air" model of the internet remains an albatross around our necks and finding
ways of generating the kind of revenue that will pay for quality journalism remains the challenge. Advertisers
will, however, always go where the audience is, and the key to the dilemma, as Google and FaceBook all know, is
to grow your online audience to an irresistible quantum. >
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In the meantime, many, many brand-loyal readers (bless them) are prepared to pay for a digital form of the
newspaper and as iPads and tablets become more and more affordable to the masses, this trend will grow. News
delivered on paper may decline, but the demand for up-to-date news and commentary by trusted sources will
continue to grow.

5. Reader interactivity

It is likely that QR codes - that enable readers to download additional content and even undertake "virtual tours"
online, watch videos or browse catalogues, simply by photographing an icon on their cellphone - will become
common features of print publications.

Not only does this level of interactivity satisfy reader needs, but it also provides innovative new opportunities for
marketers seeking to reach and influence increasingly sophisticated consumers.

Some newspapers have already embraced them, but have yet to use them to their full potential.
6. Cut costs but not quality

"Giving the customer what he wants" has become a cliché and, sadly, often no more than a platitude for
management intent on maximising every opportunity for profit, at the expense of the very ones they claim to
serve.

Content is still king, but in the face of increased economic pressures, the temptation to cut costs at the expense
of quality can be almost irresistible. The challenge will be to maintain the standards of quality content and
presentation - which readers have come to expect - while running a business that still delivers an acceptable
return on investment for its shareholders.

7. Editorial opportunities in the year ahead

Mangaung and an embattled South African president, the Olympic Games, and the US election are among the
news events that lie ahead. With much in the way of headline domestic and international events scheduled for
2012, editors will be looking for new angles, quick reaction times and an intuitive awareness of what it is that
their readers want.

These events and others like them will present golden opportunities for interaction between editors and their
audiences, whether on print or digital platforms or both.

8. Communication skills

As in other areas, there is a greater need for skills development in our country in the arena of the written word.
Sadly SMS and social networks, rather than raising the bar when it comes to the art of written communication,
have been responsible for a sharp decline in good grammar and spelling.

Publishers and editors have the responsibility as custodians of their language, be it English, Afrikaans or any of
the vernacular languages, to protect and encourage written skills, and grow the pool of trained communicators
in our country, ensuring good journalism will not only survive but thrive, into the next generation. Any
newsroom that fails to invest in ongoing training is setting itself up for failure.

T
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Anice Hassim
Your friend is literally the trend

2012 will bring fundamental tectonic shifts to the balance of
power in technology choices. Many of these will be driven by the
people and for the people - in 2012 the trend, literally, is your
friend. Smart enterprise will embrace this change but big
business will very quickly have to learn to shut up and listen to what the
consumer wants. On the trailing edge, we'll mark the final death of
primetime, and on the leading edge - we'll watch Africa take its place on the
global app stage:

1. First African app star

In 2012, the density of activity in terms of brands wishing to take advantage
of the rapidly increasing pace in which people are adopting post-PC devices,
particularly in emerging markets in which many African countries find
themselves, will lead to the first African startup to invent and find success
from a globally adopted digital platform. We might well see the next
Instagram or Foursquare come out of Africa - or quite possibly a major player
to compare with the likes of Facebook.

About the author
Anice Hassim is CEO and head
strategist of immedia

(www.immedia.co.za), a digital

consultancy pioneering South
Africa's app development

2. Windows gets cool for the first time (but Microsoft is still Microsoft) industry and is currently the
architect of a number of highly-
Microsoft has been making a huge noise showcasing its mobile strategy in successful and unique digital
2011, leading to this: the year that Windows 8 arrives. Windows 8 is a strategies for major brands in
complete rethinking of the platform, from mobile to desktop to server. broadcast media, IT, retail and

other segments. Contact Anice
on tel +27 (0)31 566 8000, email
him at anice@immedia.co.zaand

Microsoft has been engineering its tablets from the ground up, one of the
few new generation platforms that have been created in this way from a
security and user interface perspective. The OS and its devices are going to be
sought after and actually quite 'cool’, but we're not sure that Microsoft will
ever usurp the title of 'cool kid on the block' from competitor Apple.

follow him on Twitter at

@anicehassim.

3. Apple kicks open the enterprise door with iPad and goes mainstream

Apple seems to be becoming all things to all people and this year finally gets acceptance in business, becoming a
viable first-tier choice for enterprise solutions. The iPad has made a significant impact on the boardroom, and
we'll see IT scrambling to educate and upskill, not only to retain their relevance in enterprise, but to support the
devices technically and to stay ahead in terms of advice and hand-holding.

4. The year of realtime/mobile

The impact of the freedom that mobile devices such as the iPad bring is evident in the many of the citizen
protests we witnessed and participated in last year. The social revolution that Twitter and Facebook helped
engineer show us clearly that the information cycle is going realtime and egalitarian. News is not owned by big
media anymore, which can no longer control how the story gets reported - news gets straight to the public while
its happening.

5. The death of primetime - cutting the cord

This disintermediation of media is also responsible for the death of primetime. TV has been fractured. Primetime
is now your leisure time. You watch what you want, wherever you are, and whenever you happen to be free. >

T

2012 Biz Trends Report sponsored by Aegis Media ©2012 Bizcommunity


http://www.bizcommunity.com/BizTrends
http://www.aegismedia.co.za/
http://marketing.bizcommunity.com/196/424.html
http://www.immedia.co.za/
mailto:anice@immedia.co.za
https://twitter.com/anicehassim
http://www.bizcommunity.com/Profile/AniceHassim

17

Anice Hassim cont.

6. The reinvention of gaming

Consumers restructuring their leisure time will also lead to the reinvention of gaming. As personal devices
approach the speed and power of console devices, consoles need to redefine themselves in terms of their
experiential environment. In terms of their technical definition, the Playstation needs to offer a level of
immersion and experience that is not replicable in a low-end mobile device like an iPod Touch or iPad. This might
imply that consoles go up the price curve - think holodeck-type entertainment. Whatever it does, it will need to
separate itself clearly and definitively from the handheld personal screen.

7. The world uncovers the first digital hula hoops

Looking back, we have enough of a timeline to see that not every idea will work out - even in digital. Even good
ideas are difficult to make a reality with insufficient adoption numbers and/or lack of buy-in, and often end up
being logical dead-ends. Sometimes, a system simply outgrows its original 'reason for being' and has to take a
step back and reinvent itself - it's part of the innovation process. After the first digital decade at the end of 2010,
we can now start to see the first digital hula hoops - those platforms that seem so important at the time and turn
out just to be fads. Facebook is one of them, and this year it will start to be abandoned by users in search of a
more resonant and meaningful way to connect.

8. Personal telemetry

People are starting to see the ways in which the social layers and recorded data can be manipulated to bring
meaning and usefulness to their lives - as in the case with personal telemetry. Whether that data is for fitness eg
jogging or health eg heart rate monitoring, consumers will start tracking themselves in ways that they can
visualise and analyse later in terms of progress of their personal goals. We'll be able to access more of these little
devices in the form of bracelets and gadgets that will measure data points and transmit the results back to your
phone [and from there to your social networks of choice - managing ed].

9. The death of spinning storage media

Yes, we still use them grudgingly, but we're finally in the year when, increasingly, those 'futuristic'-looking discs
are going to be legacied to quaint anachronisms. Shuttling entertainment or data on spinning media (CDs, DVDs
or Blurays) is just impractical and 2012 will be increasingly irrelevant with cloud storage and on-demand content.

10. Public APIs and big data

Citizenry will demand services, and city government will realise that one of the ways to answer, by exposing
public data and APIs in ways that they can leverage for free, is to unleash the creative talent of citizens
themselves to create app services and platforms. (Shout out to Shaun Treneryand Paul Cartmel with a local
private initiative that does just this).

11. Hyper-local

For database and post-PC services such as Siri to work effectively for you in your region, it means that your local
data has to be created, mapped and curated. For example, asking Siri to show you pizza places around you won't
work unless a service such as Yelp has been aggregating that particular data. Therefore, as users find the need to
have such facilities, hyper-local services such as Yelp will start to boom, as content providers scramble to match
up APIs with the user-demanded data sets.

12. Siri defines a new computing interface

As data becomes fluid in 2012, Siri changes everything. It allows you to use a computer without a screen or any
traditional methods of interaction, thereby opening up access to users who might not previously been able to
use a computer - and who knows what innovation may come from that!
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Banele Rewo
The cheese has moved for brands and youth

How do you entice or sell to a target market that is hesitant, if
not sceptical, about commercial brands, although predisposed
to being very loyal and capable of independently fulfilling its
own needs?

Uniqueness of the SA youth market

Marketing and advertising industries are synonymous with identifying and
creating. Sometimes they dictate but mostly they follow trends. To do this
efficiently, their strategies have to be interwoven with the target market. As a
marketer, a student, an influencer, a brand advocate and a consumer, | have
witnessed very few innovative strategies being implemented or
conceptualised in South Africa.

From a marketer's perspective, we miss the mark from the moment we fail to
understand the uniqueness of the SA youth market. The cheese keeps moving
while we are wielding text books and strategies from 1996, 2010 or even

September 2011, which may be off the mark and off the streets by June 2012.

From a consumer's perspective, brands need to understand that my
generation is not excited by non-engaging one-way media such as billboards
and print. Television is for watching sketchy DVDs, complete seasons of a
television series in one day or playing video games.

Engaging, sharing, influencing and being influenced

While we are doing these "activities", we are also engaging with friends
globally, sharing international news events, influencing and being influenced
by peers and, most importantly, talking about your brands, if they’re with us.

And every other person within my peer circle either has a company, blog,
day-lighting side projects or mostly all three at once, extending from
marketing solutions, events, fashion, and music through to a contact in China

About the author
Banele Rewo is founder of

creative development and
collaborative networking portal
Authentic Creatives
(www.icreatewecreate.com).

Currently studying integrated
marketing communications at
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the success of local and global
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Marketers and brands need to form strong and solid, personal bonds with the young erratic yet loyal market.

Marketers need to occupy the market's spaces, all the time, from online to the events they attend. As Alexandre

Michelin stresses, "Be there all the times and across all platforms".

Influencer vs advocate

Explains Michael Brito Smart Business, Social Business: A Playbook for Social Media in Your Organization, "The
term influencer is often used synonymously with advocate, but there is a difference between the two. Advocates
provoke action because of the level of trust they have with their circles of influence. They are trusted because
they are authentic, and people trust their friends when seeking product advice.

"Advocates also play a significant role in consumers' purchasing behavior and are willing to go the extra mile to
answer questions about the brand or product."

Several brands pioneered strategies using influencers and advocates that occupied young people's spaces with
varying degrees of success in 2011. Miller Genuine Draft, Nike Sportswear South Africa, Adidas Originals, Thesis
Concept Stores, D.O.P.E. Stores, Strussbob, Nokia South Africa and Hansa Pilsner kept messages entrenched in 2>
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Banele Rewo cont.

their markets from within the market by developing and supporting the targets ambitions. The consumers did
the marketing and converting for these brands as naturally as putting up a status update.

Room for improvement

However, there is room for improvement for the above-mentioned brands and those that might consider brand
advocacy and influence marketing in 2012. | write the following from the perspective of a consumer and brand
advocate.

1. Find seeders in the market

Finding topical seeders is not a daunting task but neither is it easy. A few active bloggers and commentators will
open doors and links to other seeders and early adopters involved and vocal within their peers and communities,
charities, social groups and political movements. We are a group that wields extensive social networks online
and off. Also pay attention to the voices we follow and listen to.

2. Organise and group your sources

Building custom lists creates your own content feeds, providing marketers with new insights every day: content
that can be trusted and easy to share because it is hand-picked from a network of trusted sources. These sources
are excellent for advocating aspiration products and services because we are looked up to and are trusted by
others.

3. Participate constructively

As content creators, we thrive on feedback and interaction. Whether you provide support or challenge our
viewpoints, generating substantive conversation around our content encourages others to join in. Online
interaction with these kinds of individuals creates a persona and a voice for the brand that cannot be created by
the best marketing possible.

Added to that, it is better than those annoying questions, starchy quotes and high-school jokes most brands post
on Twitter currently.

4. Meet us

Events and regular hot spots of the season provide an opportunity to observe how we experience other brands
and interact with one another in a natural environment. These could be trendy restaurants, gallery events or
vendor markets.

These spaces provide a fertile ground for opportunities to meet your potential advocates personally. Personal
relationships are more valuable than social media connections, and can lead to productive collaborations.

5. What you put in is what you get out

If you need something from your market, then naturally it will want something from you that will contribute to
their ambitions. Even Tupperware has financial spin-offs for its cavalry of pavement-pounding "sales people".

Marketers make the mistake of failing to uniquely motivate and support these chosen advocates. If you give me
a box full of your products with a task to share them with friends, take photos, tweet about it, like your Facebook
page etc, then | am just similar to the guy at the intersection who hands out a flyer that promises to give you
winning lottery numbers or enlarge your "product".

Ask me what | need to perform at a peak. Software for my blog, booking into a seminar, lunch with a potential
mentor or assistance for a personal project are just basic starting points. #
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Bradley Maseko
Social media marketing and the youth

The following is a breakdown of 12 social media marketing
trends for 2012 with regards to how businesses will target the
youth market. The emphasis for businesses/brands in 2012 will
be to avoid becoming subject to the "Social Media

Burnout Effect".

These trends are derived through an analysis of the different trends and
insights obtained by Brandedyouth from our several Youth Psyche Studies.
These were conducted during the course of 2011 and looked at the use of
social media among youth in South Africa.

1. Location-based marketing

There will be a need to take advantage of the current trend of checking into
establishments via social networks (foursquare etc), and, as a result, we can
expect a massive rise in geo-targeted mobile campaigns. It will become more
than just checking in, as many establishments will start offering rewards for
the positive recommendations or reviews received.

2. Social media gamification

With over 70% of all mobile downloads being games, most businesses and
brands have realised that gaming is an important aspect of the youth culture
and have taken a creative look at creating social media games that make their
brands more fun and engaging. Businesses will thus invest in the idea of
linking the virtual world and physical world through offering rewards in social
media games that can then be collected physically.

3. Integrated social media ad campaigns

In 2011, we saw some big brands launch successful ad campaigns solely
through different social media platforms, the most common being Facebook,
Twitter and YouTube. While Facebook is an obvious favourite, the number of
SA youth on Twitter is rapidly increasing. This is surely going to attract more
brands to launch their campaigns through social media, as this not only

About the author
Bradley Maseko is the founder
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(www.brandedyouth.co.za). He
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made from the insights mined by
Brandedyouth. Email him at
bradley@brandedyouth.co.za
and follow @brandedyouthsa

on Twitter.

scores high on fun and engagement but guaranties an active audience willing to share experiences.

4. Social media youth sourcing

Brands will turn to social networking platforms to encourage open innovation from the youth. Platforms will
become a source of research, development and marketing strategies. This will lead to a greater form of

relationship between youth consumers and brands, as recommendations and reviews shift from being more than

just "peer-to-peer" and elevate to "audience-to-brand".

5. Social media brand advocates

Since the youth trust peer recommendation over any form of advertising and while the ethnographic approach
worked quite well before the attention of the youth went online, the landscape has changed and it will therefore
be necessary for brands to identify loyal and influential evangelists on the different social media platforms, who
will share content with their groups and friends and thus be rewarded for their efforts. >
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6. Social media monitoring

More businesses will realise the impact that online conversations have, not only as a means of safeguarding their
reputations but also for mining insights. Social media has given the consumer the power to voice their opinions
and businesses will take keen interest in monitoring what is being said in these conversations in a bid to learn
more about the youth psyche through keeping up with their latest trends and individual preferences and also to
control any form of brand-bashing.

7. Social media relevance

Every 60 seconds, over 600 000 Facebook statuses are updated, over 98 000 tweets are sent and over 600 videos
are uploaded on YouTube. Social media has become a noisy playground with too much clutter, thus more
compelling engagements are needed to attract the attention of the youth. Businesses will focus on creating more
relevant content that cannot only be shared but also add value to the brand or product. Lack of relevance will
simply drive the youth away.

8. Increased video sharing and vlogging

Cisco now predicts that 80% of all internet traffic will be video by 2015.More businesses will start paying
attention to the fact that most youth, while on social media platforms, prefer watching short videos and going
through photos, rather than reading. There will therefore be a need to share more brand experiences and
product launches through short videos/photos that will be easy for the youth to understand, enjoy and share
with their peers.

9. Corporate blogging

This will come in the form of businesses and brands taking a step to be more human in a bid to foster a
connection with their target markets, as the youth want to see the human side of the business. Businesses will
take a non-fiction attempt at advertising, focusing on telling the story and showing the people behind the brand
and products in a neutral tone. Blogs will help to engage youth iconversation, and help in building relationships.
Attempts at direct advertising on corporate blogs will thus defeat the purpose of showing the human aspect.

10. Social television

There will be an increase in investment to focus on engagement with the youth through integrating live TV
shows and competitions with social media. The ability of real-time interaction appeals to the youth market
through having the power to influence or vote while the show is airing. We will therefore see the growth of
social and sharable television as tweets and Facebook comments become the centre of most shows and live
competitions. This will play an important role in attracting a somewhat active audience for traditional media.

11. Social customer retention

Most businesses will realise that social media is more than just maintaining a presence on social media
platforms. They will focus on the effects of using social media to promote not only their sales activities, offering
value-add to customer service, but in also rewarding youth loyal to the brand. In this sense, there will be a
greater move to use social media as a tool, not only to attract new youth but also to try and retain existing ones.

12. And, ultimately, increased social media investment

While social media seems relatively cheaper than traditional media, an increase in investment will be needed to
boost creativity and online activities beyond just the "likes", "comments" and "number of followers". More
permanent employees will be needed to maintain this, as brands seek to differentiate themselves in ways that
will effectively attract the attention of users. We can definitely expect an increase in social media investment

from both small- and large-scale businesses in 2012.
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Cathryn Treasure
Back to school for marketers on teen basics

It's back to basics for marketers on teen marketing - between all
the talk about millennials and the born-digital, marketers have
been swept up in a wave that makes it easy to forget the
fundamentals, such as who are these people you are really
talking with (not to, with) and what value will they associate with what you
post, tweet, broadcast or print.

Here are several fundamentals marketers need to keep in mind when talking
with today's teens (age range 11-19), regardless of what channel you choose
to use.

1. They are naturally curious and require easy access to knowledge

How did you gain knowledge and information when you were at school?
From textbooks and encyclopaedias - the library? Today's teens have access
to data on a scale not known before. They are part of a global classroom, with
few limits on the information available to them at the press of a button or the
touch of a screen. They are feeding their curiosity using all the tools available
to them.

It can be as intimating to brands as it can even be to their school teachers.
How do we feed their curiosity, while ensuring that the engagement with
them is seamless with the reality of their world today? Do you use the tools
at your disposal to tick marketing boxes and to force yourself into their
universe, or to communicate seamlessly via fewer but more engaging
touchpoints?

As marketers, you need to ask yourselves: do you add to the clutter or do you
add value through interaction? Teens will move on quickly from clutter as
they strive to quench their curiosity about life and living through useful tools
providing easy access to information.

2. They want to believe (in you and in themselves)

About the author
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You remember a good teacher for the rest of your life. Good teachers have a genuine passion in the wellbeing of
their kids. Are you one of those teachers? Do you care enough to know or know enough to care?

The teachers we remember and respected were accountable; they chose to hold themselves so - and they were

honest. They knew their subject and how to transfer knowledge.

Teens care about teachers and those who believe in them, who allow them to believe in themselves. This is
impossible without honesty, accountability and a real passion to encourage them to be all they can be. It makes
an honest exchange of information, rather than one-way marketing messages, essential.

3. They love "against all odds" stories

We all have to survive those teenage years - talk about beating the odds! Teens love stories where people rise up
above their circumstances - be it (for the younger set, at least) Justin Bieber, the regular kid who became an
unlikely music star thanks to the web, or Natalie du Toit, whose story is as inspirational as any you are likely
to hear. 2>
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Cathryn Treasure cont.

Stories such as these nurture their desire to be something, achieve something, show them how they can make
an impact and a difference.

4. They are part of the global classroom

Teens today are part of a global classroom that empowers them more than ever before in terms of allowing
them to choose their own influences and inspirations. They know their knowledge of technology is empowering
and that it is enabling. Geography doesn't limit the tools or information they have access to.

5. The quick and the dead

Teens believe they are great multitaskers - it's one of the biggest reasons they prefer bite-sized chunks of
information, shorter texts etc. They want to get to the gist of the matter in seconds.

Give them the essence of your message - if they want to know more, they will Google it. They prefer shorter
pieces of information because it allows them to absorb many different stories much more easily and at the same
time.

Their multitasking agility has helped speed up mental response times as well; keep in mind they make instant
decisions, though not necessarily well thought through.

6. Visual language

Teens are able to scan and filter large amounts of visual material. Visuals grab their attention - remember, they
prefer information that immediately helps them grasp its essence, so make use of opportunities for infographics
and remember visual calls to action (use a Facebook button rather than copy telling them they can find you on
Facebook - the visual button already told them that).

Visuals also talk to a multi-cultural audience; it's a universal language for teens. But avoid too much of a good
thing: too many visuals and too many design elements competing for attention equal clutter.

7. They are getting older younger

Teen development is still sequential (as per Jean Piaget's theory of cognitive development) but they are growing
older younger, aided by technology and influenced by popular culture and unrestricted access to information.

They are also getting treated as being older than they really are - even in schools, where often they work with
subjects at levels previous generations only experienced in tertiary education.

Educators, parents and, indeed, marketers should be cognisant of the fact that it's easy to confuse their (tech,
knowledge) "skills" with emotional or social development. Allowing a kid to skip several years ahead in class
means he or she has academic skills but this hardly translates into an equal level of maturity and life experience.
Keep your content relevant to their world - not to that of an adult.

Of course, a counter trend is also emerging where parents are seeking to allow their kids a full childhood
experience - look at the rise of Waldorf schools - in a bid to keep their development in line with their years and
experience. Techno breaks and holidays are also becoming popular as parents want their kids to 'wire out' for
their physiological well-being. >
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Cathryn Treasure cont.

8. Teens want to belong but...

They want to belong. They also want to develop their individuality and sense of self. These contradictory feelings
of emotion are ranging during the teenage years. Self-identity is not yet formed; it is only starting to be revealed
and this can lead to a steady state of uncertainty. They're constantly weighing up 'how to belong' versus 'being
myself at the expense of going against the grain'.

The majority, due to this development stage, are more likely to succumb to group pressures of conformity. Most
often, these pressures are not harmful and the rules of conformity apply to dress code, language, music and
'teen' activities.

By being part of a group, be it family or friends, their need to be connected is fulfilled, which is why social media
is so appealing and scores top marks within this group. In this space they can connect and share loss, setbacks
and disappointments, as well as triumphs, with 'the group'.

9. These are people

The language of technology and marketing, from "fans" to "followers", makes it easy to dehumanise people, and
ultimately, Mr or Ms Marketer, that is whom you are dealing with/selling to. A person.

You need to engage with teens beyond social media competitions, where they become 'fans' and 'friends' of
your brands' social platforms and over the long term, as people. Once-off competitions mean little to them - they
will forget you quickly.

10. They are socially conscious

Teens want to contribute to society; they want to give back, environmentally and socially. They have a great
sense of empathy and want to be part of something nurturing.

A lot of communication has shifted from product advertising to telling the story of how brands are impacting on
and contributing to the communities where they do business. Teens respond to this - but, take note, your
credentials are key. If you gain their interest, Google and your critics are easily accessible.

11. Be confident

They don't care if you tell them you are cool. They will decide for themselves. They hate being told what to do
and how to behave or act; they will be less enthused about engaging in activities that they feel are imposed upon
them.

Word of mouth is still one of the most important ways of spreading the word among teenagers. It's much more
powerful through the integration of social networking by teens. They are fully aware that their knowledge of
technology puts the power squarely into their hands. They are also savvy enough to know that marketers are
vying for their attention.

12. They are seen and heard

Teens today, be they in an emerging economy such as South Africa or a developed one such as the US, are
among one of the most progressive groups in history. They have and form their own opinions, and are not afraid
to share them. Politically and socially they are confident, self-expressive, liberal and receptive to new ideas.
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Charl Thom

Occupy 2012

The past year will go down in history as a time of unexpected
political regime change, social unrest and civil protest, from the
bloody end to Muammar Gaddafi's 41-year rule in Libya to the
Occupy Wall Street movement in New York that spread very
quickly around the world.

The global economy continues its inevitable shift from West to East, during
the worst global financial recession (GFC) since the Great Depression of the
1930s. Closer to home, the first genuine cracks have started appearing in the
ruling party's grip on power, as South Africans grow weary of corruption and
the resultant non-delivery that fuels the continued economic imbalance.

The world is in some turmoil, but such conditions make for interesting and
exciting times, because they bring change. Lots of change. So here are 10
changes, or trends that I'd bet on (with varying degrees of odds) for 2012:

About the author
Charl Thom has been group

1. New Brand Order MD/partner of the multiple
award-winning FoxP2

Uncertain times will separate the adults from the children. Brave marketers (www.foxp2.com) since 2007.

will invest behind their brands and seize the short-to medium-term After completing a BComm

opportunities that are unique to the prevailing economic conditions. Weak or (marketing) degree and a few

over-cautious marketers will continue to sit on their wallets in an attempt to seasons sailing around the

prop up the bottom line, but do little else than lose market share. Caribbean, he set out on a career

in advertising which saw him

2. Media confluence working in media, strategy and

"Traditional" media will become newly relevant through use in different account management for leading
ways, as the confluence between traditional and digital media increases. The | 8lobal agencies in South Africa
television commercial must feel a bit like Mark Twain did, after he heard that | @nd the UK. Contact Charl on tel
his obituary had been posted in The New York Journal, and he famously said, +27 (0)21 424 4802, email

"The reports of my death are greatly exaggerated". charl@foxp2.com, tweet
@charlthom and read
TV ads will continue to find their way to audiences through digital platforms charlthom.posterous.com.

such as YouTube, and print ads will make their way onto an ever-increasing
array of tablets in various guises.

3. The bigidea

The big idea will continue to reign supreme and determine the location of brand custodianship. As the Brazilian
creative director Marcello Serpa said at Cannes back in 2010, "The only line that matters is the line between
good and bad ideas". Agencies worth working with will be capable of blowing these ideas out across the various
relevant channels. Including digital which, yes, is just another (incredibly rich and versatile) channel in the overall
mix.

4. Mobile power

South Africa often displays what | like to call "technological leapfrog syndrome". A large portion of the market
lags behind in terms of the adoption of new technology, due to the prohibitively high cost at the outset. But, as
with most technology advances, if you can't afford it at launch, you'll have access to it at a fraction of the price in
a year or two. 2>
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Charl Thom cont.

So, while most South Africans were unable to afford personal computers to access digital and social media
platforms, the availability of smartphones, and affordable Chinese-manufactured Android phones in particular,
has seen lower-income South Africans embrace digital and social media in droves.

5. Digital proliferation

Just as traditional media saw increasing proliferation over the last 15 years, particularly post-apartheid, so digital
media will proliferate, but at an exponential rate when compared to its traditional counterparts. SA has been
plugged into global digital media platforms from birth and consumers will consistently face new choices.

6. Digital fatigue

Proliferation and constantly streaming information will lead to digital fatigue.l have a number of digital streams,
which are available for me to monitor on a daily basis: Twitter, Instagram, Facebook, Stocks, News24, New York
Times and BeachWatch, to name a few. According to Eric Scmidt, ex-CEO of Google, we create as much
information in two days now as we did from the dawn of man through to 2003.

Unless you're retired or a social recluse, you won't have enough time to monitor and absorb all the information
accessible to you on a regular basis. Consumers are going to become selective about the social media platforms
they access and potentially categorise them in terms of frequency of access, or suffer from severe ADD.
Understanding which consumers access which platforms, when, will be critical for brands when interacting.

7. Radio Nowhere

In his hit-song Radio Nowhere, Bruce Springsteen deals with the demise of genuine, in-the-flesh, human
interaction. The way human beings interact with each other on a one-to-one basis has perhaps changed more in
the last 20 years than ever before in history. This is becoming increasingly true for the younger generation, and
teenagers communicate almost exclusively via digital platforms. While older generations may bemoan the loss of
social skills, it's simply that social skills as they once knew them, are being replaced with a new way, and we will
In fact see them become late, but enthusiastic adopters of digital communication and social media platforms.

8. Smaller shops

More and more clients will seek out small-to-medium-sized agencies as they look to find hands-on attention
from experienced operators on their brands. While there is a need for agencies of all shapes and sizes, | have
always believed that an agency becomes a fundamentally different business when it moves past the 60-80
person mark. In my view, it's simply not possible to maintain the same attention to quality in a bigger operation.

9. Real returns

Upper-income consumers will increasingly seek out authenticity. Brands that speak to them truthfully and
honestly and brands that offer a "craft" that delivers according to quality standards of a bygone era.

10. What's in it for me

Lower-income consumers will demand more from their brands. They want to see real benefits and real rewards;
no longer is it good enough to promise and deliver a quality product. This trend is evident in the cellular industry,
where consumers will have various SIM cards from different operators to capitalise on cheaper call, SMS and
data rates offered at different times of the day or week via different brands.

While trends will come and go, brands will continue to play a meaningful role in consumers lives. Good
marketers and agencies will understand how they interact with brands and capitalise on this; brilliant marketers
and agencies will create the new ways of interaction and determine popular culture.
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Chris Moerdyk

The year of exciting consolidation

It would be singularly arrogant and just plain stupid of me to
boast about the fact that nine of the 11 trends | predicted for
2011 were spot on. Quite simply because they were as
predictable as the notion that Sundays are pretty much certain
to be followed by Mondays. The two that | got wrong were:

"... newspapers will wake up to the fact that taking advantage of online is not
just a question of reproducing their print products online? That was a massive
mistake in the past and effectively just ended up with newspapers giving
content away for free to the detriment of their print products. Newspapers
will have to start re-assessing their online activities or simply go bust..."

| also suggested that 2011 would be the year in which print media would
become more relevant. Wrong. Newspapers particularly are still being
produced as though there were no such thing as the Internet, radio or social
media. So, let's look at marketing and media trends for 2012.

1. Marketing rationalisation

Picking up on the momentum set last year, increasing marketing
rationalisation will take the form of "reality check" audits to review just how
wisely and efficiently budgets are being spent and whether strategy is
relevant to the 2012 marketplace.

2. Sponsorship rationalisation

A trend that started in 2010, in which major sponsors withdrew from events
because they were simply not making financial or marketing sense, will
continue in 2012. As | predicted last year, those gratuitous sponsorships
which involves big sports deals to give top management and their clients the
chance to attend big matches in luxury and comfort will continue to wane as
the return on funds used for this type of marketing is shown to be quite bad.

3. Continued growth of social media

Governments will become increasingly paranoid about the massive impact
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social media is having in terms of forcing transparency and despotic behaviour. Some will try and curtail its
impact but clever governments will use it to their advantage. As | predicted last year, consumers will continue to
resort more and more to sharing their purchase experiences with their personal networks and a growing number

of consumer complaint websites.

4. Online advertising will continue to grow

It's a no-brainer that online advertising will continue to make inroads into advertising and marketing budget pies.

5. In-store marketing will continue to grow

Just as it was last year, marketing - particularly FMCG - will be all about getting closer to the consumer: brand
managers will look towards marketing strategies that involve closer contact with the consumer. In-store
marketing, which started gaining impetus three years ago, will continue to grow apace as marketers choose face-

to-face strategies over faceless shotgun approaches. >
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Chris Moerdyk cont.

6. The start of changes in television

This might be a bit premature but we could see the start of a trend in 2012 where the big TV networks start
realising that the existing paradigm, which is based primarily on delivery mechanisms, will inevitably have to give
way to a focus on content creation and aggregation. The advent of Apple TV, Netflix and other TV content
resources will start to see a few more South Africans applying to the SABC for the cancellation of their TV
licences as they start watching their favourite programmes online.

7. The gadget wars will heat up

It is entirely predictable that gadgets, particularly those in the mobile communications and gaming sectors, will
continue to mesmerise global consumers. It is going to be the old VHS vs Betamax battle enhanced a thousand
times as mobile operating systems slug it out for pole position. | am tempted to suggest that 2012 might well be
the year where the world's obsession with iPhones and iPads starts to wane in the light of other manufacturers
catching up with Apple, but for the time being it is going to take a cockup of cataclysmic proportions by Apple to
knock itself off its perch.

8. Classical advertising continues

TV channels will continue to be well-supported in terms of advertising for the time being. With ad agencies still
looking at the production of TV commercials as a primary source of income generation and with South Africa's
brand managers still egoistically obsessed with the 30-second commercial, there will be little change in this
arena in spite of marketing audits showing some very dodgy return on investment numbers.

9. Online shopping will grow bigger

As | predicted last year, the trend towards more South Africans buying stuff online from all over the world will
increase as connectivity improves and becomes more affordable. Once consumers start realising that online
shopping is now a lot more secure they'll start picking up on the fact that a lot of products are cheaper online
than they are in local shops - even including import duties and door-to-door deliveries. Retailers and especially
book stores will have to start rethinking their business modelling [ah, Loot.co.za, how do | love thee? Let me
count the ways... - managing ed].

10. Cheaper bandwidth

It is also fairly predictable that the costs of internet access will continue to reduce both in the face of stiff
competition and a realisation that SA cannot continue to be the most expensive country in the world with regard
to online activity.

11. Faster internet

It is also entirely predictable that, in most urban areas, download speeds will increase fairly steadily - although
there are still far too many areas that rely on questionable 3G products and Telkom's corroding copper wires
that make messaging a lot quicker by using a street urchin with a forked stick.

12. eBooks

It is also certain that more and more books will be published and read in digital format in spite of die-hards
claiming that there is nothing to beat the touch and feel of as real book. They will argue that point until they
actually try something like a Kindle and find out that the difference between it and the real thing is minimal.
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Craig Kolb

Exciting period for marketing research in SA

We are in the middle of an exciting period in the marketing
research industry, with a number of major shifts taking place
that affect how research is done. The web in particular has
led to multiple developments which threaten to topple the
cherished technologies and techniques that have dominated the last

two decades.

Key among these is the shift toward online surveys as a credible alternative to
telephonic and face-to-face surveys, coupled with the growth of DIY online
survey tools. Along with this has come a host of new potential techniques,
such as online focus groups and bulletin boards.

1. Online surveys will overtake traditional interviewing modes

South African internet penetration has reached the point where online panels
are a viable alternative to telephonic and face-to-face interviewing in many
cases. If we judge online surveys by the same standards we applied to
telephonic surveys in previous decades, then online is an even better option.

Telephonic was considered perfectly viable, even though landline only had
around 10% penetration in the SA population prior to the advent of
cellphones. Today, internet penetration (usage) has gone well beyond that
point, 31% having used the internet in metropolitan areas and 18% nationally
(last four weeks - AMPS 2011).

In the case of face-to-face surveys, the truth is that most face-to-face surveys
in practice are urban or metropolitan area studies - very rarely are clients
prepared to spend the money on a truly representative national-household
survey. Internet penetration is more than adequate in these areas to achieve
representative samples of all but the very poorest households.

The bottom line is judicious use of quotas and weighting now allows for
sufficiently representative online surveys. Couple this with reduced costs and
quicker turnaround, and it is clear that the days of traditional-survey modes
are numbered.

2. The decline and fall of call centres

About the author
Craig Kolb owns and operates

South African marketing research
consultancy, Acentric
(www.acentric.co.za), which

conducts marketing research in
the areas of new product
research, brand equity, customer
satisfaction/loyalty,
employee/stakeholder
satisfaction and public opinion.
He is widely published in the area
of marketing research, having
written numerous articles and
conference papers for both local
and international conferences.
Contact Craig on tel +27 (0)12
683 8832 or email him at
craigkolb@acentric.co.za.

The confluence of WebCATI and faster internet means that the traditional call centre is less appealing than
before. Call centres are relatively expensive; they require a dedicated space, with dedicated hardware and have

large overheads.

In contrast, WebCATI now makes it easier than ever to manage a large network of interviewers operating from
remote locations without the large overhead. To boot, you get rid of the telltale 'call centre background' noise.

Traditional focus groups are likely to become less popular in 2012 as their cost advantage is being eroded

Focus groups are often seen by clients with limited budgets as the low-cost alternative to a survey. But too often
focus groups have been required to answer questions they could never really answer - such as reaching

conclusions about differences between segments or making decisions regarding a new concepts readiness
for launch. >
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Craig Kolb cont.

Since focus groups are less reliable (if you repeat the group you often end up with a different answer each time),
have small samples which cannot be generalised to the population and are subject to the 'lemming effect’, this
no doubt means that many a wrong decision has been made.

Online surveys now offer a more cost-effective and more conclusive form of research. Even when more
qualitative insights are required, online surveys have been shown to provide detailed responses to open-ended
questions - more so than telephonic and face-to-face. Therefore, online surveys are likely to provide a viable
alternative to focus groups for researchers on a tight budget.

3. Online focus groups

For those who still require focus groups for qualitative exploration, online groups are likely to make sense in
2012. Advantages include: lower costs, the potential for longer groups allowing for richer insights, more
opportunity for each participant to contribute, and less opportunity for the 'lemming effect' to present itself.

4. Long-term groups (bulletin boards and MROCs) come of age

I also predict that longer groups will also become popular in the form of bulletin boards and MROCs, which are
measured in days rather than hours. These groups provide the opportunity for richer insights.

5. Advances in neuroscience will improve the MR toolbox

Mind-reading technology no longer just exists in the imaginations of Star Gate's producers anymore. The
University of Berkeley recently demonstrated a major leap forward in our ability to interpret what is happening
in the brain in real time. Using a combination of brain scanning and sophisticated software, it was able to obtain
a hazy view of the images people were seeing in their mind's eye in response to video footage.

While far from being commercially viable at present, this research offers a hint of what might be possible for
marketing researchers in future... frightening, isn't it?

6. Increasing fragmentation of research companies

The last decade has been characterised by a seemingly never-ending series of mergers in the marketing research
industry. Most interpret this to mean that there will be "less choice" for clients. | believe it will be quite the
opposite, for two reasons.

Firstly, mergers often mean dissatisfied employees who leave and start their own firms. Each merger gives birth
to a host of new options. As one commentator on the IPSOS/Synovate merger stated, at least 40 different
companies were formed by ex-employees leaving Synovate globally.

The second major factor is disruptive technology. Twenty years ago, it would have been unthinkable to conduct
even a national survey as a single researcher - without the requisite field force, call centre, field managers, data
capturers, sales team and statisticians. Today it is quite feasible to conduct a multinational survey as a single
researcher if you have the right set of talents.

7. DIY research

As the 2011 Honomichl report points out, insourcing is becoming a major trend internationally. | expect this will
also be a trend in SA this year. With the appearance of online panels and online survey tools, it is easier than
ever to conduct your own surveys, or to partially insource the survey process. If you want to survey consumers in
general, rather than your own customers, all you do is buy 'sample' from a panel.

That said, it is unlikely this trend will mean research firms are going to disappear, but an option is now there that
wasn't there before. #i
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Darren Woolley

Strategically solving the conundrums of marketing complexity

The world is sitting in a now familiar state of uncertainty, with
debit crisis, stagnant established markets and emerging growth
markets and continued pressure to deliver increasing returns. In
the face of this uncertainty and continuing increase in
fragmentation and complexity, marketers will need to strategically develop
more flexibly responses to deal with a range of conundrums.

1. Chasing growth and maintaining share

Global marketers are looking for growth in the emerging markets, often
funding this investment in at the expense of maintaining or defending their
existing markets. The conundrum in 2012 is getting the right balance between
the two because underinvesting in established markets opens opportunities
for competitors, which could erode the funding required to penetrate the
growth markets.

2. Knowing as many and as much about your customers

Customers are no more diverse than before; it is just now they have a voice
and power of numbers. Before, marketers could treat them as an amorphous
group or segment. But today the individuals within that group can - and do -
connect and share and flex their muscles.

The continuing conundrum this year will be how to continue to reach a mass
while being able to connect with the individuals within that group in the way
they want.

3. Matching, making and managing channels

Everyone talks about owned, bought and earned media. But marketers
struggle with getting the balance right. The conundrum appears to be go for
reach with the traditional bought media with little budget for investing in
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owned and earned, or invest in owned and earned media for greater engagement at the expense of reach.

Striking the balance is difficult but in 2012, a "test-and-learn" strategy will provide the answers.

4. Working globally and locally

The idea of the global village is a reality with universal internet connectivity. But it is a village of multiple
communities and cultural diversity. Global and multinational marketers are confronted with the conundrum that
what they do in one market will be shared across all. Therefore, in 2012, there will be an increasing need to have

a consistent global strategy with aligned and localised implementation.

5. Having customer "do" or "know"

Traditional advertising has been focused on awareness. But following awareness is engagement. "Tell me how" is
one thing. "Show me how" is another. But let me "do it for myself" is engagement. The conundrum is how to
strike the balance in investment between driving awareness and engagement to meet expectations. >
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Darren Woolley cont.

6. Small ideas or a BIG idea

You load up your advertising with the big idea, you aim it at the target audience and you fire. And you keep
doing it until you run out of firepower - usually budget. But now fragmented targets requires a more granular
approach, with an on-going "test and learn" process replacing the old campaign model. The conundrum is that
most marketing strategy (and its funding and execution) is campaign-driven and so 2012 will be a year of
transition.

7. Mobile for reach or engagement

The conundrum is not mobile or not, as any brand wanting to engage customers' needs to think mobile (it is the
main access to internet in emerging markets). The conundrum is how. With so much opportunity for reach and
engagement, too many have failed using the mobile for awareness and there has only been nominal success in
brands using mobile for engagement. But in 2012, that will change.

8. Collaboration or alignment

To embrace complexity requires collaboration both within the organisation and across the organisations
engaged. But the conundrum is that collaboration requires alignment. But aligned to what? Corporate
objectives? CEO vision? Brand? Sales projections? The customer? The first step to creating collaboration is to
agree what is it you are collaborating on and to what outcome. Internal and then external alignment

9. Who owns digital?

Digital is not just the all-pervasive platform of marketing. It is the same across the whole of the business world.
Websites, social media, and other external communications meet internal finance systems, inventory control and
logistics. Nowhere is this more obvious than e-commerce. So the conundrum is who owns digital? This year, the
CMO, CIO and the CFO will become new friends for every company embracing social media and e-commence.

10. Pay for results or value but not costs

Much of the cost of advertising is simply a cost. The cost of media. The cost of agencies. The cost of production.
But with the increased pressure on marketing and advertising cost, the conundrum is how do we move from this
cost-based approach to a value- or results-based model? It is no longer acceptable to be a cost of business, but
for marketing to be an investment, this year we need to stop thinking about costs and start focusing on value
and the return on investment.

11. Social media is in-house and out-house

While traditionally many organisations outsource their communications needs to specialist agencies, social
media is causing a rethink. In-house or out-house? With the opportunity to engage your customer in a
conversation, it is not just a marketing channel, but also a customer service tool, a reputation management
function and a customer-relationship management application. So is it in-house? And, if so, who owns it? This
conundrum needs to be answered this year.

12. Who is responsible for CSR?

The customer is talking about you. And not just your products and services, but the way you manufacture them,
the way you treat suppliers and employees, the environment and, in fact, all aspects of your business. But it is
not just another channel to be managed. The conundrum is how do you make corporate social responsibility
(CSR) everyone's responsibility? §

T

2012 Biz Trends Report sponsored by Aegis Media ©2012 Bizcommunity


http://www.bizcommunity.com/BizTrends
http://www.aegismedia.co.za/
http://marketing.bizcommunity.com/196/424.html

A series of monthly

marketing/meadia Thougnt Lo,
leodership digital debates  +i:liis
orought you by Aegis Media &7
OOA, IN association with T
Bizcommunity.

____________________________________________________________________________________________________

To find out more visit the special
. section page, Aegis Digibates,
. on www.bizcommunity.com



http://www.bizcommunity.com/AegisThoughtLeadership

34

Dawn Rowlands
Five African digital trends for 2012

Africa is a mobile-first digital environment with 55% of the
continent's one billion people having mobile phones. In South
Africa mobile internet penetration is 70%, while desktop
internet penetration sits at only at 11%, whereas in Nigeria

mobile and desktop penetration are both over 20%.

2012 Biz Trends Report

With the under sea cable in both West and East Africa, the speed and
access to data will drive the sharing and sale of content dramatically.
This is due to increase during 2012.

The launch of smart phones at under US$80 and tablets at US$300
has already transformed the Kenyan market's aspirations of
mobile delivery.

Brands in these regions are thus now more than ever considering
driving their messages through mobile content.

Print spend across Africa is declining. Aegis Media's press spend has
declined by 4% but we have seen digital spend increase by 58%.

Digital spending is expected to increase this year especially in out of
home and mobile sectors.

Television viewership is being affected by ongoing power outages in
critical markets like Nigeria. Rising fuel costs in these markets will
make access to television less affordable and predictable.

Distribution via web, mobile and illicit means will quickly become the
biggest content distribution channels on the African continent.

Nollywood.com produces over 150 movies a week already and many markets like Kenya for example are

About the author

Dawn Rowlands is the CEO of
Aegis Media South Africa and
sub-Saharan Africa
(www.aegismedia.co.za). She has
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already enjoying Nigerian content over other European and USA developed and produced content.

sponsored by Aegis Media

- g

©2012 Bizcommunity


http://www.bizcommunity.com/BizTrends
http://www.aegismedia.co.za/
http://marketing.bizcommunity.com/196/424.html
http://www.aegismedia.co.za/
mailto:dawn.rowlands@aemedia.com
http://www.bizcommunity.com/Profile/DawnRowlands_1

35

Douglas Kruger
What to expect in public speaking and presenting

Some things you expect to remain unchanged. From the time
the first caveman waxed lyrical before a baffled fireside
audience, public speaking doesn't initially strike you as a pursuit
with the potential for radical change.

Sure, the Greeks added a trick or two, dipping sentences in logic - before
going on to collapse the European economy - but speaking is speaking, right?
Not true.

In the last couple of years alone, the world of speaking and presenting has
morphed and grown considerably. Watch a professional motivational speaker
from, say, 20 years ago, and it will look somehow... silly.

And it's not just changing by the decade. It's changing by the year. There will
be changes this year too, both through advances in technology and due to
trends in what is and what is not fashionable.

Here are my forecasts for the evolution of speaking, in 2012 and beyond:
1. The rich will get richer and the poor will get poorer

The skills gap between professional speakers (who are attuned to the latest
global thinking on presenting), and the dinosaurs (whose bad habits are
becoming incestuously entrenched; think meaningless phrases such as "All
protocol observed"), will increase.

In other words, good speakers will say more and more of value. Poor
speakers will say less and less, over longer and longer periods. The contrast,
of course, is good news for professional speakers.

2. The nodding audience will become the norm

About the author
Better Speaker, 50 Ways to
Position Yourself as an Expert,

and co-author of So You're in
Charge. Now What?. He is a five-
times winner of the Southern
African Championships for Public
Speaking. See him in action, or
review his books and articles, at
www.douglaskruger.co.za. Email

him at kruger@compute.co.za

and follow @DouglasKruger

on Twitter.

Audiences will spend less time looking at the speaker and more looking at their laps. Ironically, they will be
paying greater attention. This is because presentations are increasingly being consumed in a different way;

instead of taking notes, audiences are tweeting.

3. iPresenting will gain momentum

Many speakers are already using iPods and iPads to facilitate their message. As a simple example, you can now
use an iPod Touch as a virtual mouse, glancing down at your visuals and changing slides without having to turn
your back on the audience to see that the next slide is up.

It might not be long before the necessity of holding a device at all will be redundant. Instead, imagine something
like a holographic, virtual touch-screen. The speaker can see it, and change slides on it in the air like an orchestra
conductor, while the audience cannot.

4. Feedback will become more agile

Audience voting systems have been around for a while - think of the one in the show 'Who Wants to Be a
Millionaire?' - but their use and sophistication will increase. The speaker will ask, "How many of you use that
idea right now?" and within moments, the exact percentage will appear on the screen. >
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Douglas Kruger cont.

Some conference conveners are already projecting live Twitter streams [Twitterfalls or Twitterwalls - managing
ed] onto the screen, to generate dialogue real-time, a trend which we'll see more often.

5. There'll be less regurgitation

"One day, a man was walking down a beach, when he saw a youth, tossing starfish back into the sea..." You've
heard that story? You'll hear less and less Starfish stories, as organisations like the Professional Speakers
Association (affiliated to the American National Speakers Association) become stronger.

These bodies encourage members not to reuse tired old adages, but rather to develop their own stories and
content. Rehashing will be increasingly condemned.

6. You'll 'get' more from presentations

Value is a big deal in most industries these days and, in the non-tangible world of speaking, it is particularly
important. The world-wide financial squeeze has also ensured that meeting planners want demonstrably higher
levels of value from speakers

This means less waffle, and more useful, implementable ideas.
7. You'll be able to consume a speaker's ideas through multiple platforms

There is a growing trend for speakers to see themselves as 'experts who speak, write and train' on their area of
expertise. After a presentation, you will be able to buy the book, audio CD or online course version of the topic
you have just heard.

As with VW's 'pick a size' approach to cars, in which the different models all look fairly similar and differ mostly in
proportions, you'll be able to consume topics in a hierarchy of depth and duration, ranging from the mini video
blog (vlog) (like this example), up to speeches and workshops, all the way up to boot-camps and year-long
training programmes.

8. Speakers will hang hyperlinks in the air

As speakers develop greater knowledge in their niches, it will become harder to convey all of that knowledge in
one-hour keynotes. Consequently, speeches will become like a man showing you a set of rabbits, then setting
them free.

Those who are interested in more can follow any rabbit they want as far as they'd like to pursue it down that
trail. Each idea will be like a hanging hyperlink to more.

9. Dry will become wetter

Because no one can tolerate boredom in the name of education, there has been - and if heaven is merciful - will
continue to be an increase in the use of humour, stories and metaphors to make cardboard-dry content come
alive.

And a final prediction that's perhaps more of a prayer? | hope we'll see the death of the bullet-point, which has
never had any place in oratory. As trainers of proper presentation skills, we'll keep fighting to relegate them to
laundry lists where they belong.
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Dustin Chick

It's not about trends, it's about a reality check

There are no trends in the communications industry this year.
There are realities. Fundamental, yet often simple, factors which
then influence how communicators can bring value to the
organisations they work within. Indeed, value is the rub. It's the
communicators who understand these realities and how they translate into
results that are able to move beyond just "Peee Aaar". 2012 is wholly and
completely about understanding what is likely to influence how
communicators bring value. Critically, this is about a clear and considered
reality check both of how we work, and the environment we work within.

How we work...

e "Pee Aaar this" is not a brief. It's delegation to the point of
abdication. There is no way any communicator can begin to meet
expectations of those around them if these expectations have not
been clearly articulated.

About the author
Dustin Chick is head of strategy

e Success is not something we determine after the fact. If for Ogilvy Public Relations
communications is not benchmarked at commencement, it will never

be successful (or at least it will never be perceived to be).

Worldwide. His experience
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reputation management strategy
for Brand South Africa and
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e Measurement should be embraced, not something communicators
should be afraid of. When considering measurement metrics, don't
be afraid to link communications and business metrics. AVE is not a

business metric, no matter how much you tell yourself it is. World Economic Forum and the

2010 FIFA World Cup. Dustin has

e  Credibility sets the rats from the mice. Marketing is not managed SA and pan-African

communications. Remember this when communicating both your

. communications campaigns for
company and its products.

several major multinational
e Aframe of reference is a table stake. If your people don't have one,

along with a strong understanding of business and current affairs,

brands, including Western Union,
BP, Konica Minolta and Henkel.

you should panic. A lot.

Research without interpretation is just data. Having the right insights
about the world around us is the key to communications that works
and just the start of the communications value proposition.

Contact him on tel +27 (0)11 709
9660, email
Dustin.Chick@ogilvypr.co.za and
follow @dustinchick on Twitter.

The environment we work in...

e Information is critical. The information environment is changing. The introduction of the Protection of
Information Bill is the single biggest influencer of our work, especially if we work in the public affairs
space.

e Budgets are small. Expectations are big. Finding a way to marry the two successfully is our job. Make it
happen and spend money wisely to get the best business results. It's tough out there and this has the
biggest influence on expectation of return.

o People could not be more important. Almost anyone can organise an event. It's not the same as
communications. If you want your communications to positively and measurably influence your brand,
then make sure you are using the right people to do it.

e Skills requires the most investment. The gap between senior communicators and junior communicators
is too big. It is the responsibility of those in the industry to close as a matter of urgency.

Look forward to the year ahead. Just make sure you have a reality check in the progress.
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Erik Warburg

OOH - people are getting out more

Currently, out of home (OOH) is an exciting sphere to be in.
People are spending more and more time out of their homes,
and there are an increasingly growing number of OOH options
available to the advertiser.

With increased accountability and measurement in the medium, OOH is
finally taking its rightful place alongside the likes of TV, radio and print on the
media planner's schedule. Digital is elevating OOH to new heights, and with
the growing trend of convergence in the market place, OOH is able to provide
targeted, relevant advertising to a growing number of people.

Trends we foresee happening in 2012 are as follows:
1. Convergence

Different media platforms are converging. Cellphones are now creeping into
the OOH space. Response to advertising is easier than ever. People can be
tracked via social networks to physical locations. Never before has it been so
easy to reach people as accurately outdoors as now.

2. Digital

OOH is going digital. This is happening faster in some areas than others (eg
Europe and the Far East are a lot more digitally developed on outdoor than
we are). South African is catching up, though, with newer and better screens
and networks opening all the time.

Currently there are good networks in airports, business hubs and some retail
networks. Expect more to follow, as prices come down and quality improves.

3. Fragmentation of opportunities

There are more options on OOH than ever before, from billboards to
activations to mall advertising, bus advertising, cab advertising and bespoke,
custom-made opportunities. OOH is no longer just billboards, but an ever-
expanding list of exciting options and possibilities.

4. New brands testing outdoor

i
About the author
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As fragmentation of OOH continues and cheaper options appear, more brands are testing it out. With
geographic-specific data now available, the extra measurability means that brands that have previously ignored

OOH are now testing the waters.

If the alcohol ad ban gets passed, expect even more new brands to test OOH, as a large set of good OOH
inventory will become available overnight (similar to what happened with tobacco advertising).

5. Improved accountability

OOH has for many years suffered from a poor reputation due to a lack of accountability. This is changing, due to
specialist auditing companies and independents monitoring the OOH space on a frequent basis. >
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Erik Warburg cont.

Also, the competition amongst OOH media owners has never been so stiff - there are now literally hundreds of
media owners competing for the same spend. This is ensuring that media owners are improving their offerings,
and accountability is one of the areas that is attracting a lot of focus.

6. Improved measurements

OOH has struggled historically with an accurate way of measuring performance. Without an accurate
measurement system, advertising spend is often lost to the other ATL media types, such as TV, print and radio,
especially now with an increased focus on accountability by the larger advertisers.

However, there are newer, better measurement systems being introduced and tested which should help the
industry to compete with the other media types.

7. Consolidation of media owners

As mentioned, there are literally hundreds of OOH media owners in SA. With the recent recession, the
competition has become intense, and | foresee a period of consolidation happening in the OOH space over the
next few years, as the larger media owners acquire the smaller ones.

With stricter council regulations in place, this process will happen even faster as larger media owners seek to
maintain their holdings.

8. Alcohol advertising

The proposed ban of ATL alcohol advertising is still on the cards, although when this would happen is anyone's
guess.

Some alcohol companies are viewing this period as a time to maximise their OOH exposure to gain the last
advantage before the ban kicks in, while others are already cutting back on OOH advertising to focus on other
channels which are more sustainable.

9. Smaller formats, more packages

Advertisers have become a lot more frugal with their budgets - demanding better results with less money. In the
OOH arena, this has meant that smaller formats (eg citilites and primelites) have been particularly successful, at
the expense of larger, more expensive formats.

The move to package sites together is also gathering steam, as the SA market develops and becomes closer in
nature to the European markets, where almost all OOH is bought as packages.

10. Outdoor used to push search

OOH has been proven to be a great catalyst to get people to search online. As the world of personal computing
continues to expand, this is becoming ever-more relevant, as people are now using their smartphones, iPads,
laptops and other personal devices to stay in contact whenever and wherever they are.

11. Competitive prices

Much of the pricing in SA in 2011 was off the back of the inflated 2010 ratecards, especially in the airports. What
has happened is that occupancies have been low in these areas, and prices have dropped as a result.

| foresee this continuing into 2012, as there is still a nationwide surplus of OOH inventory (approximately 20% of
billboards were empty in August 2011, as an example).
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Frances Gordon
Trends in business communication

In the past two years, many large companies have reshaped,
restructured and rewritten their content - from print to web to
mobile and SMS. The catalysts for these large and often
expensive changes have been neither business imperatives nor
technological innovations, but new laws.

The Consumer Protection Act (CPA) and similar laws and regulations
(Companies Act, National Credit Act, Treating Customers Fairly Roadmap, for
example), are forcing companies to adopt a large-scale rethink of their
content, mostly because of the new requirement for 'plain language'. The
changes are often driven by compliance and legal departments, rather than
marketers or professional communicators.

This new regime of laws that have a direct impact on business
communication is the backdrop of my approach to predicting these six
content trends (in this article, | use 'content' widely to refer not only to print,
but also to web, mobile, SMS, call centre, and all other types of content):

1. Companies start getting strategic about content

Smart companies, or those that have learnt their lessons from rushed,
unplanned rollouts, are realising that they need to think before they
implement. They know that, if you don't have good editorial and other
planning tools, trying to do many pieces of content at the same time is just a
waste of time. It leads to massive inconsistencies, process bottle-necks and
wasted resources.

Content strategy is the discipline they will turn to for help. There's so much
being written about content strategy at the moment that it's impossible to
keep up - and much of it is good, practical methodology. According to
industry leaders Brain Traffic, content strategy comprises four elements:

Substance (what content is needed)
Structure (how content is organised)
Processes (both for launching and maintaining content)

Workflow (governance)

About the authc;r

South African brands on print,
web and mobile content. In
2005, she co-founded training
and consultancy firm Simplified
(www.simplified.co.za) in

Johannesburg. In 2010, Frances
sat on the Plain Language
Association InterNational board
and she's currently part of the
International Plain Language
Working Group. Tel +27 (0)11
483 3418, email
Frances@simplified.co.za and
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Although content strategy is often centred on online content, there is no reason the methods and approaches
cannot be applied to all channels and media. The good news is that there is a great opportunity to learn more
about content strategy in 2012.

Thanks largely to the efforts of Kerry-Anne Gilowey (@kerry anne) of Cape Town content strategy consultancy
August Sun, Content Strategy Forum 2012 is coming to Cape Town. This content-strategy conference will bring

international speakers and experts - and, | hope, will encourage SA organisations to apply this discipline to their
own environments. >

j'_f -. & AR EN =

©2012 Bizcommunity

2012 Biz Trends Report sponsored by Aegis Media


http://www.bizcommunity.com/BizTrends
http://www.aegismedia.co.za/
http://marketing.bizcommunity.com/196/424.html
http://www.bizcommunity.com/Search/196/11/sm-3/i-11/r-196/s-Consumer+Protection+Act.html
http://www.bizcommunity.com/Search/196/11/sm-3/i-11/r-196/s-Companies+Act.html
http://www.bizcommunity.com/Search/196/11/sm-3/i-11/r-196/s-Treating+Customers+Fairly+Roadmap.html
http://www.bizcommunity.com/Search/196/11/sm-3/i-11/r-196/s-plain+language.html
http://www.bizcommunity.com/Search/196/11/sm-3/i-11/r-196/s-content+strategy.html
http://blog.braintraffic.com/2011/03/brain_traffic_lands_quad/
http://www.bizcommunity.com/Search.aspx?l=196&c=11&sm=3&i=11&r=196&s=Kerry-Anne+Gilowey
http://twitter.com/kerry_anne
http://augustsun.co.za/
http://csforum2012.com/
http://www.simplified.co.za/
mailto:Frances@simplified.co.za
http://twitter.com/Simplified_SA
http://www.bizcommunity.com/Profile/FrancesGordon

42

Frances Gordon cont.

2. More content audits and better ones, too

While 2012 will see some SA companies doing their very first content audit, most companies will improve and
extend their content audits.

Right now, SA content audits tend to focus on one channel (usually the web) or one issue (often, compliance
with plain language requirements or usability). While this is far better than no audit at all, companies are
realising that each piece of content has multiple requirements and purposes, and it saves time and money to
look at it all at the same time.

3. Responsive design for content

Designers and technology gurus are getting excited about responsive design. 2012 will see an exploration of the
equivalent in content. Content repurposing is a field that always attracts controversy as it is very difficult to apply
one strategy to different situations.

2012 will see more companies asking, "How can we be more efficient in using our content appropriately in other
channels or media?" This will happen more and more in 2012, and will result in better use of content
management systems and processes, and more consistent content.

4. Lawyers and marketers listen to each other

We will see more thoughtful and respectful conversations between marcomms and legal experts. Marcomm
professionals have to start appreciating the legal intent of some documents, just as lawyers must start respecting
the skill-sets that can help to make content useful and useable by ordinary South Africans.

5. Copywriters get to grips with the subject matter

Copywriters need to start understanding the detail so that they can ensure that their content is accurate and
comprehensive, and does not hold any potential for misleading the consumer.

Eg, the user-friendly summary of your life insurance that you read on the web must be consistent with the
wording in the policy. If 'insurance benefit' or 'investment value' is used in both a policy document and an
advert, it must hold a consistent meaning.

6. A widening content divide

In short, in 2012 we will see an increasing divide between the companies that view content changes as a
necessary evil and those companies that consider content to be a business asset.

The former will continue to pursue short-term approaches, in which they ask, "What is the least we can do to
comply?" This unthinking approach must result in poor implementation - and increased cost in maintaining
content across channels.

The latter will shift to a strategic view of content, and learn what they can from various disciplines, including
plain language, usability, online publishing and digital strategy. They will then have the foundations for reaping
the rewards: content that's cheaper and easier to produce and that makes a bottom-line difference. ##
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Gilda de Araujo
Reasons not to 'touch that dial'

2012 heralds a brand new chapter for radio advertising and,
more and more, savvy advertisers are are acknowledging that
successful campaigns demand the time, effort and nurturing of
an involved team and more. [multimedia]

Here's the lowdown on what to expect from radio (advertising) in 2012...
1. Branded content

Programming and advertising are supposed to form a symbiotic relationship.
This was demonstrated none more clearly than in 2011 by former 5FM
broadcaster and now UK-based radio specialist Mark Gillman.

Brand programming technology as Gillman calls it, is about programming that
evokes a feeling. It outlines the fact that, for radio advertising to work, it
needs to 'move' or entertain first, and then be skilfully integrated into a
station's compelling programming lineup.

Of course, this means that the excuse about radio not being 'visual' simply
won't fly in 2012 because as Gillman explains, "It doesn't have to be visual.
Programming is not creative - it's about being a human being. Someone must
cry, laugh, be offended or be moved - something has to happen. Thereafter, it
becomes easier to make the brand fit".

Exciting stuff and definitely something to look out for this year.
2. 30-second ads are not the be-all-and-end-all of radio advertising

Without taking credit away from the classic 30-second recorded ad, which
has most often been what radio is to the media industry - a firm foundation -
more and more advertisers are seeing it as de rigeur to go beyond the realm
of the generic ad via features such as interviews, drama serials, sponsorships,
outside broadcasts and generally more innovative programme integration
and listener relevance.

3. The idea first, then duration

About the author
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FNB successfully demonstrated in 2011 with the "Steve" campaign that the quality of the idea is more important

than media length, and that some ideas need a little more time to come to life.

In 2012, it's the ideas that will dictate how we use the medium. These concepts should have the staying power to

work within whatever new timing parameters they're presented with.

As international radio specialist Tony Hertz puts it, "How long should a commercial be? Write the commercial,

rewrite it, get it right, then act it out loud. That's how long as it needs to be".

4. In touch with the emotions

Radio's strengths lie in the personal relationship it has with listeners. For the savvy advertiser in 2012, radio will
increasingly liberate brands to be more transparent, authentic and create ads that reflect human truths. >
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5. The return of the jingle
Along with a move towards longer, more emotive radio ads is the return of another firm radio favourite - the
jingle.

More and more radio ads will include jingles and pneumonics that will instantly trigger brand recognition in the
hearts and minds of the listeners, helping brands build firm relationships with listeners and to stand out from the
media clutter.

6. Radio drives online

Granted, an ever-growing element of each campaign includes online and the social media space. But have you
considered that when new media platforms are used as a sound-bite to spark conversation, where do you
expand the conversation to achieve meaningful reach? On radio, of course.

As brands connect more and more with consumers through their social media communities, they will look for
radio stations to drive this. Radio has the power to create communities of interest, and to act as a focal point for
communities to talk about things that are happening around them.

By tapping into its immediacy and power to start, maintain and grow conversations, radio will remain one of the
best mass-reach media to boost awareness of brand presence on new media platforms.

7. Station-advertiser 'collabo'

Gone are the days of campaigns or concepts being exclusively station or client driven. Marketers in 2012 will see
the need to collaborate with stations, increasingly becoming content generators with the focus of entertaining
and engaging listeners.

Considering that radio is set to invest more and more in the creation of content, this synergy can only bode well
in creating great entertainment, whatever the commercial message.

Advertisers will, of course, look to stations to develop ways for their brands to be integrated into this ever-
expanding content generation. This will also see the audience becoming the source of content/concepts.

8. Power of personality

One of radio's strengths lies in the personal relationship created between listeners and radio personalities.
Consider that radio personality Gareth Cliff (@GarethCliff) currently tops the South African list of key influencers
on Twitter, with four more radio presenters holding positions in the top 30 list.

And, with the ever-expanding scope of radio presenters' influence via social media platforms, we'll see more
brands matching themselves to a show or host. #i
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Gill Moodie

To fret or not to fret?

If you're viewing 2012 with trepidation, you're not the only one.
Most of us in the media - permanent employees and freelancers,
big companies and small -know we share the same precarious
boat, as innovation in technology and the rise of social
networking means the way people consume media is changing fast.

On top of that, advertising revenue is bound to be tepid this year because of
economic downturn.

The long and the short of it is that 2012 is a year of reining in spending for all
so we can expect marginal media products to be shut, retrenchments and
other forms of cost-cutting.

But it's not all gloomy as | peer into the crystal ball so let's look first at the
sunnier spots for SA media this year, wherein lies opportunity for the smart
operators:

About the author

1. It's going to be a great year for news. Gill Moodie (@grubstreetSA) is a
freelance journalist, media
commentator and the publisher
of Grubstreet
(www.grubstreet.co.za). She

In South Africa, it is the year of Politics with a capital "P". The power struggles | worked in the print industry in
within the ANC and the tripartite alliance leading up to the party's December | South Africa for titles such as the
elective conference in Mangaung are epic. This may not be simply a battle for Sunday Times and Business Day,

On the sport front, there is the London Olympics while business media
anywhere in the world can go to town on analysing the fascinating global
economic situation.

the ANC presidency but a battle for the soul of the party and whether it and in the UK for Guinness

should chart a course for more leftist waters. Fascinating stuff! Publishing, before striking out on
her own. Email Gill at

2. Power struggle gill@grubstreet.co.zaand follow

. . . h Twitter at @grubstreetSA.
As we saw in the battle between former president Thabo Mbeki and eron Twittera ruBstree
president Jacob Zuma, political power struggles tend to stir up the dirt so we can expect revelations of
corruption, personal scandal and maladministration this year as the players seek to oust each other from the
battle field.

Most top ANC people are up to their armpits in arms-deal verneukery anyway, so there's plenty of dirt to fling
around. My guess is that the revelations about the president's spokesman Mac Maharaj late last year was leaked
to the media from a Zuma rival - possibly the ANC Youth League that was slapped down so publicly. The Sunday
papers and the Mail & Guardian can capitalise on these dynamics in a big way.

3. The other kind of power struggle

Another big story to watch unfold is SA's billion-rand nuclear-power expansion (we will be building up to six
nuclear stations before 2030). Megabuck construction projects such as these - with myriad government tenders,
complex supply chains and foreign money - lend themselves to corruption and kickbacks.

Watch this space as it's going to get very interesting and the SA firm Aveng, led by Roger Jardine (formerly CEO
of media company Kagiso), is a prime contender at the lucrative trough. >
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4. Circulation

Talking of the M&G, it will be very interesting to see if it can sustain its circulation growth of last year, built
mostly on investing in quality people and kick-ass content. | hope so.

While it goes without saying that most SA papers will continue to be squeezed on both sides by declining
circulation and depressed advertising revenue, we can expect to see some of Media24's titles arrest circulation
decline now that the company has largely fixed its terrible problems with the Cycad CRM system.

Beeld in Gauteng, for instance, was showing an increase in the last available ABCs (for the third quarter of 2011)
and | hear that the Daily Sun, the big daddy of SA's tabloids, should show an arrest in circulation decline in the
ABC numbers for the last quarter of 2011.

5. City Press the one to watch

Also at Media24, SA's biggest media company, City Press is the one to watch as its highly regarded editor, Ferial
Haffajee (@ferialhaffajee), has reached that sweet spot where anyone who's hot and happening wants to work
in her newsroom.

Success breeds success, so I've noted with interest that Haffajee has been bagging some excellent journos over
the past year: Mandy Rossouw (@MandyRossouw) and Yolandi Groenewald (@YolandiG) (both from the M&G),
Carien du Plessis (@carienduplessis) (from Daily Maverick) and early this year Natasha Joseph (@TashJoeZA)
(from the Cape Argus) will join as news editor.

Behind the scenes, market-research whizz Jos Kuper (who worked closely with the late Deon du Plessis on the
Daily Sun for many years) is working her magic at understanding the paper's market, so | think there are many
more good things to come from City Press.

6. New broom for Media24 Newspapers

In fact, Media24's entire newspaper division is about to get a new broom in Fergus Sampson, when he takes over
from Abraham van Zyl as head of newspapers in the first quarter of this year.

Sampson, who is CEO of the English newspapers (Daily Sun and City Press) at the moment, will be adding the
Afrikaans papers (Beeld, Die Burger, Volksblad and Rapport) to his stable.

A big job, but I'm sure he's up to it, as the grapevine says Sampson is a results-man and not to be trifled with.
7. Avusa's possibly poisoned chalice

While on corporate movers and shakers, the announcement of a new Avusa CEO (to replace Prakash Desai) will
be interesting. The word is that acting CEO Mike Robertson, previously Sunday Times editor, is not in line for the
job and the board is looking outside the company.

The question is: who would want the job? Given that Avusa is knee-deep in legacy businesses and it's hard to
read its noxious boardroom politics, it might well be a poisoned chalice.

8. New news editor for The New Age

It will also be interesting to see if The New Age can keep up the tempo, now that veteran news editor Raymond
Joseph (@rayjoe) has handed over the reins of the paper's news desk. It was an inspired move by The New Age
editor Ryland Fisher (@rylandfisher) to lure Joseph from Cape Town to Joburg to run his news desk last year but

where to now for the one-year-old paper? Newspapers live and die on the shoulders of their news editors but
I've heard positive things about Joseph's successor, Terry van der Walt, who was tabloid training manager at the
Daily Sun. >
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9. Closing down and/or repositioning

On the delicate issue of products falling by the wayside this year, we can probably expect some of the more
marginal magazines in competitive categories such as décor and women's general interest to be axed.

And | wouldn't be at all surprised if Independent Newspapers repositions its two afternoon papers - the Daily
News in Durban and the Cape Argus in Cape Town - and makes them morning papers or closes them down.
Afternoon papers across the world have been in trouble for quite some time and a depressed economy makes
tough decisions a necessity - especially at Independent Newspapers, where its Irish owners are ruthless about
profit margins.

10. Up its game

The country's first iPad-only newspaper, iMaverick, will have to lift its game in terms of subscribers if it is to grow
but the company's CEO, Styli Charalambous (@StyliChara), told me late last year that he hopes to seal a couple
of corporate deals soon that will boost the numbers substantially. | do hope they pull it off.

My guess is the deals are with blue-chip outfits such as financial services firms who want to give iPads to their
top people. Maverick's overheads are so low compared with traditional-media houses that one or two deals such
as these will be just the ticket for founder Branko Brkic (@brankobrkic) and his enterprising crew.

11. News-reading habits

And then, Twitter is becoming so ubiquitous within media circles and beyond, that it really is worth noting the
seismic shift of social networking - and that most of us now get our news headlines off Twitter feeds (and not
newspapers) and read articles recommended by our Twitter and Facebook buddies.

We're all reading far more widely and eclectically. Loyalty to any particular title is over.
12. E-readers

Likewise, more and more people are getting tablets and e-readers, whether they be iPads, Kindles or Kindle
Fires. My hairdresser has a Kindle, for heaven's sake, and the other day in a suburban doctor's office, | sat next to
a 60-something woman noodling away on a tablet.

The tech keeps getting smarter and cheaper faster and faster, so beware those who think that the feel of ink on
paper will bear out in the end. There's no going back for media consumers on this one.

el
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Gillian Rightford

The metaphor of the Age of Aquarius

Whether this year actually brings the end of the world as we
know it or not, 2012 is an interesting year from an astrological
point of view. Here's what one expert, astrologer Mark Borax,
says: "The coming together of Jupiter, Neptune and Chiron [the
healer] is this millennium's Star of Bethlehem." It's the launchpad to 2012
and the full emersion into the Age of Aquarius....It's an ignition point, he says,
to speed the evolution to the essence of who we are.

And, with this triple conjunction, he invites us to get past the cloud of gloom,
and focus on the rays of light. He writes, "Regardless of your birth sign, the
Aquarian in you - the future being in you that your old self was an early
prototype of, gets the go-ahead to come out, come out wherever you are. As
everything falls apart, the time is right to crack open to the new. Dowsed by
this powerful celestial event, old stories have to change or die. Old structures
fail. Old stories give way to deeper stories of the soul that were always
hidden within them."

So what does this mean for our world, as we know it? Let's take a peek in the
crystal ball.

1. Digital comes of age

Aquarius traditionally "rules" electricity, computers, flight, democracy,
freedom, humanitarianism, idealists, modernisation, astrology, nervous
disorders (more about this later), rebels and rebellion. So the trend will
increasingly move towards accepting digital as is, not digital as special or
different or only for some people. The digital world continues its merger with
the old world.

2. Digital4all

Mobile will drive the lower income groups' engagement with digital,
catapulting the power of the platform.

3. ATL, BTL, UX?

About the author
Gillian Rightford's CV is a mix of
marketing, advertising, and
management. A former group
MD of Lowe Bull, she started
Adtherapy
(www.adtherapy.co.za), a

company that aims to improve
the quality of advertising out
there through better skills and
better client/agency
relationships. Contact Gillian on
tel +27(0)21 761 2812 or email
gillian@adtherapy.co.za, read
her blog at

adtherapy.blogspot.com and
follow her on Twitter

at @grightford.

The notion that 'digital' has to be treated differently in the communication field will fade and instead its true
potential will be accessed through merger, collaboration, experience, learning and creativity. The current

industry structure will not last.

4. Traditional structures are broken down

In fact, all traditional business and service-delivery models will continue to have their existence (and costs)

challenged and broken down to improve efficiencies and relevance to the user.

This will apply whether it's an insurance policy, a government, or the way an ad agency or a production house is
structured and charges. It will also apply to rigid work hours and an insistence on coming to the office. The same
old way of working won't work for anyone. The spotlight will turn on companies making excessive profit,
particularly the mobile companies, as data consumption and storage needs multiply. >
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5. It's not on the box

The consumption of media in ways different to what was originally imagined will continue. Those who adapt will
survive, those who don't, won't. But it doesn't mean every soapie or newspaper has to go digital. "When the
world zigs, we zag," says BBH. Traditional models may be able to zag, and turn their experience into something
worth the diversion. (Read the brilliant book by satirist Gary Shteyngart, A Super Sad True Love Story, for a view
of the future).

6. It's all about creativity, stupid

Creativity will be recognised as a staggering business tool, and the era of the paint-by-numbers approach to
advertising will start its death rattle. Anyone who has read Steve Jobs' biography, and still thinks that creative
people only exist in ad agencies to win awards, is a moron. Creative people exist in the world's best businesses,
and more creativity is needed to unlock powerful consumer engagement, not less.

But creativity isn't just an ad. And, actually, it never was.
7. Experience = confirmation

Brands will increasingly be held to account in social forums: what they promise has to match what they deliver.
In every way.

8. Rebellion against 'a million little lies'

Consumer vigilantism will grow, especially as the income demographic of participation broadens in South Africa,
and the less affluent, who are more ripped off, realise they have a strong voice. It's about rebellion
against untruth.

9. Do, not tell

The flip-side of this is that more and more brands will cross the line through to creating content, experiences and
philanthropy, in order to let consumers feel the brand through living it. And with this cross-over from clear
marketing communication to "wait a minute, was that an ad?' will come some ethical challenges.

10. Are you talking to me?

Technology will allow more personal, customised advertising - whether it's on the internet, on your phone, on a
billboard you drive past. The ads will know you, your friends, what you like and don't, and talk to you in ways
that will either give you the creeps or make you wonder how they knew that (from my 2011 trends prediction)!
This will bring a renewed focus on privacy: an "old story" for some, but a drawing of the line for others.

11. I'm talking to you!

The consumer will continue to grow their dialogue with their favourite brands, becoming more involved in the
creative process through marketers' efforts to get them to feel closer to the brand.

12. And finally, I'm OTG

As the internet and mobile define how we consume information, go about our daily tasks, and talk to each other,
people will need to get 'off the grid' in order to avoid serious 'nervous disorder'. This will become harder due to
the spread of technology, everywhere, always on, and therefore increasingly more valuable a commodity. The
OTG experience will become sought-after, if you can do cold turkey. %
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Gisele Wertheim Aymes

Is life the new start-up?

Our fast-changing and liber-connected world impacts the way in
which we work and live and, to stomach the harsh realities of
life in 2012, we will all need to learn how to live!

1. A South African state of mind

South Africans face an interesting socio-political and economic year in 2012.
Political parties are gearing up for what could be a watershed year, with a
string of significant events on the political horizon.

The Sword of Damocles hangs over media freedom with the proposed
introduction of the Protection of Information Bill. Continued global financial
volatility may place us under further pressure, but also presents many
opportunities for growth and development.

Indeed, some business analysts and executives predict a more positive year

for SA than most. CEO of FNB, Michael Jordaan (@michaeljordaan) made a About the author
prediction on Twitter recently, saying: "In 2012 the SA GDP growth rate will Gisele Wertheim Aymes' media
comfortably exceed that of the rest of the globe." career of over 20 years spans a
. broad range of experience, from
2. Uber-interconnectivity or overconnectivity? editorial, marketing, publishing

and advertising sales to media

The heightened global interconnectivity is the subject of concern as global
innovation and strategy. Among

financial markets heave and so it should be.
the many hats she wears is that

First Scientist and now Forbes reported on "three systems theorists at the of publisher editor of Longevity

Swiss Federal Institute of Technology in Zurich took a database listing 37 magazine

million companies and investors worldwide and analysed all 43 060 (www.longevitymagazine.co.za),
transnational corporations and share ownerships linking them. They which she bought from Avusa in
discovered that global corporate control has a distinct bowtie shape, with a 2010. Email her at

dominant core of 147 firms radiating out from the middle. gisele@longevitymag.co.za and

follow her on Twitter
"Each of these 147 own interlocking stakes of one another and together they at @giselewaymes.

control 40% of the wealth in the network. A total of 737 control 80% of it all.
Economists say the danger comes when you combine hyper connection with the concentration of power."

Interesting times indeed!
3. Rise of second economy through digitisation

Economist W Brian Arthur, longtime visiting researcher at PARC and external professor at the Santa Fe Institute,
quantified this phenomenon recently in a PARC Forum video and McKinsey Quarterly article. "The second
economy... is vast, silent, connected, unseen, and autonomous (meaning that human beings may design it, but
are not directly involved in running it). Arthur argues that this second economy, which author Nick Carr in turn
dubs the age of 'deep automation,' may represent the biggest shift since the Industrial Revolution, and lead to
increases in productivity output as well as decreases in physical jobs."

According to Arthur's back-of-the-envelope calculations, the second economy could surpass the physical
economy in less than three decades. The nature of work will change, jobs will change, organisational structures
will change, institutions will change, and economies will change. >
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4. Rise of consumption equality

Andy Kessler a former hedge-fund manager, told the Wall Street Journal: "It used to be so cool to be wealthy-an
elite education, exclusive mobile communications, a private screening room, a table at Annabel's on London's
Berkeley Square. Now it's hard to swing a cat without hitting yet another diatribe against income inequality.
People sleep in tents to protest that others are too damn wealthy.

"Yes, the wealthy can strut around in more foo foo Jimmy Choos and Harry Winston pendants, but so what?
That's all they've got left. Being envious of someone's nice outfit is no way to go through life."

Kessler argues that just about every product or service that makes our lives better requires a mass market or it's
not economic to bother offering. "Those who invent and produce for the mass market get rich. And the more
these innovators better the rest of our lives, the richer they get, but the less they can differentiate themselves
from the masses whose wants they serve."

It's the Pages and Bransons and Zuckerbergs who have made the unequal equal. So, sure, income equality may
widen, but consumption equality will become more the norm. Compared to 20 years ago, or even five years ago,
chances are that you're richer.

| agree with Kessler: we should stop moaning and enjoy it!
5. Socialisation of everything online

I don't think anyone would argue this trend with Robert Hof who wrote in Forbes, "With more social network
accounts than email accounts as of 2009, there are now 860 million social network users. In other words, it's the
next great media platform. The monthly time spent on social networks now has passed that of all the portals, not
just Yahoo, but also CNN, AOL, and others.

Then there's gaming (think Zynga, which [went public in December 2011]). All that's going to change completely
the world of entertainment, from music to television (if it hasn't already)."

While in SA we continue to lag the developed worldwide average online/broadband penetration trends, the
game is changing so very, very fast.

6. The always-ticking millennial

Increasingly, corporate business is recognising that Generation Y staffers (the ones called millennials) will not
work a 9-to-5 day.

Industry trendspotter Marian Salzman, CEO of Euro RSCG Worldwide PR, says: "The new digital generation works
anywhere, anytime. 2012 to be the beginning of an era in which notions of time are divided differently;
especially when we all know work nowadays is a 24/7/365 proposition. All hands on deck, but at

different times."

SA CEOs, take note!
7. Transparency vs privacy

With the proliferation of social and traditional media use, people will start experiencing full-blown information
overload and seek privacy. We're seeing it on Twitter, with more and more Tweets suggest exasperation across
the globe at invasion of privacy with spam and even the deteriorating quality of some dialogue.

"Do you think Bob Dylan cares what 'How to get more traffic' blog posts have to say? Hell, no." tweeted
cartoonist and author Hugh Macleod (@gapingvoid). >
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Despite a personal need for privacy, people will not absolve politicians or companies and will continue to expect
them to act transparently. Consumers are realising they have a loud voice online and what they won't say to
someone's face, they will say online. Increasingly transparent conversations about brands and companies are
taking place.

In SA, Woolworths has been experiencing since the December 2011 period, when its dispute with Frankie's
became the centre of a Twitter and Facebook attack on its brand reputation.

8. Self-care

Wellness continues to top the global trends agenda. In SA, we're an increasingly unhealthy lot. In fact, our
mortality rate will be the same in 2015 as it was in 1955. There are a number of factors impacting on this:
childbirth mortality, and poor access to health services, HIV and TB.

However, the SA government has noted its concern about rising levels of obesity and some media suggests
consideration is being given to placing restrictions on not just fast food and alcohol advertising, but also a "fat
tax" on sweets and alcohol.

The Economist recently reported: "South Africa has become one of the world's fattest countries. Six out of ten
South Africans are now clinically overweight or obese, according to a survey by GlaxoSmithKline (GSK), a
pharmaceutical company. So, apparently, are a quarter of teenagers and one in six children under nine. Another
study, by London's Imperial College, found as many as three-quarters of South African women to be overweight,
up from 57% in 1980; it classified 43% as obese, up from 24% in 1980."

South Africans prepare for the introduction of National Health Insurance, which aims to equalise the access of
health facilities across the broader population and improve services to less advantaged citizens. In this scenario,
self-care becomes increasingly critical.

I loved this trend from one of the world's leading trend firms, www.trendwatching.com, on DIY health, which it
says is a key trend to watch for: "DIY goes 'good for you' in 2012: novel apps and devices will increasingly let
consumers discreetly track and manage their health by themselves. The Do-It-Yourself trend is not going to slow
down in 2012.

"Now, there are two kinds of DIY: the kind (most!) consumers hate and the kind they love. For 2012, the latter
category will show endless innovation driven by, what else, technology, which in turn feeds off a never-ending
desire among consumers to be in control."

9. Eco-cycology

It's just a sexy variation on recycling, but what a great turn of phrase. Simply meaning brands taking back all of
their products and recycling them responsibly and innovatively. Says Trendwatching.com, which tabled it: "While
in times of recession, economic interests tend to overrule eco-causes, the quest for a more sustainable lifestyle
will remain a most pressing issue for years to come. The phenomenon of brands helping consumers recycle by
taking back all old items from customers, and then actually doing something constructive with them is coming to
the fore."

In SA, a large waste management market exists through collection of waste by the both the formal and informal
sector which make a living off waste; however, to date, brand companies have not taken recycling to the next
level as their international counterparts. So here's a challenge! >
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Gisele Wertheim Aymes cont.

10. Be a flexitarian

More people are becoming "Flexitarians", those who consciously reduce their meat intake for health reasons,
but still occasionally enjoy animal protein. One of the best evidences of this trend is the growing popularity and
social media following of the nonprofit Meatless Monday initiative, developed in association with John Hopkins'
Bloomberg School of Public Health.

PS it may help with global warming too, less demand for cows, results in a reduction of global emissions.
11. Cash-less society

SA banks have already led a revolution locally in mobile banking, which boosted the innovation of cash-less
banking and is seeing meaningful penetration across the broad mass market. E-Wallet from FNB, Cash Send from
Absa and Vodafone Group with Nedbank and M-PESA all enable customers to send money to anyone with a valid
SA cell number.

Globally, Trendwatching.com says we should keep an eye on Google's free, NFC-enabled mobile payment system
Google Wallet and the US online payments processor PayPal, which has a mobile payments application for
Android devices. Square, an electronic payments service, enables users to accept credit card payments by using a
card-reading portable device connected to their iPhone, iPad or Android device. iZettle is a device that enables
consumers to accept credit card payments while on the go. The portable chip and pin reader plugs into iPhones
or iPads, so that card transactions can take place instantly.

12. Life is the new start-up

Euro RSSG's Salzman talks about how people's overtaxed lives will add to the "in the moment" movement, which
for many people will be the only way to stomach the harsh realities of life in 2012, and www.good.comasked
readers to predict trends for 2012. I'll end my predictions with one of its readers' choices and my favourite: Life
is the new start-up.

When it comes to distracting us from what is going on in LIFE, we are masters. TV, social media and gaming
consoles provide continual escape. iPods, Driftas, iPads all desensitise us from physical activity, and music and
Blackberry and friends numb our interaction with family and community.

Our brains occupy a constant state of analysis, worry and prediction, leaping from one thought to the next. In
order to thrive in an over-connected world, we'll have to learn to live in the moment, free from doubts and
worries, to experience life unbarred and allow some refuge from a world in turmoil.

As Seneca the Younger (BC4 to 64AD) said: "As long as you live, keep learning how to live."

Note: All references include the links, so you can explore these ideas and trends further. Trendwatching.com,

quoted above, sends out monthly trend briefings to more than 160 000 subscribers worldwide in
nine languages. i

baa

- g

2012 Biz Trends Report sponsored by Aegis Media ©2012 Bizcommunity


http://www.bizcommunity.com/BizTrends
http://www.aegismedia.co.za/
http://marketing.bizcommunity.com/196/424.html
http://www.google.co.za/search?q=Meatless+Monday
http://www.thevaluesinstitute.org/
http://www.thevaluesinstitute.org/
http://www.google.co.za/search?q=google+wallet
http://www.google.co.za/search?q=google+wallet
https://squareup.com/
http://izettle.com/
http://www.good.com/
http://trendwatching.com/

54

Greg Whitfield

Loyalty programme trends for 2012

When reviewing loyalty programmes, which are proliferating,
the key question is, "Are they adding value to the customers'
experiences?" Here is what | think will make loyalty programmes
stand out from the pack in 2012.

1. Great branding

Branding a loyalty programme is as important as branding a product or
service. Not only does it promote the usual good stuff like recall and liking, it
creates a platform off which to develop a long-term relationship with the
customer. Customers who feel some kind of emotional pull to your loyalty
programme are more likely to sign up for it and less likely to move to a
competitor.

Loyalty programme branding that also reflects the known values of the core
brand reinforces that brand's positioning and desirability and vice versa.
Moreover, a unique and memorable name goes a long way too.

2. A perfect fit

Different consumers have different needs, and this should be reflected in the
way in which each loyalty programme is structured. For instance, a loyalty
programme for a top-end credit card should offer different rewards to those
offered by a large supermarket chain.

The credit card customer is unlikely to be interested in discounts and is more
likely to be attracted by rewards that have a high perceived value, like air
miles or points that can be accumulated towards the purchase of luxury
items. This customer is also more likely to donate his or her points to a
charity, so that option needs to be available too. Not only does it provide
additional choice for the customer, but also introduces a feel-good factor that
enhances the experience of the brand and the propensity to stay loyal to it.

The broader customer base of a supermarket chain is, on the other hand,
more likely to be price-sensitive and therefore more likely to be attracted by
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discounts or cash-back offers, whether these are instant or redeemable from time to time. A good discount off

the month-end grocery bill every few months will mean a lot.

In short, value needs to be tangible, and it needs to be meaningful to the customer base.

3. Simple, simple, simple

The way in which some loyalty programmes are run is complex and often confusing. As a result, consumers get
lost along the way, either losing interest in the programme or developing negative feelings towards the core

brand.

Therefore, whatever format you choose for your loyalty programme, it is important to make the way in which
points are earned and redeemed clear and to make the accumulation and redemption processes simple. Life is
complicated enough for a consumer, without having to figure out how their loyalty to a brand benefits them. >
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Greg Whitfield cont.

4. Points alone do not create loyalty

This is the crux of the matter for 2012. Loyalty programmes need to be about more than earning points. They
need to be a hub around which the customer can develop a real relationship with the brand and around which
marketers can manage and enhance loyalty.

This is where add-ons come in, like surprise discount vouchers or special offers for particularly loyal customers. It
is also where social networking comes into play and where loyalty programmes have the opportunity to become
part of more than just the shopping experience, but of the greater social experience as well.

5. Make it interactive

Loyalty programmes that encourage customers to interact with the brand have far greater 'stickiness' than those
which don't and, like the kind of rewards that are offered, the form of interaction needs to be customised to suit
the customer base.

Downloads of recent ads, mobile apps, ringtones, screensavers and interactive games may work well in the
youth market, while more mature, discerning consumers might value the opportunity to post their opinions
about products and services online.

6. Chuck the gimmicks

Gimmicks, like Christmas crackers with cheap toys inside, never live up to expectation. Chuck the gimmicks and
give real, consistent rewards that will encourage real, consistent customer loyalty.

7. Loyalty matters (really)

Loyalty matters - and it needs to be guarded and nurtured. If you do not use your loyalty programme to do this,
you are missing the point.

For instance, it is up to five times more costly to gain a new customer than to sell to an existing customer. That is
a huge benefit to every business right there. Selling additional products, new variants and range extensions to
existing customers is also much easier to do. Loyal, satisfied customers are likely to purchase more frequently
than occasional customers are or to consciously choose the brand they're loyal to over competitors.

So never take loyalty for granted, it is incredibly valuable and, once it's lost, it's lost forever.
8. Please don't go

Something that is seldom acknowledged is the value that loyalty programmes have in managing attrition. If loyal
customers are encouraged to interact with your company on a regular basis, this presents the opportunity for
you to deal with problems, as they arise and so to strengthen the customer relationship rather than potentially
losing it.

Loyalty programmes are also a mine of management information, and can help perceptive marketers pick up
developing trends quickly, identify changing customer needs and identify trends in service delivery complaints.

In short, properly structured, managed and used, loyalty programmes add great value - not only for consumers,
but for your business as well. #
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Ingrid von Stein
Who you are shouts too loud!

2012 started with an announcement that, for the first time,
digital music sales topped physical CD sales. Therein is the
undeniable fact and confirmed trend for 2012 in
communications: digital is officially the leading arm of the
communications platform.

1. True communications platform

We will continue to see communications companies trying to incorporate
digital into the PR mix as a value-added service but, alas, you will have missed
the boat. It's not a value-added service but a true communications platform
that is here to stay and within five years will have replaced traditional print
media.

2. Demise of AVE

We will also see the final demise of the old AVE rates being applied to work
out PR coverage. It's no longer about the thud factor or the conversion of ad
rates multiplied by three or seven - depending on how arrogant you are. That
may have been the basic system adopted for years but, in today's new media,
it has absolutely no value any more.

3. True engagement and interaction

Where we should have already been years ago is true engagement and
interaction between a brand and its market. Gone is the one-way, top-of-
your-voice monologue, shouting out how great your brand is. Moving
forward, as of yesterday, it's all about engagement and conversations created
between a brand and its market where the market gets to tell you how great
it really is - or isn't.

| CAN'T HEAR WHAT YOU ARE SAYING....
because who you are shouts too loud!

New media communication is not a page on Facebook or some randomly
placed tweets that go out every so many hours. Do brands ever read what is

being put out about them and the interaction that it creates or, as in most cases,

4. Niche online radio stations
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does not create?

The days of promising clients an on-air interview with the major national stations are also a thing of the past.
Today, the true communications specialists are using niche online radio stations to create and continue

conversations between brands and markets.

Today's consumers are not stupid. They choose whom they want to engage with. 2011 saw the rise of online
radio sweeping through the South African market as the traditional radio stations floundered around, trying to

create an online 'presence’'. But the hybrid is not working.

Dedicated online stations are going from strength to strength, coming online in an explosion of creative energy.
Here, at last, is a platform where the consumer becomes a participant and collaborator in determining what is

aired, from the music played to the conversations initiated. >
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Ingrid von Stein cont.

Because of its immediacy, there is continuous interaction via the online medium, using social media platforms
such as Facebook, Twitter and Skype to engage directly with the community. (Yes, we now call them
‘communities' and not 'listeners').

5. Evolution of newsletters

Traditional newsletters should have adapted in 2011 but, hopefully, 2012 will see this adaption finally come
about - short, interesting and engaging information. Gone is the MD posing with a baby as he or she hands over
the cheque, replaced by material that is both pertinent and relevant to the reader.

Precise, hard-hitting and entertaining video and audio clips with direct links to your live blog, updated every few
hours (not once a month!) is what it's about.

If you're not going there, why are you even bothering? What you're putting out is that 'We're boring. We don't
have the time for you. We have nothing of interest to say to you but we'll say it anyway.'

6. Real stories

The new media is being trawled by savvy smart journalists who are looking for the real stories. Continuing to
bombard them with vacuous news releases is guaranteed to get you unnoticed.

2012 will be the best year yet for new media communications and there will be a few players who lead the way,
much like Google or Facebook did a few years ago.

Times have changed. Have you changed your communications? Sit back for a moment and let your community
tell you what you need to hear because frankly, my friend, they can't hear you. If no one is listening, then surely
it's time to think about what you're saying, how you're saying it and where you're saying it.

The conversation is online and the world is already there and listening; there's really no longer any need to
shout loudly.
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Janice Spark
A ratcheting up of existing trends

Looking forward, we can expect a ratcheting up of existing
trends throughout 2012. Whether you're a politician, an
executive or a consumer, the odds are strong you're going to
need to hang firmly onto your hat.

2011 was the year of rebellions and revolutions, from the Arab Spring to the
abstract destruction of the London riots through to the Occupy Wall Street
movement. But the structure of nation states was only one half of a
tumultuous equation equally influenced by a buckling Eurozone economy.

It is no understatement to say that the political events of 2011 were made
possible by new generation communication channels and tools. Equally,
digital communication continues to impact profoundly on the world of
business and the daily lives and experiences of consumers.

1. Crowdsourcing

In 2011, the momentum behind crowdsourcing really picked up thanks to
rapidly advancing digital communication tools. Whether it's NASA's initiative
to measure crater sizes, P&G's attempt to thread crowdsourcing into its
approach to innovation or an ongoing quest to leverage public power to
decode whale linguistics, harnessing collective intelligence is now open to all.

In 2012, expect a snowballing of new crowdsourcing initiatives. But
remember, sometimes the reality is a little more prosaic than the hype would
have us believe. Standard reality TV fare, including staples such as Idols, also
illustrates the crowdsourcing concept in action.

2. Cloud computing
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The hype is that cloud computing will transform the way that businesses use ICT services within the next two

years, as uncapped ADSL products finally come within a reasonable price range.

South Africa still faces the challenge of expensive telecommunications costs, and as long as the status quo
remains, the cloud could stay tantalisingly out of reach in the wider economy. New trans-Africa fibre optic cables
are set to come online in 2012, which could change the cost calculation involved quite fast. But potential savings
still need to be passed on to consumers before the cloud has genuine impact.

An often-ignored reality is that most corporations are already using the cloud extensively, via the informal use by
staff of services such as Facebook and Twitter [and Gmail, Google Docs, Dropbox and accessing work email via
smartphone- managing ed]. Few have experienced major security breakdowns as a result, which tells you all you
need to know about whether cloud-based services are viable or not.

3. Viva Britannia

2011's London Riots threw an unprecedented spanner into Brand Britain's master plan, impacting significantly on
London's ability to take full advantage of the forthcoming 2012 Olympics. Nonetheless, the city has moved
swiftly on and appears to taking all the necessary steps to deliver on its vision of the most open and accessible
games yet. >
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Janice Spark cont.

The on-going economic blight that is the Eurozone could well dampen the general vigour of the event. It's also
possible, however, that London 2012 will provide urgently required positive vibrations within the UK.

Whichever way it pans out, there's no doubt that the year will have a distinctly British tinge to it.
4. Local is lekker

Globalisation, powered by digital communication tools, is forging a homogeneous global identity. But it's also
important to remember that the reverse holds strangely true. Ordinary citizens are using communications tools
to connect and interact locally, and are loving the results.

Facebook is particularly effective for members of a community looking to interact on practical, local levels. The
popularity of emerging portals such as Foursquare testify to the fact that localisation matters more and more in
our globalised context, across real world and virtual spaces.

Thinking and acting with a local focus will gain increasing traction in the year ahead.
5. Conscious consumerism

The 'occupy' movements that proliferated in 2011 demonstrate quite clearly that global consumers are unhappy
with the capitalist status quo. As a result, corporations are being forced into levels of transparency and
disclosure that would have been unthinkable a decade ago.

The rise and rise of the vigorously conscious consumer means that brands able to clearly demonstrate their triple
bottom-line credentials will be operating on the strategic front foot. Brands now simply have to be aware of the
community in which they are operating, and also how their operations are impacting on that community.

Rolling out the standard community-focused verbiage isn't going to cut it for much longer. Visible, verifiable
community action is required.

6. Austerity backlash
Expect a subtle evolution in the broad European austerity narrative as a deeper reality takes shape.

Austerity on its own, without the increased productivity levels required to boost GDP growth over the long term,
will not solve the Eurozone slump. Europe needs to stop spending too much in some areas, but it also needs to
make sure that it doesn't kill off all prospects of growth in the process.

This paradigm is likely to influence governments, brands and consumers alike as they attempt to balance the
complex requirement to cut expenses while still spending.

7. High touch - online and offline

Mobile internet access is booming via smartphones and tablets, and new real-world 'connecting technologies'
are emerging at pace, all of which means the distinction between offline and online is blurring by the day:

e consumers are scanning QR codes while in the shop to read reviews, access discounts and compare
products and costs

e research also shows that increasing numbers of consumers research products online before purchasing
in-store

e brands are now using the check-in features on social media platforms such as Facebook to promote their
offerings and products, and geo-marketing and augmented reality are new marketing buzzwords that
describe the on-going integration of offline and online experiences. >
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Janice Spark cont.

Consumers don't just want to shop...they want to experience. They want to touch, feel and be entertained.

In an age where so much of our lives is high tech and impersonal, the ability to deliver high touch has
become a serious differentiator. And high touch will increasingly be delivered seamlessly, across real world and
virtual spaces.

8. Cashless society?

Near field communication (NFC) looks set to influence one of the fundamentals of commerce - the checkout. NFC
allows for simple and secure short range communication between devices. A maximum range of 20cm, in
combination with a normal pin and password process, assures high levels of security.

Consumers can pay for purchases via NFC devices by simply touching their mobile phone to pay points. NFC can
also be used for coupon and loyalty systems. Companies such as Molo Rewards are already implementing
systems that allow users to download electronic coupons onto their phones, and then use these at pay points,
via NFC.

NFC is expected to become a dominant force in the US soon, thanks to its ability to circumvent the traditional
failures of technologies such as Bluetooth, which are notoriously taxing on battery life.

MasterCard and Visa are already part of the NFC Forum, while the latest BlackBerry smartphones are NFC-
enabled. Samsung's Galaxy S Il will ship with NFC, as will the Samsung Wave. Most Android 2.3 phones will
include NFC and Nokia has said its smartphones will ship with NFC. iPhone NFC rumours are also

bubbling under. i
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Jason Levin & Jessica Oosthuizen

Generation Y Not

South Africa's young consumers are more savvy and demanding
than ever before. Not surprisingly, marketers have to work
harder and smarter to make their brands compelling to kids,
teens and young adults. 2012 stands for pace, progress,
challenge and increased 'prosumer' power. Here are 10 whats and hows,
ending with some of the hottest youth brands to look out for this year.

1. Net working

The internet is not a novelty to millennials; it's part of their daily lives.
However, for many brands, digital platforms such as Facebook and Twitter
represent new outposts from which to connect to young urbanites.

But parking off on Facebook is not going to create brand appeal. In 2012, we
see brands having to work hard to uncover new ways to networking socially.
A good starting point is to understand that meaningful relationships with
brands are developed offline and the web is just a tool for enhancing this
experience.

Adidas's "Get On The Bus" campaign was touted as a Facebook hit but only
because the real-life experience was hot enough to get them there.

2. Boundaries

2 258 907 people are linked by their association with "Yelling at Inanimate
Objects", a group on Facebook. However, the more crowded their lives
become with 'web clutter’, the more resilient and resistant young urbanites
become to brand and other non-peer communication (on and off the web)
that doesn't meet their needs or appeal to them immediately.

This year, there's zero tolerance for pushy brands.

3. Just do more
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Brands that jump on the CSI bandwagon to rally up brownie points with a once-off campaign won't cut it
anymore. Young people can smell a wannabe do-gooder campaign a mile off and they'll easily see through

pseudo-green veneer.

Long-term sustainable brand engagements are more meaningful than ad hoc big-budget attention-seeking gigs.
Young people don't just want brands to make more effort to impress them - they expect them to.