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Winners Celebrated

Two new awards to die for

Wayne Rooney may not be the sharpest pencil in the box, but he knows enough to understand
that the respect of your peers is always the most important recognition of all

Andy Rice

o when Wayne was voted the
Professional Footballers’
Association’s Player of the Year
in England, he was able to
articulate (just) his pride in being singled
out by his peers for particular praise.
And so it is for the first of the two
new awards that grace the Sunday Times
Top Brands survey this year. The
Marketing Personality of the Year
trophy is awarded to the individual who,
in the eyes of his fellow marketing

professionals, has done more to further
the cause of successful brand building
than anyone else over the last 12 months.

This is not an easy award to win, but
it comes with the same chest-swelling
sense of pride that Rooney must have
felt, because no matter how supportive
your mother, your wife, your kids and
your staff may be, it’s your industry
peers who really can tell the champs
from the charlatans. And this year’s
inaugural winner is certainly a champ.
Serame Taukobong has a CV to die for:
Unilever-trained, then on to the SAB
“brand
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academy”,
followed by a
spell at M-Net
and then a plum
role in MTN’s
international
expansion
programme.

Serame’s
success in the
competitive field
of marketing and
branding creates
more
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Serame Taukobong

ammunition for those militants (myself

included) who believe that most
academic qualifications are overrated.
Serame’s primary university degree was
in biochemistry, not an obvious entrée
into marketing. But if you are sussed
enough to measure candidates not by
what they have learned, but by how they
think, then Serame’s your man.

The second new Top Brands award

celebrates teamwork, by acknowledging
the behind-the-scenes contribution that
is so often made by winning brands’
communications agencies. Fittingly, this
award has been named in honour of the
late Robyn Putter, the creative and
strategic genius behind Ogilvy’s
contribution to the sustained success of
their clients’ brands.

I was lucky to have been a small part
of the team that back in the early 1990s
was responsible for formulating a new
global positioning for the Ogilvy group.
Robyn Putter was a pivotal contributor
to the debate that eventually culminated
in the adoption of “brand stewardship”
as the Ogilvy offering.

It seems that this legacy has been
sustained to this day, because Ogilvy
Johannesburg is the inaugural winner of
the Robyn Putter Brand Agency of the
Year award. This award is earned the
hard way - through the successes of the
agency’s clients. Across all of the Top
Brands winners, Ogilvy Johannesburg
was the agency responsible for more
finalists and winners than any other.

Robyn would be happy to see his
legacy enduring.

Tried and tested

This year's Top Brands Survey shows that strong brands have
weathered the recession better than newer ones,
as customers returned to the brands they know and love

stricter in terms of its

sms HIPPO i« 40543

SMS charged at R1.50

NPT coza

compare quotes . insure

Andrew Gillingham

eil  Higgs, director:
innovation and
development at TNS

Research Surveys, says that
although the present research
regime has only been in place for
two years, it is possible to track
developing trends.

For example, this year’s
survey clearly showed that in
the tough economic conditions
people reverted to familiar, well-
known, iconic brands.

He says that this is typical
recession behaviour as people
stop experimenting. Money is
tight so they cannot take
chances on brands that may not
perform. Generally, lower-
income individuals tend to buy
the established brands while
richer people often try out new
brands as the consequences of a
brand that does not deliver are
not as serious.

With prudence the order of
the day, many people opted to
rein in purchasing, particularly
of larger items. The sharp drop
in car sales during the recession
shows this, as people decided to
hang on to existing vehicles.

Today, consumer confidence
is up and car sales are up by 28%
this year compared to last year.

“For many people the
recession focused their attention
on survival. There were
significant job losses and, at the
same time, our consumer
confidence measure showed a
massive decline. While South
Africa was not as badly affected
as many other countries,
breadwinners were under a lot
more pressure as, in many cases,
they had to stretch their income
to provide for other family
members who were out of work,”
Higgs says.

TNS added eight new
categories to this year’s survey,
including essential foods, canned
foods, household cleaning,
laundry care, personal -care,
beauty and cosmetics, hot
beverages and mouth care. Some
categories disappeared, such as
sunglasses and watches.

“The survey has a more
down-to-earth set of categories
this year, bringing it into line
with the environment in which
customers are making their
buying decisions,” Higgs says.

In addition, the survey was

application of its measures.

Non-user perceptions stayed
a key element, counting for half
the weighting of users.

However, the criterion
governing users was tightened
and to be counted as users,
respondents had to have used
the brand within a minimum
timeframe, such as one month
for fast-food brands, 12 months
for fashion clothing, and two
years for cars.

This change caused some
shifts in the results as people
could not rely on brand memory
but had to provide their

assessment based on recent
experience.

P3: Market returns
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Morale booster

The 2010 FIFA World Cup is one of the top country brand marketing exercises of all time

Andrew Gillingham

‘ ‘ here has never been
anything comparable to
2010 done anywhere else

on the African continent,
though the Muhammad Ali vs George
Foreman fight hosted in the former Zaire
in 1974 also succeeded in shining a very
positive international spotlight on the
continent,” says Enver Groenwald, GM:
marketing and communication at Avusa
Media.
He says no one could have wished for
a more organised, better-run sports
spectacle than the 2010 World Cup.
Furthermore, the benefits to South
African far exceed the costs and the
return on this country’s investment will
flow into the economy for years to come.
“The marketing return will far
outstrip any immediate cash benefit. We

are already starting to see the tip of the
benefits iceberg in the form of the recent
announcement by British Airways that,
at a time when the airline is rationalising
its flights around the globe, it has opted
to increase the number of flights coming
into Cape Town,” Groenwald says.

There are other spin-offs, namely
that South Africa was able to use the
World Cup to showcase a number of this
country’s pockets of excellence.

The stadiums were constructed in
record time. “Against all expectations
that there may have been to the
contrary, we delivered them on time and
to the highest international standards.

“In addition, through sponsorships,
many homegrown brands, such as First
National Bank and MTN, achieved an
international profile and established
themselves as global brands in their own
right,” Groenwald says.

At a time of heightened concern
about security around the world, the
South African Police Services came to
the fore magnificently, ensuring one of
the safest spectacles in World Cup
history, he adds.

“There are also a number of social
benefits that are flowing from the event.
Further, we are likely to see an increase
in the number of offshore companies
voting with their wallets and opting to
invest directly in South Africa.
Moreover, even in the short space of time
since the World Cup we are already
seeing the tourism benefits,” Groenwald
says, adding that South Africa has come
into its own as a maturing democracy
that has demonstrated its ability to pull
together on all fronts.

“The World Cup has boosted morale
in this country and made ‘Proud to be
South African’ a reality rather than just a

Enver Groenewald

Continued on page 6

P4: Investing for success

If at first you do
succeed, try, try
and try again.
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For over four decades Avis has been South Africa’s leading car rental company, trying harder to serve our customers better with hard work,
a pioneering spirit and strategic investment in our people. This approach and attitude of not taking our leading position for granted, has led to
us being awarded the prestigious Sunday Times Top Brands award for best car rental company for the seventh year in a row. We are humbled
and honoured to be awarded this accolade again and will never stop trying harder, for you.
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The to

marketers
speak out

Once again — the seventh year — we asked the top marketers

to bare their souls and talk about their inner feelings

Jeremy Sampson

ow this is a rare treat, as
those who are the chief
marketing officers (CMOs) of
the top brands in the land are
renowned as a group that, while having
considerable budgets, is under huge
pressure to deliver. Their time is always
under pressure, they are highly
secretive, yet they wield huge power and
touch the lives of all of us. Age averages
35 - 50, but experience is highly valued in
these tough conditions. Increasingly
brands are seen as the major assets of
companies. This survey celebrates the
winners, those who with almost boring
consistency stay at the top of the polls. It
does not happen by accident. Rather it is
a tribute to the marketing team who
maintain the momentum, and to the
company that owns these brands for
consistently investing in their future
success.
Considering that Reckitt Benckiser is

consistently investing globally 12% of its
turnover on marketing, is to show the
sort of muscle it is able to exercise.

We still live in recessionary times.
Some see the green shoots of spring, but
the majority sees the difficult times
lasting for some time to come.

Those who responded represented
brands from a wide range of categories,
in no order: the First Rand Group (FNB,
RMB, Momentum, Wesbank), Kulula,
Mercedes-Benz, Telkom, British
Airways, Liberty, Tsogo (includes
Montecasino), Ceres, Stanlib, LiquiFruit,
Caltex, The Discovery Group, Nedbank,
Nescafé, Parmalat, Simonsberg, Bar One
and MTN. For which great thanks.

While not all budgets are public
knowledge, and marketing spend has
many grey areas, we can safely assume
that the brands listed spend a total of
between R2.5- to R3-billion annually.
That’s a lot of money.

This is the feedback we received:

To some the big event of
the past year Was FIFA

and 2010

{ And a dream brand to
work on apart from the

( total dedication to the
brands already worked
on
e South Africa

e McLaren (Formula One)
e Apple

. One big project, not lots of small

ones .

« The halo effec

. The country came together

. But to the majority 2010 was

about: /
. Acceleration of social media

Fragmentation of the media e Cirque du Solei]
. New legislation { : gg fenpeace
. Digital, digital, digital . N ! rari
. Aligning the internal with the ‘ « Capitec
external . .
« Qur brands enjoying increased
e B ionally
cognition internationa .
. rC?I“O\%th of cheap, value offerings

company from

; ting the
. Still adapting to no growth /

buoyant economy An interes tl‘ng list of

|

|
|

|
|

\ « Untapped opportunities, new

buoyont 2 global megabrands and
l one local brand making
| waves.
And the new trends
What keeps them awake emerging

» Merging of creative and media
¢ Social media accelerating into
mainstream digital marketing
» Consumers remain willing to pay
for established ‘safe’ brands
e Communities vs, segments - so-
called new media, ete.
* Environment ang sustainability

at night? _
« Keeping the prand promise
of helpfulness alive among
customers and staff alike
« Budget and time
« Where to for my next job!
« The challenge to change

erceptions . .
. %‘he lack of depth in marketing are now marketing issues
skills * Trading down
. Managing two very different . .EXt.re.me consumerism and
prands individualism coupled with

a philanthropic, community-
oriented zeitgeist

* Impact of traditiona] advertising
methods are diminishing A

Q

« South Africa’s macro socio-
economic challenges
« Nothing!

frontiers to conquer and exciting
ideas to explore

.
Cees

see
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-------
--------------
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what are they most passionate
about?Being relative and creative

« The power of a truly brand-centric corporate culture
Leading
Raising the bar .
Explaining the business impact of marketing

South Africa . .
Raising awareness and understanding of marketing

and brand at board and exco level
« Seeing brands grow and prosper .
« Driving continuous improvement for the benefit of

customers
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So there we have it. By all accounts a very
challenging year indeed, with the impact of FIFA
2010 still to be accurately gauged and its impact
extremely selective. But as a group the CMOs come
across as very professional and battle-hardened,
for the most part hanging in there and grinding it
out in a world that is getting ever more complex
and challenging.

No mention of the rest of Africa, nothing about
the strong rand, lots of patriotism, little sign of the
good times returning just yet.

But a major challenge remains: the education of
boards and Excos to the crucial role marketing and
brands play.

Not for Sale to Persons Under the Age of 18.

P6: Must-have brands
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In 1987 we helped build a stadium. For our country, for our freedom and for the beautiful game.
Within these walls an icon inspired the nation, comrades were laid to rest and the vuvuzela became our voice. F N B

In 1987 we helped build a stadium that helped build the nation. First National Bank

First National Bank - a division of FirstRand Bank Limited.
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Continued from page 3
slogan. “This achievement is amply
illustrated by the subsequent Bafana
Bafana game against Ghana which saw
South Africans from all walks of life
make their way to the stadium in Soweto.

“People pulled together to support
the national soccer team and this
upsurge in support must have helped our

Sunday Times

TOPBRANDS

team achieve victory against Ghana,”
Groenwald says.

While Bafana Bafana had not
performed at peak for some time prior to
the World Cup, the team changed all that
when it came up against the world’s top
soccer nations in the event itself.

Turning to the Top Brands Survey,
Groenwald says that the survey has

particular relevance in light of the
recession and its effect on consumer
spending.

“A brand that has established itself in
the marketplace often allows the
manufacturer or brand owner to charge
a premium for the product or service.
This protects the company’s margin.

“Therefore, the Top Brands Survey

A/6L0€H Wooy Suime.

Quite frankly, we are a little overwhelmed by the support you give us South Africa.

While we'’ve been given accolades for our services and the strength of our brand, our

commitment to providing you with comprehensive financial solutions is our reason

for being. Thank you South Africa for always noticing us.

CuRe® cue J
!

" Proud Sponsor for 25 Years

Member of the * BARC[AYS Group

Absa Bank Ltd, Reg No 1986/004794/06. Authorised Financial Services Provider. Registered Credit Provider Reg No NCRCP7.

A
ABSA

Today, tomorrow, together.

Must-have Brands

highlights those companies that have
successfully invested in their brands and
thus protected their revenue streams
even in a recessionary environment. A
brand’s success is demonstrated by
consumers consistently supporting it
despite  being under pressure,”
Groenwald says.

Therefore, he points out, those
companies whose brands feature in the
Top Brands Survey will tend to generate
better revenues than many of their peers
as they have some built-in protection and
consumers still see their brands as “must
haves” rather than “nice to haves”.

Further, Groenwald says that leading
brands support their marketing and
advertising spend during recession,
helping their products to gain market
share in an environment where their
competitors are pulling back and cutting
their brand investment.

Top Brands also helps consumers by
shining the spotlight on brands that have
stood the test of time.

The Sunday Times itself is one such
brand, having been established more
than 100 years ago and hence its
association with other iconic brands
through the Top Brands Survey.

“Iconic brands understand their
markets, reinvent themselves
consistently in a responsible fashion, and
ensure that they remain fresh and
relevant,” Groenwald says.

In addition to recognising the brands
that find the most favour with South
African consumers, Top Brands also
awards those companies that have had
the courage to successfully take their
brands in new and innovative directions.

The 1990s saw a lot of repetitive
brand building, with a strong focus on
trends in western European and North
American markets. There was little
effort made to strike out and develop
true iconic South African brand images.

However, some brands, by virtue of
their brand marketing teams, have
managed to become household, South
African, brand names. “Those brands
have taken on lives of their own.

“Every so often a brand personality
comes along that understands the
emotional link that consumers form with
their favoured brands. This year’s
Marketing Personality of the Year -
Serame Taukobong, chief marketing
officer at MTN - fully recognises the
bond between brands and consumers,”
Groenwald says.

Acknowledging the other side of the
brand-building equation, Top Brands has
also created the Brand Building Agency
of the Year Award.

“This year’s inaugural award has
been launched as the Robyn Putter
Award in honour of the Ogilvy Group’s
worldwide creative director.

“Sadly, Robyn Putter passed away
from cancer. He was the doyen of the
South African advertising industry and
was credited with some of the most
memorable brand advertising campaigns
that South Africa has ever seen.

“It is both a tribute to the man and
indicative of his legacy that this year’s
award winner is Ogilvy Johannesburg,”
Groenwald says.

P8: Community upliftment
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Community Upliftment

Make
brands
healthy

Brands are still learning to
properly apply Corporate
Social Investment

Andreas Sieren

Malahleni in Mpumalanga,
formerly known as Witbank, is
a municipality that faces much
the same problems in the
education sector as many other
towns in South Africa. The Vodacom
Foundation recognised this gap and
decided to create an ICT Resource
Centre to provide e-education facilities to
educators and learners. The foundation,
set up in 1999, is the Vodacom Group’s
corporate social responsibility arm.

K’'Naan performs Wavin’ Flag in Soweto at the final stop on the Coca-Cola Trophy Tour

Vodacom scored high in the 2010
TopBrands Survey, coming in second
after Coca-Cola in the category ‘brand
done the most for community
upliftment’. This is up one place from its
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third-place ranking last year. This
survey, conducted by market research
company TNS Research Surveys, found
that the mobile telecommunications
company is spearheading a trend in
South African corporations to invest in
communities: corporate social
investment (CSI). Such investment is
becoming increasingly sophisticated and
sustainable.

Mthobi Tyamzashe, chairman of the
Vodacom Foundation, knows companies
have an advantage when they use core
business expertise to find solutions to
social problems: “In view of business’s
vested interest in community members
as current and future customers and
employees, the importance of
complementing government’s efforts in
community upliftment programmes has
become a business imperative for
investors with a long-term view of the
future.”

The ICT Resource Centre in
eMalahleni, opened in June 2010, offers
50 computers, educational aids and
internet connectivity. Partners in the
initiative include the Department of
Education, along with IT big hitters
Microsoft, Dell and Cisco. The Vodacom
Foundation intends to establish a
resource centre in each province in the
country. Says Tyamzashe: “There is no
doubt that e-education will be at the
heart of future excellence in education,
and has the potential to play a crucial
role in the training of South Africa’s
teachers to be effective educators.”

CSI or corporate social investment

was established as a concept in the early
1970s. Its central idea is corporate self-
regulation as an integral part of a
business model. Businesses are expected
to observe legal and ethical standards
and apply international norms within
their operations.

In essence corporate  social
investment emphasises stakeholders
rather than shareholders.

More recently, the term Triple
Bottom Line (TBL) became prominent as
a framework for developing and
evaluating CSI. It guides a value system
that lets companies measure success on
a broad spectrum, including economic,
ecological and social impact. TBL, also
known as “people, planet, profit”, has
been ratified by the United Nations.

For Gordon Cook, the co-founder and
national school navigator of Vega, The
Brand Communications School, in
Johannesburg, the TBL approach is not
yet fully developed. He supports ideas
that promote responsible branding by
applying a more holistic approach. “CSI
has to become a much more core
business than to do good. We are still at
a stage where financial profit is the main
thing to shareholders.”

Cook is concerned about the velocity
at which global brands roll out their
consumption campaigns. Cook has a
suggestion: let’s look at the health of a
brand. An article he co-authored argues
that despite managing meaningful CSI
programmes, some brands continue to
have an unhealthy impact on their

environment.
Continued on page 12
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Get me the feeling

Coca-Cola engages people in rolling out their corporate
social investment campaign. The impact is momentous

Hitting the Right Note

Andreas Sieren

tis a simple song with a strong rhythm

and a chorus easy to remember.
Wavin’ Flag by the Somali-Canadian
artist K’'maan became the unofficial
anthem of the recent 2010 FIFA World
Cup in South Africa. It got the masses
moving and excited. The song was

TITBOLC08
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analysts worldwide
voted for the
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Capitec Bank is the only African brand to be recognised by
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including Amazon, Apple, Facebook, Mercedes-Benz and Swatch.
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Simplicity is the ultimate
sophistication

regularly played before the beginning of
a match and people in stadiums or fan
parks would start to wave flags or
trumpet vuvuzelas. Everybody joined in
when K’Naan sang “When I get older,
they’ll call me freedom just like a wavin’
flag ...” Wavin’ Flag, it became obvious,
united fans. In Africa it became a rallying
cry for pride and unity.

In this Coca-Cola seems to have
found the right combination of mixing
brand management with engaging the
people. In the Top Brands survey, Coca-
Cola came first in the category “brand
done the most for community
upliftement”.

Wavin’ Flag was part of Coca-Cola’s
promotional campaign around and
during the FIFA World Cup. The
company sponsored 20 000 tickets for
young people from 200 schools. Two
programmes provided youth the
opportunity to become a member of
either the official flag crew or ball crew
— after qualifying through a competitive
community development project focusing
on recycling. Coca-Cola also branded and
equipped 1 000 township taverns with
televisions.

K’Naan performed the song in 13
African countries as part of the FIFA
World Cup Trophy Tour that allowed the
fans to get close to the most important
sports trophy in the world.

According to Sandya Leckram, senior
brand manager of Coca-Cola South
Africa, Coca-Cola is the universal icon of
happiness, globally promoted in 2009
through the Open Happiness Campaign.
“For over 120 years, Coca-Cola has been
inviting people around the world to enjoy
life, and this remains the key legacy
which the brand continues to build,
showing that optimism will take us
anywhere we want to go.” That includes
corporate social investment (CSI).

In South Africa, the Coca-Cola
Company runs a comprehensive CSI
campaign that includes sectors such as
workplace, community, marketplace and
environment. Community activities
range from recycling, water, and health
to entrepreneurship and education. With
a range of partners Coca-Cola promotes
responsible marketing, encourages
environmentally friendly activities and
supports active lifestyles. The latter
produced the Pan-Africa COPA Coca-
Cola Football Stars schools tournament
that brought together teams from 14
African countries.

Zayd Abrahams is the head of
marketing for the Sparkling Category at
Coca-Cola South Africa. He tries to
understand what teenagers are all about:
very self-assured, confident, and clear
about what they want and don’t want.
“So you give them an experience they
won’t forget. We are making the brand
relevant and entertaining,” he says.

Coca-Cola re-invests some of its
profits and, according to its own
description, shows “an enduring
commitment to building sustainable
communities” and focuses on “initiatives
that protect the environment, conserve
resources and enhance the economic
development of the communities” where
it operates.

P12: Development work
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Development Work

Continued from page 10

They came up with a number of
healthy brand indicators. These ask
critical questions about brand purpose,
authentic communication, sustainable
relationships and added value to peoples’
lives. “The healthy brand respects that
collectively, these indicators need to be
believed in and upheld to grow revenue.
The healthy brand argues that its reason
to exist leads to its business practice and
that profit is a consequence of, rather
than a reason for, this practice.”

Locally, a number of companies have
applied social responsibility successfully,
show the results of the 2010 Top Brands
Survey. Top of the list is Coca-Cola,
which used the 2010 FIFA World Cup to
couple brand management with engaging
communities. Vodacom came second,
Pick n Pay third, Shoprite Checkers
fourth. Number six was MTN.

Through its MTN Foundation,
established in 2002, a new integrated
whole-community development strategy
was adopted in 2008. It focuses on
benefiting selected cluster communities
in six South African provinces, tackling
development shortcomings in education,

The ICT Resource Centre in eMalahleni
donated by the Vodacom Foundation

budget is spent on education,
particularly on school connectivity, and

Foundation: “Our education portfolio is
successful because it is anchored where

other portfolios of health,
entrepreneurial, arts and culture
converge to provide an integrated

approach to develop learners holistically.
Our capacity development programmes
in critical learning areas of maths,
science, technology and literacy
combined with life skills are targeted at
both learner and educator to leave an
everlasting impact. The aim is to break
the cycle of poverty.”

That is easier said than done.
Corporates are swimming in deep waters
when engaging in development work,
which is traditionally far removed from
their core business: getting and keeping
customers through marketing and selling
of a product. The learning curve is steep.

“Brands that interact directly with
people and create an experience are
doing well,” says Debbie Booth, client
service business manager with TNS
South Africa, the company commissioned
to conduct the research for the Top
Brands 2010 Survey. That explains the
success of Coca-Cola in the survey. TNS
asked the 3 000 survey respondents

environmentally friendly and greatest
impact on marketing campaign.
Consumers ask themselves how brands
can add value to their lives.

The latter is a phenomenon which
applies more to developing countries
where people live in communities that
often lack adequate public service
delivery — a common problem in South
Africa. Here, social boredom and limited
perspectives, especially for the youth,
can be interrupted by an exciting event,
such as a sports tournament or a
community project. It is the experience
that counts and brands are beginning to
understand and provide this.

There is institutional support. As of
June 2010, the Johannesburg Stock
Exchange requires all listed companies
to submit an annual integrated report.
Previously companies were obliged to
provide an annual financial report and a
separate sustainability report. The
integrated report is a lot more holistic,
including information on environmental,
social and economic impact, which is
measured alongside financial
performance. The Integrated Reporting
Committee (IRC) of the JSE is developing

health, entrepreneurship, and arts and interactive tele-teaching platforms. Says questions about favourite brands, reporting guidelines for companies that
culture. Almost two-thirds of the CSI | Eunice Maluleke, head of MTN SA uplifting  community  contribution, will also include best practices.
P14: Brand weifare [
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Climbing to the

top, one stiletto
at a time.

1st for women

(@

It’s thanks to 80 000
empowered women that we’re
one of the best short-term
insurance providers in the
country. Showing that we can
kick some serious male butt,
provide a great service,
and still look absolutely
fabulous while doing it.

For car, home, business and life
insurance, call 0860 I Il 75 or SMS
FIRST to 33100 and we'll call you back.
For more information visit ffw.co.za.
SMS charged at R1.50.

I'st for Women Insurance Brokers (Pty) Ltd is an authorised financial services provider (FSP licence number: 15261).

Life policies underwritten by ILifedirect Insurance Ltd, an authorised financial services provider (FSP licence number: 24769).
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"THE COMPETITION
S GREEN

Both South African men and International beer
experts know that there is no substitute for the
champion taste of Carling Black Label.

Enjoy Responsibly. Not for Sale to Persons Under the Age of 18.
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Brand Welfare

Brands beat the recession

The results of the Top Brands survey in the business-to-business sector suggest a certain resilience to the recession

Erica Webster

‘ ‘ ne would expect air travel
to be one of the first
things people would cut
back on in a recession in

the business sector, but we didn’t see a
decline in this area,” says TNS Research
Surveys business manager Debbie Booth.
“What we did notice was that while
many businesses were still keen to
continue using SAA, there was a greater
tendency to choose a no-frills airline with
an increase in usage of Mango, Kulula
and 1Time.”

In the business-to-business category
Comair came in strong with British
Airways taking top spot, followed by
Kulula. SAA took third position. In the
business-to-consumer category, on the
consumer front SAA maintained top
position with British Airways in second
place and Mango in third. Kulula was
fourth and 1Time fifth.

So  while  business-to-business

appears to have come out relatively
unscathed, the same cannot be said for
the business-to-consumer survey, which
suggested greater susceptibility to
recession regression.

“Cars are probably the category most

influenced by the recession. The market
dropped by 40% virtually overnight, so it
really was doom and gloom. The
category is now in recovery mode,” says
Booth. BMW came first, with Toyota
second and Volkswagen third.

Andy Rice, chairman of Yellowwood
Future Architects, says the car market is
a prime example of how changing from
one brand to another during a recession
is false economy. “Buyers in the car
market still understood value, but just
postponed buying decisions. It’s a good
measure of what brand value and equity
is all about — when the chips are down
the brands that win are the ones that
have built that equity.”

Whisky remains the tipple of choice,
with seven out of the top 10 spirits being
whisky brands. Brand choice may be
partly cost-driven, says Booth, but
brands that have stuck it out in the
recession and have continued to
communicate with consumers have
enjoyed success. “This year’s new
winner - Bell’s Whisky — has been doing
a lot of above-the-line communication.
The campaign resonated with the South
African population.”

Last year’s winner, Jack Daniel’s,
came fourth while Johnnie Walker came
second and J&B came third.

Jeremy Maggs, editor of the
Marketing Journal, says in order to
survive the recession brands need to
punch smarter and above their weight.
“You can’t just hide your head in the
sand and hope for the recession to pass.
You've got to come out fighting and,
more than ever, give people a reason to

engage with the brand, whether through
advertising, promotion, incentive or all of
these — brands can’t be shy at a time like
this. The brands that work harder will
survive this recession a lot better.”

Booth says beer is a closely contested
category, with Carling Black Label
staying at number one, Amstel rising to
second place, third place to Castle Lager,
while Heineken dropped to fifth place.

A new category - essential foods —
sees Tastic leading by a long way.

“This came as a surprise, because we
thought the mieliemeal brands like
White Star, Ace and Iwisa would come
out strong. Tastic was competing with
the likes of these key staple foods, but it
is a brand with very strong brand clout
as well as delivering on what the brand
has promised.”

-
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C is for Customer

Look carefully at the new Cell C logo when it's furned on its side and you'll see the
outline of a person. That's because understanding the way of life and the needs of our
customers is at the heart of what we do. The circle around the C is also significant.
This represents how we're always pushing to tailor solutions around the individual.
And yes, the encircled C also looks a bit like a copyright sign — for us, a reminder that we
want fo own the customer-centred approach in everything we do.

This is the new Cell C and we're wholeheartedly committed to change.
It's time to put the power in the customer’s hands.

CELLO

THE POWER IS IN YOUR HANDS

o'.Au] JHB 27348



Sunday Times Combined Metros 16 - 23/08/2010 06:51:25 PM - Plate:

16

Sunday Times

TOPBRANDS

All the Winners

When the goin

‘Recession resilience’ was a feature of this year’s
business-to-business survey results, which remained
stable in comparison with last year’s results

David Jackson

espite the economic downturn,
the travel sector typified this
resilience well, with the hotel
category showing growth.

British Airways performed strongly
in the airlines category, again taking top
honours, followed by Kulula.com.

Avis leads the car-hire pack but
Europcar’s rebranding seems to have
made an impact. Europcar moved up the
rankings to second place this year,
shifting Budget down to third place.

Says Dawn Nathan-Jones, CEO of
Europcar South Africa (the former
Imperial Car Rental): “Becoming a global
player made good business sense. And
our corporate customers in South Africa
needed a global reach and network.”

The hotel group category has seen
the most shifts. A tightly contested
category sees Hilton winning (up from
second in 2009) with last year’s winner —
Sun International hotels and resorts —
slipping down to third position.

In cellphones, Nokia remains the
clear winner but Blackberry and iPhone
show a dramatic increases in usage as
well as relatively higher brand ratings.

Apple Mac is number one in the
computers and laptops category, pushing
HP down to second place.

In the business banks sector,
Standard Bank stays number one,
followed by FNB, with Nedbank third.

The medical aids category is
dominated by Discovery Health, with
Momentum in second place.

In the long-term insurance sector,
Discovery Life is the category winner
this year, repeating last year’s
performance, with Alexander Forbes
climbing from fifth last year to second
this year, and Liberty in third position
(dropping from second last year).

In the short-term insurance category,
Outsurance is the winner (moving up
from fourth last year). Santam drops
from first last year to second place, with
Mutual and Federal in third place.

In the electronic business media —
radio, sister stations Talk Radio 702 and
Cape Talk 567 take first and second place
respectively. 702 is the clear winner.

In the electronic business media - TV
category, Sky News is the channel of
choice for business news, followed by
CNN. e-News is in third position but is
first in terms of ‘local’ news channels.

The business-to-consumer survey
results were more susceptible to the
‘recession regression’. In the airlines
category SAA were the winners again,
followed by British Airways in second
place and Mango in third.
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gets tough..

Dawn Nathan-Jones CEO of Europcar South Africa

In the car category, BMW took top
spot with Toyota close behind in second
place and Volkswagen third.

The petrol stations category was won
by BP, marginally beating Engen, with
Shell in third position. The survey was
conducted before the recent BP oil spill.

In financial services, the retail banks
sector was won by ABSA, followed by

FNB with Standard Bank in third place.

Old Mutual again won the long-term
insurance category, with Sanlam moving
from fourth to second and Metropolitan
Life dropping from second to third.

First For Women took top position in
the short-term insurance category,
followed by ABSA Insurance, and then
by Outsurance (last year’s winner).

P18: Feel good factor .

AGTB1000/8

Our Service Charter promises you the right to a fixed premium for a year, even if you have a claim.

Call us now on 0860 10 27 79 or

SMS 38436 and we’ll call you back.

SMS charged at R1.50

autodgeneral

car | home | business insurance

Auto & General Insurance Company Limited is an authorised financial services provider (FSP licence number: 16354).
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‘to where you
want it to be.
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Moving Forward™ @ Standard Bank

www.standardbank.co.za/movingforward

Authorised financial services and registered credit provider (NCRCP15)
The Standard Bank of South Africa Limited (Reg. No. 1962/000738/06) SBSA 61615 07-10

Moving Forward is a trademark of The Standard Bank of South Africa Limited.
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When times are tough, a little bit of what you fancy often
does you good — an adage supported by findings in this

Sunday Times

TOPBRANDS

year’s Top Brands research survey

David Jackson

onsumers under financial
pressure during the recession
have not been averse to
splashing out on the odd
luxury to lighten the economic gloom,
sometimes aspiring to brands that are
normally beyond their budgetary reach.

Companies in the business-to-
business section were found to be more
resilient in withstanding the recession,
compared with the business-to-consumer
component.

In the chocolates category, results
showed that people were prepared to
spend on indulging themselves to help
them feel better in tough times. Alcohol
is another “recession-proof” category
that weathered the recessionary storm.

Many premier brands of chocolate,
such as Lindt and Ferrero Rocher, have

climbed the ladder quite substantially.
Lindt took third place in the chocolates
category, behind repeat winners
Cadbury slabs and second-placed Lunch
Bar.

And while consumers have tried to
cut out non-essential purchases during
the recession, aspiring to an occasional
treat is difficult to resist — especially one
that titillates the palate.

Brands  which  continued fto
communicate with consumers during
the recession also placed themselves in a
favourable position. Says Jeremy
Sampson, executive chairman of the
Interbrand Sampson group: “Younger
people of all races, including many young
executives, aspire to status symbols —
whether it be a Lindt chocolate, a
BlackBerry smartphone or a BMW.”

Another fashionable aspirational
brands rocketing up the popularity

ladder is BlackBerry. Last year it fared
well in the Business-to-business section
—now its appeal embraces the business-
to-consumer category as well.
According to Deon Liebenberg,
regional director Sub Sahara Africa for
Research In Motion (RIM), the company
behind the BlackBerry solution: “If
something is aspirational but doesn’t

Feel Good Factor

deliver on what it promises, then over
time that aspiration will disappear.
“BlackBerry enables successful
people to have control in their busy lives
— both business people and consumers.
People are on the move and time is of the
essence. BlackBerry is constantly telling
you what is happening in your life, and it
happens at the moment you need it.”

P20: Survey results

s‘\',ON

Thank you for, once again,

voting KOO one of

South Africa’s top brands
in the Overall Favourite
Brands category®.

ST_ON

We are inspired by
your creative recipes,
soul and love. We look

forward to sharing more

mouthwatering memories
with you in the
years to come.

*Top Brands Survey 2010
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Thanks to you, we've
reached Top 3 in the
Sunday Times Top
Brands Survey.

We're very proud to have been voted one of the Top 3 brands in the Sunday Times 2010 Top Brands Survey!
And Mzansi, we have you to thank for this truly Ayoba title.

_MTN

everywhere you go

TIDR/MetropolitanRepublic/43234
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Survey Results
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sidestep tradition and feature instead the names Susan O’Keeffe, Karen Laubscher, Wesley von Willingh, Rinie Erasmus, Beverly Wilson, Fahima Saban, Marius Knoetzen, Chantal Morris, Tarrin Brewin, Themba Ndlovu, Yumna Frizlar, Masha Ntsebeza, Elbre

Traditionally, this is where the ad agency’s name goes. This time around, the ad agency would like to

Thank you South Africa for voting us
best Beauty & Cosmetics Brand.
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ONE OF YOUR TOP
BRANDS? WE'RE

COOL WITH THAL.

In the aftermath of some of the toughest economic times SA has ever seen, we’re enormously gratified to
discover one network provider remains top of mind - and top of the pops - when it comes to service delivery.
Thank you Mzansi, we look forward to continuing to live up to your expectations.

South Africa’s Leading Cellular Network
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Environmentally Friendly

oing green Is worth it

The grand prix award for the brand that has done the most to promote ‘green’ or ‘environmentally friendly’ sees a
repeat performance on last year: Pick n Pay wins, followed by Woolworths and Nedbank close behind in third place

Erica Webster

anaging executive at TNS

Research Surveys Karin du

Chenne believes Pick n

Pay’s success comes from
its consistent messaging. “While
positioning themselves as championing
the cause of the consumer, the
environment is also a cause they really
embrace. They create awareness of the
need to sustain our world through
recycling, energy saving and tree-
planting initiatives. Their iconic green
bag is a tangible way of linking the
company with green issues.

But to what extent does being green
influence the buying decisions of the
South African public?

According to Andy Rice, chairman of
Yellowwood Future Architects, interest
in sustainability and environmental
issues is more than just a passing fad. “It
definitely is a driver of choice, but only a
significant driver of choice when all
other performance factors are met. The
absolute challenge for marketers is to
say: I can do everything that you want
functionally, and I'm green as well -
that’s the seduction message.”

Rice recalls about decade ago when
Reckitt and Colman were pioneering
environmentally friendly household
products, but were unable to deliver a
product that was as good as its non-
green competitors, some of which were
also green. “The consumer wasn’t
prepared to make that sacrifice - it was a
trade-off too far,” he says.

Justin Smith, good business journey
manager at Woolworths, says there is a
growing awareness in the company’s
customer base about products — where
they come from, how they’re produced
and their contribution to job creation and

Woolworths’ Farming for the Future campaign promotes proper management of our water resources

community development.

He says the company tries to
integrate environmental and social
attributes into its core product
messaging. A recent initiative is
Woolworths’ Farming for the Future
campaign. “Pesticides, fertilisers and
chemicals are being used far too
extensively in agriculture in SA and it’s
affecting soil health, crop production and
water in particular,” says Smith.

“Being a water-scarce country, we
need to manage our water resources a lot

more carefully and improve waste water
management as well. A lot of the work
we’re doing from an agricultural
perspective is focused on those areas.”

Greg Garden, group brand executive
at Nedbank, says while not everybody
sees being green as a compelling reason
to buy a company’s products or services,
it has unquestionably enhanced
Nedbank’s reputation as a brand, bank
and company.

He says Nedbank’s Green Affinity
programme, which celebrates its 20th

anniversary this year, has been a key
driver in the bank’s image as an
environmentally friendly company.

Nedbank is involved in a wide range
of environmental initiatives, and is the
only bank in SA that is a signatory to the
Equator Principals and is one of 25 banks
worldwide and three companies with
primary listings in SA to be included on
the Dow Jones Sustainability Index. It
recently became the first bank and listed
company in SA to acquire carbon neutral
status.

P26: Bringing it home .

Why not choose the insurer with a
heritage of trust?

For comprehensive Motor and Home insurance,
call 0860 10 49 21 or SMS “trust” to 36702 and we'll call you.

SMS charged at R1.50

www.aains.co.za

Insurance
driven by

Insurance you can trust.

Palicies underwritten by Auto & General Insurance Company Ltd, an autherised financial services provider (FSP licence number: 16354),
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165
years old.

And still
doing great.

You learn a lot from 165 years of client service, like the importance of maintaining long-term relationships.

We'd like to extend our biggest gratitude to the people who recognised our efforts and nominated us in
the relevant categories, thank you South Africa. We also want to thank our advisors, brokers, customer-

care teams, employees & stakeholders, for helping us build the trusted company we are today.

Here's to another 165 years of greatness in South Africa.

,

R OLD MUTUAL

Licensed Financial Services Provider

do great things

WE HAVE 165 YEARS OF WISDOM TO INVEST IN YOU
Contact your Old Mutual Financial Adviser or your Broker
0860 WISDOM (947366) | SMS ‘wisdom’ to 32868 - SMS charged at R1 each | www.oldmutual.co.za
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Bringing it Home

Local brands are lekker

Many of SA’s brands are homegrown — locally
generated by a local company. For many that’s the
main characteristic they use to define themselves
.. and often with excellent results

Erica Webster

he recent World Cup is a case

in point where, says Jeremy

Maggs, editor of Marketing

Journal, many homegrown
brands capitalised more on the World
Cup than brands that were official
sponsors of the tournament. And at a
cheaper price.

He cites the example of Kulula, whose
ambush marketing may have got it into a
spot of bother with FIFA for stating it
was “the unofficial carrier of the you
know what”. But Maggs believes that by
pushing the envelope and not taking
themselves too seriously, they came out
a lot stronger.

“It is brands like Kulula, Nando’s and
Castle that capitalised on the spirit of the
World Cup, that truly succeeded in
getting people to engage with them,” he
says.

Andy Rice, chairman, of Yellowwood
Future Architects, believes that the most
interesting homegrown brands are those
that also differ from the international
norm, brands that are not just local, but
that are pioneering as well.

“In that respect Nando’s is a brand
that has done fantastic things globally;
there aren’t many people in other
countries who realise that it’s a South
African brand. Kulula too has done an
excellent job in creating a clearly South
African personality,” he says.

Homegrown humour is the common
denominator between these two brands,
but humour does not always work, says
Rice.

“If a brand can genuinely and with
authenticity, and not with forced style,

adopt a platform which is fundamentally
humourous, then it has a good chance.
Unfortunately, too many people think
South African humour is about having
some voice-over artist try to do a ‘dof oke
from Welkom’. Humour has to be in the
DNA of the brand and not just the
communication. That’s where Kulula and
Nando’s have done so well with their
whole proposition.”

Keeping the message simple can
work too, however, if Koo brands are
anything to go by. Zin Mabaso, managing
executive groceries at Tiger Brands, says
because Koo is so deeply entrenched in
South African households it does not try
to be anything but a partner in the
household.

“The brand has kept its simplicity
since its launch in 1940. Even when we’ve
innovated, like the recently launched
Koo flavoured tomato pastes, we’'ve
maintained the brand’s authenticity. We
respond to consumers’ needs without
trying to be too clever.

“We’ve used media which is quite
personal and intimate and in line with
the brand’s nurturing positioning. Radio
is one of our key vehicles of
communication for our total market and
is delivered in all the South African
languages. We’ve also carried that
through into our billboards where we try
to use all the languages that are part of
South African culture.”

She says although the brand has
moved with the times, it has kept its core
message. “We keep it modern without
having to change the values. For some of
the products, like Koo baked beans, the
recipe hasn’t changed because there
hasn’t been a need to change it - it’s a

Original

This year’s Top Brands Awards featured a
tongue-in-cheek photographic exhibition by
Justin Dingwall where he manipulated Sunday
Times front cover images to feature some well

known South African brands

iire B

Photograph: JACKIE CLAUSEN. 05/09/2009. © Sunday Times

NG

Nqobile Mthethwa, 9, and Siphamandla Gwala, 13, at Illlovo Beach on KZN’s South Coast

brand people know and trust.”

Koo came up trumps in the Top
Brands tinned food category, beating the
others on on all fronts — usage, user
brand ratings and non-user brand

ratings. In second place is Lucky Star
with All Gold trailing by a reasonably
large margin in third place. Koo also
nabbed second place in the grand prix for
overall favourite brand.

P27: Dominant players

THE NEW kid on the block
s GROWING FAST!

Caltex has recently introduced a new convenience format to
convert its existing Starmart stores to Freshstop stores. As one
of the fresh faces in the forecourt convenience market, Freshstop

at Caltex is fast making a name for itself as an innovative
industry leader.
With funky and fun new in-store departments, fresh and modern
décor, and more than 22 stores that have already opened their
doors, you can expect to hear a lot more about us in the future.
We hope to see you soon!

¢ CALTEX

fill up, fresh up!
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Beer battles hotting up

The South African “beer wars” are intensifying, as Brandhouse snipes away at South African Breweries’ lion’s share

David Jackson

ecently-released statistics

indicate that Brandhouse has

gained a further 2.6% share of

the total South African beer
market, bringing its market share to
12.8%. SAB’s is put at 87%.

The gain in market share was
achieved via Brandhouse’s substantial
growth in its beer volume sales of 36.7%
across Heineken, Amstel and Windhoek,
according to the latest Nielsen National
Off-Con data. These figures are for the
three months ending June 2010.

And according to this year’s Top
Brands survey findings, Carling Black
Label (in the SAB stable) remains
number one. But this year sees the rise of
Amstel (mow in the Brandhouse
portfolio) to second place (from fifth)
which is driven by its much improved
non-user ratings. In third place is Castle
Lager (SAB), up from fourth last year.

Robyn Chalmers, SAB head: media
and communications, says SAB
welcomes increased competition in the
industry “as it results in greater choice,
innovation, higher quality and lower
prices for consumers. We believe in
challenging our competitors fairly and
with the kind of passion and honesty that
has characterised SAB since its
foundation 115 years ago. We are
committed to playing hard but fair and
always ensuring that consumers and
retailers are well informed about their
choices.”

She says SAB had significantly
increased its marketing support for its
four ‘power brands’ - Carling Black
Label, Hansa Pilsner, Castle Lager and
Castle Lite.

Jeremy Sampson, executive
chairman of the Interbrand Sampson
group, pointed out that SAB in beer
terms is among the world’s top three
beer producers by volume. “They regard
South Africa as their turf, and Castle as
the brand of South Africa. Carling has
come through to the top, arguably
matching the demographics of SA. The
city slickers might be knocking back
their Peronis or their designer beers, but
this segment represents a very small
percentage of the market.”

Brandhouse’s successful growth has
not only shown itself in the beer market;
it is now the second-largest alcohol
beverage company in South Africa by
value share, according to Nielsen.

Brandhouse is the result of a joint
venture between three regional and

international alcohol beverage
companies - Diageo ple, Heineken
International N.V  and Namibia

Breweries Ltd — and began trading in the
South African market in July 2004.

It has a portfolio of premium brands
in the beer, RTD, white and brown spirits
categories. Top brands include Amstel
Lager, Windhoek, Heineken, Johnnie
Walker, J&B, Smirnoff, Bell’s, Foundry,

Strongbow, Guinness,
Tanqueray, Bertrams
Morgan, among others.

Priscilla Singh, corporate and brand

Jose Cuervo,
and Captain

PR manager at Brandhouse, says that
Brandhouse’s promise to consumers is to
offer them greater choice and access to
brands. “Our aim is to bring genuine
competition to the South African market.
We pride ourselves on our innovative
approach,

our suppliers and customers; and the
benchmark multinational Sedibeng
brewery.”

Earlier this year, the new Sedibeng

Brewery, south of Johannesburg, was

officially opened, built at a total cost of

R3.5-billion (€310-million).

Singh says the decision to construct a
local brewery was taken following the
international court ruling in early 2007

returning the rights to the Amstel brand
in South Africa to Heineken, and
Heineken’s decision to repatriate Amstel
into the Brandhouse portfolio.

The brewery, constructed within
budget and ahead of schedule, was the
first to be built in South Africa in more
than a decade.

P28: Food for thought

and Dbelieve
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We're proud to raise our glasses to Bell’s for being voted Top Brand in the
Sunday Times 2010 Alcoholic Spirit Category. Here’s to your continued success
and a lasting partnership in years to come.

then we don’t know what 1s.
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Stars of fast-food fame

Once again, KFC has taken the lead in the fast-foods category — a winner by a long stretch. Trailing in second place is
Nando’s with Steers following hot on its heels and closing in rapidly

Erica Webster

FC, which snatched third place

in the grand prix for overall

favourite brand, is in a league

of its own in the fast-foods
space and remains an aspirational brand
for non-users.

But how can a brand that enjoys 100%
awareness top itself? Says David Timm,
chief marketing officer of Yum
Restaurants International Africa, owners
and operators of KFC, it’s one thing to
have great awareness, but another to be
top of mind. “One of the mechanisms for
becoming top of mind is relevance, firstly
with respect to product positioning and

connecting with consumers. Secondly
we’re looking to take our brand into a
space that is value driven and that
delivers a positive message — relevance
here is created through our Add Hope
hunger relief initiative and our
involvement in supplier arrangements
and sponsorships - the Proteas, Cricket
SA and KFC Mini Cricket.”

He says while awareness and
penetration has remained strong during
the recession, there is a portion of the
lower LSM grouping who struggle to
afford KFC. “We’ve tried to cater for
them by making sure we have very
strong products and our communication
is focused around value. We’ve put more

emphasis on our Streetwise brand as a
result of market conditions.”

KFC is innovating and exploring
continually. Innovation is key, says
Timm, because it keeps the brand fresh
and relevant and because consumer
choice and demands are changing
constantly. “While there is still a huge
demand for the traditional products that
we’ve had for years, there are changes in
the marketplace and some people want
healthier alternatives. We feel that we
should be providing that choice.”

KFC’s SA market has a strong
innovation department, but it also looks
to other markets for inspiration to see
what has worked well and gained

consumer acceptance. “What sets us
apart from a lot of markets around the
world is that we appeal to such a diverse
group of people and have strong, loyal
consumers in practically every LSM
grouping. That’s an amazing
achievement for the brand.”

Nando’s user ratings have dropped
off slightly since last year while Steers’
ratings have increased. Despite Nando’s
having a slight edge in terms of usership,
perceptually Steers is in a marginally
better position.

Nando’s marketing director, Quinton
Cronje, says the brand is known for
being irreverent, cheeky, unpredictable
and brave. “We ftry to seize
unconventional opportunities and take a
different look at stories and events
around us. I think that South Africans
enjoy this - they like to laugh at
themselves and they like to laugh at
their imperfections.

“But at the end of the day — we’re all
about chicken. We believe we make the
best and tastiest chicken in the world,
and our focus will always be on ensuring
that our customers continue to
experience this.”

Nando's

P30: Customer loyalty .

Tourists just make everything
crowded and over-priced.

KINGJAMES 19373

We can tell you what South Africa’s thinking.

If you're about to make an important decision, we can help.
That’s because we provide you with the solutions to answer
all your questions, no matter how simple or complex.
Give us a call on JHB (011) 778 7500; CT (021) 657 9500;
DBN (031) 571 4900. www.tnsglobal.co.za
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This time,
when we say

“Give that man a Bell’s’,

we mean you.

Because without you, it wouldn’t have been possible. So thank you South Africa,

for your loyalty and commitment. Thank you for making us the Top Brand in
the Sunday Times 2010 Alcoholic Spirit Category and the nol — selling Scotch
whisky in the country for the last 25 years. Here’s to you.

Not for Sale to Persons Under the Age of 18. Drink Responsibly.
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Survival strategies

Recession can jeopardise marketing budgets allocated to iconic brands, often depending

on the brand’s prior performance and the profits the brand is required to generate

SeL-pury-e

Finger Lickin’ fantastic
no matter how you package it.

Thank you for lifting us to new heights this year.

AT)\M] JHB 26601

Customer Loyalty

Andrew Gillingham

ilton Lawler, founder of Hilton
HLawler Strategy Consultants,

says that even a top brand could
have its budget cut if it was not
performing as well as expected.

By reducing marketing expenditure
companies can retain margins and,
therefore, profitability. “There is a
danger of even an iconic brand losing its
status in the market. However,
recessions are usually short-lived and a
top brand can usually retain consumer
top-of-mind status for as long as six
months,” Lawler says, adding that top
brands have a lot of brand equity built up
over years and consumers remain loyal
for a period of time even when the
brand’s advertising profile is reduced.

In addition, products in the fast-
moving consumer goods category are
being used all the time and many of them
are necessities, particularly those in the
household cleaning category.

An iconic brand’s ability to sustain its
market presence is easy to understand
when it is considered that iconic brands
are not simply products that have been

Hilton Lawler

well packaged and marketed. Instead, a
key to an uber brand’s success is that it
consistently delivers on its promise. In
addition, much of a brand’s success
depends on the manner in which it is
able to influence and intertwine itself in
people’s lives, thereby increasing the
“touch points” for the brand.

For example, an effective competitor
in the household cleaning category
reduces the time people need to spend
cleaning, thus giving them more time for
other things around the house, becoming
an extension of being house proud.

Neil Higgs, director: innovation and
development at TNS Research Surveys,
says that achieving iconic brand status
requires consistency in terms of
positioning a brand in the market.

“An iconic brand does not suffer from
consumer confusion. In addition, brands
that have been active in South Africa for
decades also tend to benefit from brand
memory that is handed down from one
generation to another. However, this
only works because such brands are
consistent in their positioning,” Higgs
says.

P31: Best foot forward
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Playing by the rules

A loophole in the official agreement relating to the wearing of football attire in the 2010 FIFA World Cup apparently
enabled brand icon Nike to steal a march on one of its closest competitors, from the very first goal scored in the
tournament — even though Nike was not a designated World Cup partner and the competitor was

David Jackson

he very first goal of the 2010
tournament, scored by hosts
South Africa against Mexico,
was scored by a player wearing
a Nike boot, even though rivals Adidas
were the official World Cup partner and
Bafana Bafana were kitted out in their
clothing - boots apart in some cases.

South African goal-scoring hero
Simphiwe Tshabalala was wearing
Adidas gear, but the boot was the
product of Nike.

Sean McCoy, chief executive of
strategic brand consultancy HKLM, says
the commercial agreement allows a
specific brand to sponsor the team, with
the exception of the boot. “You can’t
insist on a brand on the player’s boot but
you can equip them with the sponsored
kit for the rest of the attire. The boot is
the anomaly in the commercial
agreement, which Nike has clearly made
full use of.”

Nike is exceptionally high up in the
awareness stakes with 98% awareness,
pipping Adidas on 97%, says Debbie
Booth, client service business manager
for TNS Research Surveys: “The
differentiating factor with these two
brands are the brand ratings. The users
love Nike and the brand has a great deal
of aspirational value with non-users - it
has got a lot of brand clout. Players want
to wear the brand and to represent it,
whereas Addidas does not quite have
that footing in the market.”

Adds Gaby de Abreu, creative
director: the Switch Group: “Even though
non-affiliate brands were equally
dictated to by FIFA, we saw many
peripheral brands successfully leverage

PUTTING IN THE BOOT: Nike featured prominently in the Fifa 2010 World Cup.

the World Cup (possibly more effectively
than official brands in some cases)
without infringing on the branding rules
and regulations.”

In most of these scenarios, we saw
these brands leveraging ‘“football’ as
opposed to just the World Cup. The most
interesting response to non-affiliated
branding, he believes, came in the form
of Puma taking ‘ownership’ of football in
Africa. “In reflecting on Puma’s
campaign, one sees just how far back it

was conceptualised and implemented -
and how cleverly it was done,” says De
Abreu. “Puma’s approach to the World
Cup was to ‘adopt’ the continent — and
football in the continent. It invested
heavily in positioning its brand in
countries like Ghana that would be
representing the continent at the event.
“By sponsoring soccer clinics in these
countries, aligning the brand with
leading national players and designing
the national squad’s kit, Puma created a

space where it was uniquely associated
with the best of African football.”

Despite not being an official sponsor
of the 2010 FIFA World Cup, Puma thus
managed to leverage the imaginative
space of both football and Africa to
support the emergence of new and
exciting markets on the continent.

Puma, says De Abreu, has arguably
emerged as the winning World Cup
brand - owning the conceptual space of
post-2010 Africa.

P32: Targeted communication
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Knowing your
market is key

First for Women is South Africa’s most-favoured
consumer short-term insurance brand, followed by
ABSA Insurance and then OUTsurance

Andrew Gillingham

n the business insurance category it

is OUTsurance that managed to

take top honours with Santam and

Mutual & Federal taking second and
third places respectively.

Business OUTsurance has been
active in the market for seven years and
as such it is a relative newcomer to the
business insurance market.

Peter Cronje, head of marketing at
OUTsurance, says that the company is
the only player of significant size that
offers business insurance directly to its
clients. “Unlike personal insurance,
almost all commercial insurance is still
offered through intermediary/broker
channels,” Cronje says, adding that in
some industries brokers add value
because they are able to provide
specialist advice.

However, Cronje does not see that as
an impediment to Business OUTsurance
as its consultants are able to provide
similar expertise. In addition, business
cover is becoming increasingly generic.
Thus, while brokers catering to specific
market segments may package solutions
for their particular client bases,
essentially these packages are made up
of covers common to the business
market as a whole.

He says that while the company does
not limit itself in terms of the clients it
addresses, it does not target the very
large industrial risks that have
extremely complex insurance needs and
where the multibillion-rand risks are
often underwritten by offshore insurers.

Business OUTsurance has enjoyed
particular success in the small and
medium end of the market. “Small and
medium businesses are often run by
entrepreneurs and owners that are used
to taking control. They place a high
priority on their cash flow and they are
prepared to explore what Business
OUTsurance offers,” Cronje says.

Robyn Farrell, MD of First for
Women Insurance Brokers, says that
when it comes to marketing and building
a female-focused short-term insurance
brand, there are a number of elements to
keep in mind.

At the top of the list is the fact that
successful marketing to women can yield
higher returns than marketing to men.
She says women are more inclined to
form long-term brand relationships and
enhanced loyalty means that every
marketing rand invested in female
customer acquisition results in a higher
retention rate.

Furthermore, word-of-mouth is more
prevalent among women. “In essence,
what women buy, women sell, however,
the reverse also holds true,” Farrell says,
adding that women resonate with
messages focused on similarities,
affiliation and win-win mutuality. “As a
result, they do not respond as well to
messages based on gloating, boasting, or
bragging.”

In addition, Farrell says that a
woman’s sense of humour is different
from a man’s. “Women like to identify
with the person in the situation and have
‘Oh, my goodness, your husband does
that too’ or ‘that’s exactly like me’

moments. They like advertisements with
which they can identify,” Farrell says.
She notes that there are many other
keys to marketing successfully to women
and marketers need to recognise the
subtle differences in women’s buying
styles and create advertising and sales
strategies that appeal to women.
Tlalane Ntuli, brand manager,
marketing and development at Glenrand
MIB, says that while the company has a

across many of the offerings to
customers. “It takes  brand
characterisation that delivers a powerful
promise, backed by real customer
benefits to distinguish a company in this
space. Therefore, it was important to
produce campaigns that showcase the
benefits of the Glenrand MIB promise in
an engaging, intriguing and relevant
manner in what is still essentially a
grudge purchase even in today’s market.

particularly strong presence in the
commercial and business sector, the
company has placed fresh emphasis on
its consumer base in recent years.
However, creating a differentiated
position in this market is no easy feat
given that it is highly regulated,
resulting increasingly in product parity

“Accordingly, our campaign is based
on the premise of the years of devoted
practice, honing and craftsmanship that
it takes to create something exceptional,
the central ‘linkage’ being that Glenrand
MIB delivers something exceptional in
terms of short-term insurance products
and services,” Ntuli says.

P33: Preparation plus opportunity .

The game of chess requires strategic
and logical thinking. To become a
master, true passion is needed.

Through our passion, we have become
the masters of our own game.

This year has been a year of great success for the Glenrand Me[*B brand.
We were recently nominated within the Top 10 short-term
insurance brands in the Sunday Times Top Brands Survey.

This is in addition to our other achievements which include, our 7th place
ranking in the Financial Mail's Top 200 Listed Empowerment Companies Survey
for 2010.As well as our ranking in the 4| top performing companies in the South
African Women in Leadership Census conducted by the Businesswomen's
Association. Now that's what you would expect from a master of the game.

To find out more on what our passion can do for you, call us
on 0860 Glenrand or visit www.glenrandmib.co.za

GLENRAND MI-B

Insurance Brokers & Risk Advisory Consultants
Glenrand Mel+Bis a Licensed Financial Services Provider
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Brand building - science or luck?

Are brands born, or are
they made? Is it nature or
nurture? Is brand building
an art or a science? Perhaps
the answer lies in ‘planned
happenstance’

Rudi Kruger

o doubt if I opened up these

questions to the branding

fraternity on the www.

brandrelevance.co.za  blog,
they would be debated ad nauseum.

Recently I had the pleasure of
meeting Nassim Taleb, author of two
bestselling books that pre-empted the
recent financial markets meltdown,
Fooled by Randomness and The Black
Swan.

Taleb is guided by the courage of his
convictions. He does not beat about the
bush when it comes to calling out the
pretenders; while many of the so-called
‘experts’ were simply wrong, many
others were merely the beneficiaries of
dumb luck or the roll of the dice.

I believe in luck. I have been the
beneficiary of ongoing luck of a different
kind. Seneca said luck is what happens
when preparation meets opportunity.
Louis Pasteur said that luck favours the
prepared.

My company once hired a behavioural
psychologist to help us see how to
make our own luck through ‘planned
happenstance’. Pasteur was right,
disciplined action is always better than
relying on haphazard creation.

I am going to assert that brands are
made and that brand building is based on
scientific principles that are best applied
by very experienced practitioners in
times of receptive demand (luck).

One has to acknowledge the role of
experience. In his book, The Art of What
Works, William Duggan wrote about
how success really happens; how brands
are built, just as wars are fought in a “fog
of uncertainty”.

Carl von Clausewitz wrote in his
book On War, published in 1832, that all
action must be planned in a twilight. The
army general (experienced branding
practitioner) must enter the fog with
a “presence of mind”, expecting the
unexpected. In an instant he/she must be
able to cut through the fog in a flash of
insight. The rapid discovery of the truth
(market segmentation) is followed by
resolution or disciplined action (go-to-
market activities). This is the science of
branding.

The Top Brands Survey measures
brand relationship scores. The measure
of any brand’s worth is its ability to
sustain sales from loyal customers. To
get there, a brand first needs to establish
itself in the mind of the customer
(awareness phase) and then has to build
favourable attitudes (attitudinal phase).
Finally, positive attitudes should lead
to favourable purchase behaviour. For
this reason, the brand relationship score
is based on measuring spontaneous

awareness, trust, confidence and loyalty
to a particluar brand.

The above-listed criteria break down
into a wide array of measures and action

elements that we can simply refer to as
“pbrand clout”. The science of branding
is about control and enhancement of
these attributions. This is the disciplined

action or the preparation part of ‘planned
happenstance’.

(Rudi Krugeris a branding strategist and
the CEO of Espial Branding & Design)

Europcar

_Europ

We’'d like to thank
our customers for
getting us where
we want to be In

record time.

It's been quite a year. We've changed our name. Our look. We have basically

changed everything about us and still managed to increase our market share

significantly, against all odds and speculation. So thank you South Africa

for your continued support and making us one of South Africa’s Top Brands.

24-hour call centre: 0861 131 000 www.europcar.co.za




Sunday Times Combined Metros 34 - 23/08/2010 05:59:15 PM - Plate:

34

sunday Cimes

TOPBRANDS

Building relationships

Niche marketing is about finding a solution for a specific segment of the market, whether large or small

Erica Webster

(14 ne can find some
O extraordinary niches if need
be,” says Andy Rice,

chairman of Yellowwood Future
Architects. “Each application of a filter
knocks more and more people out of the
market, so if you apply enough filters,
you can be left with a really small niche.
“The youth market is particularly
lucrative, because any brand that follows
people through the stages in their life

will have different niches as they go
along. Banks do that - they have
programmes aimed at being the first
bank where the child will open an
account, knowing that they tend to stay
with that bank for life. And then they
have campaigns aimed at students and
campaigns aimed at young adults in their
first jobs. Each of those, by definition, is a
niche.”

Apple Mac, which has beaten its
competitors in the business sector to the
number one position, has created a great

KNOCK OUT

Although there are a number of
reasons for power failures (such
as short circuits, lightning, load
shedding, vandalism, etc.), the
current problems are mainly
caused by the demand for
electricity outstripping the supply.
Whatever the reasons may be,
one fact is indisputable: power
failures cost money and could
cost you your business and your
life.Power backup installation in
your business is an added value
and a distinct real asset.

Scenarios:
In the (unfortunately all too likely)
event of a power failure or load
shedding, you may be faced
with any or all of the following
problems:
- Loss of business;
- Risk of crime and vandalism;
- Inability to process
transactions;
Customer disatisfactions;
Risk of injuries;
Loss of communication;
No security without power.

Ensure that your home has lights in a power failure or during load

shedding, offices continue to do business and apartments have the

comfort of electricity for essential needs during 2 biackout.

All HOFFMANN™ products

Diesel Driven

Petrol Driven

Electric Driven

HOFFMANN"

www.hoffmannpower.co.za
Tel: +27 (11) 334 6573 ¢ sales@hoffmannpower.co.za

www.boonbase.com

perception about a niche brand with
relatively small usership, says Debbie
Booth, TNS Research Surveys business
manager.

“Apple’s win is driven by stronger
brand ratings among both its users and
non-users. There is a lot of clout around
the brand, particularly from a non-user
point of view. And it resonates with a lot
of people — it’s a brand they want to be
seen and involved with.” Booth reckons
that with the tech boom, a brand of this
nature is poised for growth.

Targeting a relatively broad niche is
1st for Women, which took top position
in the short-term insurance category,
followed in second place by ABSA
Insurance and in third place by last
year’s winner, Outsurance.

The company’s MD, Robyn Farrell,
says 1st for Women’s quarterly lifestyle
networking events, which give like-
minded women the opportunity to meet,
network, talk and grow and learn, have
become something of an institution.

“Both our below-the-line and above-
the-line strategies have worked well for
the business. In order to successfully
market this product to women, we
needed to recognise the subtle, yet very
important differences in women’s buying
styles and create advertising and sales
strategies that appeal to women. Our
tongue-in-cheek TV adverts that
demonstrate why we insure women only,
have proven to be the most effective.

“Author Deborah Tannen once said
that men want to transact while women
want to establish a relationship. This
philosophy has moulded us into the
brand we are today - a lifestyle support
solution rather than a generic insurance
product in pink packaging.”

She says the main challenges in
entering this market were clearing the
clutter in financial services marketing,

Robyn Farrell

processes and approaches tailored to the
needs and expectations of the people who
historically bought and sold most
financial products and services — men.

“Because women are a lower
insurance risk, we were able to offer
lower insurance premiums. Statistics
suggest that women take fewer risks,

Men want to transact while women want to establish
a relationship. This philosophy has moulded us into the
brand we are today - a lifestyle support solution

breaking down stereotypes concerning
women drivers and making insurance,
which has traditionally been staid and
conservative, sexy. “Until our
establishment, the majority of financial
services companies still used sales

make more careful decisions, usually
stick to the speed limit and frown upon
road rage. In addition, the cost of repairs
to vehicles crashed by women is, on
average, lower than the cost of damage
caused by men.”

P35: Tomorrow'’s transport
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Tomorrow’s Transport

Carbon-free aspirations

Cars were probably the Top Brands category most influenced by the economic recession, as evidenced by the decline in
new motor vehicle sales during the toughest times

David Jackson

nd in an era in which carbon
Afootprints and fuel efficiency are
increasingly becoming factors for
environmentally and price-conscious
consumers, BMW took this year’s top
spot with Toyota close on their heels in
second place and Volkswagen third.
Sean McCoy, chief executive of
strategic brand consultancy HKLM, says
Toyota’s performance highlights its
“resilience and tenacity in the face of
recent challenges and pains. It shows
what brand value can do in the long term
in bringing an element of forgiveness on
the part of consumers. BMW'’s
performance is not surprising ... it
remains great quality engineering, while
being a very aspirational brand.”
Debbie Booth, business manager:
client services for TNS Research

Surveys, says the difference between
second-placed Toyota and third-placed
Volkswagen was minimal.

The overall score is based on a
number of variables, the first being
usership — how many people are using
the brand - secondly on how many
people are familiar enough with a brand
to rate it, and thirdly, how users rate
their brand experience and non-users
rate the brand perceptially .

According to S’bu Mangele, business
director of the Switch Group: “Cars are
ushering in a new green era, where
statements are going to be made about
driving cars with less carbon emissions,
for example.

“Pricing will sort itself out because
there are more cars on the roads now
than 10 years ago. This could create a
debate about why, if there are so many
cars on the road, they cost so much.

Sunday Cimes

TOPBRANDS

Sean McCoy

“And because South Africa has truly
become a global brand, we are beginning
to make comparisons with prices in other
countries. People who would have
bought either a German or Japanese
brand are driving the equivalent of that
in a Korean car, because there is a
growing belief that the Koreans have
sorted out their issues around quality
and reliability. Their cars are priced
better and the Koreans continue to look
after their clients after they have bought
the vehicle.”

Mangele added that with the effects
of climate change felt around the world,
“South Africans are saying that maybe
we need to be looking at cars differently.
The latest advertisements from
Mercedes-Benz, for example, are not
about how the car performs, but about
their commitment in developing cars
that are friendly to people, and safe.”

P35: Fierce competition

2010 Sunday Times
Top Brands Survey

Sheer
Driving Pleasure

www.bmw.co.za

JOY NEVER
RESTS ONITS
LAURELS.

BMW has been recognised as the “Top Motor Brand’

in the 2010 Sunday Times Top Brands survey. And while
we'd like to thank you for your continued support, you can
rest assured we'll be aiming even higher next year.

2010 SUNDAY TIMES
TOP BRANDS SURVEY.

BMW EfficientDynamics 77

Less emissions. More driving pleasure.
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Fierce Competition

It’s not only about price

Recession makes consumers more price sensitive and prudence in tough times takes them to those brands that have
proved they offer consistent value and which keep their brand promises through good and bad times

Andrew Gillingham

egardless of economic

conditions, people still need to

buy food and groceries,

making them very conscious of
the stores that win their favour.

In the Top Brands convenience and
grocery store category Shoprite won first
place in consumer hearts, followed by
Pick n Pay and then Spar.

Neil Schreuder, marketing director of
Shoprite Checkers, says that Shoprite’s
brand message is “Lower Prices you can
trust, Always”.

“Shoprite serves the mass middle
market, predominantly LSMs 4-7, and
now has more consumers than any other
supermarket brand with 16 million
individuals who frequent Shoprite stores.
Price is critically important to this core
market since food makes up a

THE JOURNAL in

association with Sunday Times
Top Brands and TNS Research

Surveys presents the

TOP BRANDS

Based on the success of our breakfast debates, THE JOURNAL, in
association with Sunday Times and TNS Research Surveys are hosting
the annual Top Brands Mega Forum. The Forum give attendees the
opportunity to find out what these winning brands have done over the
years to achieve their success. It won’t just be a glory trip, as in true form,
the Chair - Jeremy Maggs, has asked a panel of leading brand practitioners

to dig a little deeper into the DNA of these specific brands.

HOW WILL IT WORK?

5 brand category winners will
present their success stories

at the Mega Forum. They will
then be quizzed by our panel of
industry experts.

Dates: Thursday, 16 September 2010
Venue: Michelangelo Hotel, Sandton
Times: 07h45 to 11h00

(06h45 buffet breakfast)

R495 for subscribers to

THE JOURNAL; R595 for
non-subscribers; ex VAT

Cost:

To book: email Megan Larter
on megan@thefuture.co.za
Tel: 011 803 2040
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significantly larger proportion of their
disposable income than that of more
affluent consumers and the cost of food
directly impacts on the quality of their
daily lives. Therefore, Shoprite needs to
be relentlessly competitive on price,”
Schreuder says.

Shoprite’s corporate philosophy is
built on continuously looking for ways to
do business more cost efficiently,
resulting in savings for consumers and
delivering on the promise of everyday
low prices rather than a quick price
gimmick. “The tone in which we
communicate becomes more rational as
the tougher realities consumers are
experiencing are taken into account.
Empathising means showing customers
how to save money in your store by
shopping smartly,” Schreuder says.

He says that as tougher economic
times hit, marketing becomes more
important. Price consciousness becomes
fashionable, so as shoppers become
informed, advertising messages are
amplified in the void left by other brands
slashing marketing spend.

“We sell the satisfaction of basic
needs, so when communicating to
customers we need to ensure it is
relevant in three ways: to their head
(rationally), to their heart (emotionally)
and to their pocket (financially),”
Schreuder says.

Malcolm Mycroft, GM: marketing at
Pick n Pay, said that the new Pick n Pay
brand heralded an evolutionary change,
which, while quite different from the
original, retains the key features that
have made Pick n Pay distinctive in the
retail environment.

“The rebranding exercise was no
cosmetic facelift but rather an important
signal of the deeper underlying
transformation, change and
revitalisation that the business was, and

still is, undergoing. Importantly, it is all
about the customer and about turning
insight into customer needs into action
responses to those needs,” Mycroft says.

He adds that the rebranding process
gave Pick n Pay an opportunity to
refresh, revitalise and re-energise the
business, and most importantly to
refresh the customer shopping
experience on the shop floor.

Myecroft says that during
recessionary times when consumers are
more cash-strapped the supermarket
giant increases the emphasis on its value
messaging. “Experience has shown that
this resonates exceptionally well with
consumers. Since its inception, Pick n
Pay has fought for the best possible deals
and for its customers and this has not
changed. We emphasise this fact more
during recessionary times as it serves as
a reminder to our valued customers that
we really do offer the best value for
money,” Mycroft says, adding that the
message must resonate with consumers.

In terms of Pick n Pay’s new
customer strategy, this lies at the heart
of the entire rebranding exercise. “The
new tagline clearly articulates this in
that it points to the fact that everything
we are doing - the changes we are
making across the business — are all
“Inspired by You” - the customer.

“Some of the changes that
demonstrate what we have been inspired
to do include our new and upgraded
stores, improved fresh offering, new
product ranges, and private label
repackaging aligned around a clear
‘good, better, best’ positioning.

“We have also invested in a new
supply chain which helps ensure fresher,
quality products as well as better stock
availability as well as rolling out Pick n
Pay stores into areas not previously
served,” Mycroft says.

P38: Faithful friends .



SALIENT_HOMA1367

Sunday Times Combined Metros 37 - 23/08/2010 06:14:29 PM - Plate:

bw Sibogite Bm'sm, Narasba Tauw Lisa 7 /q/o Nronboxoto Queton Sanesk Dﬂ% /Q/wo Hasia D@éé'e jM
Sehai Hoton [emiten Jame Kai® Hutes Onat’ Setivian Feren Siboaratiso [hotbe St Ref Stunto Trate:
Tewa Utaw Zakit Fawe Freot Sianta fsaac Kagiso Oscax Reidarotr Rikarot Una l/cyeéua, C/e7ne Floma
,fy‘m}eq Reara Burerr (Charnd Friewe Cotteen bom/wq Etron £7o /\/ gféue Rewria /,Ivde Selontzs /4:47‘9».
Chas Toons Nikarota fleren Clien Jasobis Hasego Chack Taston  Hita Sateen Tansn (hester Xelo
Liotive Nevett Rivtsasn Oris Rk 5677«/14‘74 Tikaoa Rewn Newssa Manba (Mbatr  Saite 7;704/4 7—€/dm
Dﬂwéééﬂ juep( Nacta EOlier fM kae&ep(/ Df > Clake Hernan Dﬂw% bﬂéeen Neets \5@66/ Mave
)/ﬂSn—-/;—» e Koro Lanbear W;wéo Roberr Rorome Verewr 2 e//awa ‘f/m’qs Cliron Fe 2 Theto  Brovoton Hasan
Reant e Unga Lawka Thabo Vate Warken Xotia Z akiza Binise Dia’ Ponetn Qe Tare Tor' Xotaw CM7
Phonsice Sabua Cuanr Kueri Hises Nicks O Phinta Prette SuvanTarm [Litan Robom Dacta Heke Cicetin Fnit
Tatin Potan Niosaram Biak Faic Coran Lewm Refsse Tort Chaira  Picia Pasrin Nabia Bo Jare
Unarks T ke o//m sette [ean [Mikaer p@m T ariro Q"’;"Cf Rty Tabrha Wé'ﬂ.ef 4M T/amswﬂ;a,
Baé Bc/ée fMé j 4?(/(/6}446 4%/@ BAOOA’ZJOM Wm’é Tewta:, Ootetia Firc jw« 4W(a,
4&@@4?(44 /ea% Jeeﬁf \%}fée/v 44%% Cerart jﬂC;m /\/ aRlren B Zr BA/wq fﬂm.eéef Nokars 4640’4
Caced Cﬂ;p(on Ao Lioteta  Mnattoss Sacka Taoga //eéen /\//ﬁ.fﬂ 4714 Leant' Oxson  Roar k;wq Utram
Vocear )/umlq ,4».9.4/}.6 B/Aon Esrie Jxa Fai Lowse 4&02{/ j./Soke HMasanba Viran )/1465 Chavratr Shaw

Roctan ' Bojpeto Kot Hetame Sitho  Sinove Hopue [osoh Rierre Sasn Rirewcto  Sabima Lo /Q%M
Thobetani Otpmpa  Setcen Nowrte Ress Nosjho Lota \]/OZe /(/qm.s/ejow&’ Mo Hakon //oé/éf Heivt, Curris
Valete wa /Q/ov(ﬂ /ean«m /QW? T areata be/fek Bﬂfﬂ Aexfm \M%@frle // M7 _L/é 4;«7 Bﬂxé€7
Chussrette /L/ M7Z67 o /\/ Mefa Fua fw/ﬂa jem»a Linan Mantoe Marrkes Vama Zian D@/OM ,8470
Zabua Karabeto Cartick /QMMSKC/% v Meacte Vance lasr HMewierra péa/o/ﬂ Wacte Niota Metia
Noa Savrie ke b\/eséef . apara /Qa%? Daver L avoter /Vn,rwﬂ /Qa;ww( Lotera  leste Urb, Unsuta exeny
Vicrora Net Now Neosana Tatirka Ceonge Clhenette /L/ ik fm e AM& S Fe eumn Eum 74&«
Freoteris /‘/ AaAotus fp(aé/ﬂ fmke Lewette Thantive Ria — Rowen )/aéw s/éef/ Mason jﬂms /\/ ﬁ% Mataka
Hordar  Parnick Sexema Dewss Mamer Phuan Jutinan [asrin Kage Hamtta Hita Riann Rfato Sae
Thatite Uk /'/ anks Epdwlq /\/ 7(/6 /44/57&/4 M bateto Jrna Bas/a, Aqde B&ke Dﬂéxéﬂ Cain /4M(Am Camtce
4w'4% Cairtin 4»,/5/4 Caten. /,Zfeé/;qe Chances qujw,m 4&(;& vanra Wanta Caneton jwf /\/ era T au
Thenbisa Canitta Tueke Frawcos Foin Wioa Pret Hitats Eniy Gabuette Factson Rottes Cim Brmter
Habba 44@4 Feaga: é/aaz//m, Chaxe ,415/4 Cetesre Man Manet Setar Veburt Mavon Oliva 4‘4776

P Paie Puels Thabs Thabetn Pata Bowira Jacues Carbetie Katite Kiasry Thotofeto  Unioe Kraia
Am-/‘/ ar7r B«ée&w«" Cas 4»»46&/64 CA/w AW \os: Warota Cenna /4147‘0/;46772 Corrtern  Coxe 0/47 44/66
/\//mée/eéef Sasite 2 era ;f:/m, reran Leanten Lex /\/ LakerTe 407(64 /\/ etta Laukes /\/ o Lisame Bogan
Cnthesne fwy Zf«f/&e ao jw(é /\/ ey Leamr Malkits Nosinve Nramoto Zanab beéw« Chassa AMMf
Mo 57/( jeﬂwme /\/ nf/Sa Ockenr Naverre Zacte Rea Nidotas Lw(sa/v Suwe NMactiva :.7%
TA/MMA jw Horirin Hearbex Eve Toame Dierex  Maxre V. 7/5;./4 A 7/4” Kavene [Mikette Naratie

/\/ WLt Queria Sowa  Lawkece Tanelto Zota /\/ cenrn Elamotte Nronks // 4,7467 Lieset Chassrian b«(a‘e gwu'mu'
Cenotn fsas Lecin 4&02/4 Maran Neheena /L/ye Enna Xewn jep( Fods Tiashe Rewtoto Mastete

jas;wnejm Ze/em /rorx km\]w, Ewd;a Coarerl Dew'ka, Eaen ,Ed@q Fe eé//oé ~. Mchad R 4%6 Neo

/\/ anal que Bxap(ée7 Do%e 4M F 4 Bn,éq 49./}.4 Becm Es»ee Nota 1746 /Qenee Aesep(/ Dec&wq \]a/wq
Frova Hegh jgb Lot Nkos: Nonesa p ak jﬁ«ﬂ 5//%0 A // eke fése Fhan [ora Ferwte Caxta Caxotive
Eotie /Z:ep(ee T /572 /,Ineé Cira // o Thawote T7 a Uwme Yalan Uisa j/M M ax /4144’6 BA/C& H o
Noara: KXotetoa Fatk Do Ersa Brewa Dene Boaca Ceenee Danian Heottite Buiotverre /4410(/26 j.//eene
4;0 Fracs Maria )/Me Xawke [Matis Zexaf Z/v Harisrha Karen Sirkentise Wmm Lecinoin Kenen Buink
Cewr Dewn Pewart K etse, Metsine Zew Suj Kanna Hasos /\;fowzso Kerk Cenase Tnetoin Ructo

. Mkke Hewoe b/e > Fame Matk [ance 9«}@ ~. wyw« Cé7¢(e Mensssa D‘—ﬂ«c&n Lemn /\/ anati Xavex . Aea
4&W(ex€ sz’w—; o f»a /44‘4?(6 ala: BA/}TM /eqwq // asotee D/Ak 4ueéw«' ék7m€77( Aéofp( Nicotene
414646 Conts Hetra Haxca Fatton Rendsoteas aote jﬂ/ ~. arky Maro br;/ﬂm Liha j;wes Crovtive Conve Trass
C&/sra/o/a B/ew Fatca Cxa/f Ciaxa // aton jesse L ubisa 46«/&2}4 /‘/ aneen Defa Cxessivta ,4/‘4 Acmaméa,

ancA 7he resr a/’/ ok 16 nellion SXa/o/o&(S So hae naste us 5/4)5 /1/ o1 %M»Mker

767497%&/24, wve sk e Contot 7hank eack ove o///vm,/odwéé7.

SHOPRITE

LOWER PRICES YOU CAN TRUST Always




Sunday Times Combined Metros 38 - 23/08/2010 06:04:41 PM - Plate:

38

Sunday Times

TOPBRANDS

Faithful Friends

Things go better with ...

South Africa’s top three favourite brands are Coca-Cola, Koo and KFC — voted by metropolitan consumers

David Jackson

he “grand prix of all grand prixs” for the
overall favourite brand goes to Coca-Cola, for
the second year in a row. Second place is Koo,
up from third, while KFC comes in third.

Coke also won the Grand Prix award for the brand
that has done most to uplift communities, moving Pick n
Pay down two places to third position, with Vodacom in
second place (up from third last year).

The award for the brand that has done most to
promote ‘green’ or ‘environmentally friendly’ initiatives,
in the eyes of metropolitan South Africa, has again been

BUDGET
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MAKES THE CUT.
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not the cover

through Budget Insurance Brokers.

SMS
“Budget” to 40056 :nd

one of our consultants will call you back
(SMS charged at R1.50).
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Company Ltd, an authorised financial services provider (FSP licence number: 16354).
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scooped by the top three finishers from last
year. Pick n Pay first, Woolworths in second
place and Nedbank in third.

Says Debbie Booth, business manager:
client services for TNS Research Surveys: “The
emotional connect that people have with
brands is far stronger than any functional
delivery or benefit. And probably the most
difficult part about understanding consumers
is assessing how strong that connection is -
and how you leverage it. It’s all about
connecting emotively with brands.”

“Brands that have done this very
successfully include Coke, Koo and KFC. Koo is
a truly South African brand. KFC is an
international brand, although many people
perceive it to be a local brand and connect very
strongly with it.”

Other household names among South
Africa’s top 10 “favourites” this year included
brands like Shoprite and Handy Andy. Local
brand Carling Black Label won in the alcohol
(fast-moving consumer goods) category,
having surged in popularity during the 2010
World Cup.

Gaby de Abreu, creative director of the
Switch Group, believes that Coca-Cola
successfully leveraged its sponsorship to
reinforce global consciousness about the brand
and its products. “At a global level, Coca-Cola
became the non-alcoholic drink of choice
associated with the World Cup - translating
directly into bottom-line sales. Not only did all
advertising, roadshows and the brand’s Wave
your Flag song culminate in the drinking of a
bottle of Coca-Cola, but FIFA’s retail
restrictions inside stadiums created a captive
market for the product during matches.

“The ‘Coca-Cola experience’ thus became an
essential part of the World Cup experience.” In this way,
Coca-Cola’s association with the 2010 FIFA World Cup
also served to re-enforce market knowledge about its
brand and exposed consumers to its products.

Jeremy Sampson, executive chairman of the
Interbrand Sampson group, says that brands that
perform consistently well have boards of directors who
understand the importance of investing in, building and
growing their brands, while being innovative and
creative in the process. “You don’t turn it on and off like
a tap. You have to keep investing in the brand. Major
players may see the recession as a time of great
challenge, but also one of even greater opportunity.

“They often have the deeper pockets, the more
muscle and the ability to squeeze margins — as well as
the competition — sometimes out of the game. Top
brands also understand the importance of marketing,
more so in recessionary times.”

Booth says the business-to-consumer survey results
indicated that people were more susceptible to
‘recession regression’ than in the business-to-
business sector, but
that “strong

brands remain
strong and
sometimes even
stronger,

where people
tend to turn
and return to
brands they
know and

love in
tough
times.”

P39: Back to the basics
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Best of the banks

Consumers put ABSA in first place when it comes to their favourite retail bank, with First

National Bank (FNB) in second place and Standard Bank taking third
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Andrew Gillingham

owever, in the business

banking arena it was Standard

Bank that topped the polls

with First National Bank in
second and Nedbank third.

Neil Higgs, director: innovation and
development at TNS Research Surveys,
says that in terms of business banking
Standard Bank has the highest market
penetration and this works in the bank’s
favour. Niche bank Investec also did well
from a user ratings perspective but its
smaller market penetration kept it out of
the top rankings.

The survey showed a shift when it
came to consumer perceptions of their
favoured retail banking brands. While
FNB took first place last year from
ABSA, this year ABSA managed to
regain first place. “A surprise entrant
into the retail bank rankings is Capitec
which managed to take fifth place just
behind Nedbank.Capitec’s user scores
are exceptional but the bank’s smaller
market presence counts against it in the
survey as does its lack of profile amongst
non-users,” Higgs says.

Happy Ntshingila, chief marketing
and communication executive at ABSA
Group, says that the bank has over 1 000
points of presence around the country, a
self-service network of over 8 100 ATMs
and more than 36 000 employees to serve
its customers across the country. “This
infrastructure provides our more than 11
million customers with convenient
access to financial services,” he says.

At the same time, he says that the
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challenge remains to make banking
easier for ABSA’s customers and to
deliver a consistent customer experience
across all the bank’s channels.

“We introduce innovative offerings
that address customers’ needs, including
CashSend, an offering that scooped the
grand prize IFS Award for Outstanding
Innovation as well as the Most Promising
New Product in the 2009 Financial
Innovation Awards and continue our
customer service improvement drive to
meet the challenge,” Ntshingila says.

He says that the marketing strategy
has continued to focus on delivering
value to customers through offering
innovative products and services.

Derek Carstens, brand director at
FNB, said that the word “helpful” sums
up the bank’s brand promise. “We are all
about helping our customers with a
helpful attitude, products and services
and we have stayed with this brand
promise for the past 11 years.

“FNB is doing better in a commercial
sense and we are seeing significant
improvements in our market share.

“This is as a consequence of us
staying with our brand promise,
incrementally improving our message
and consistently working to improve our
ability to help our customers,” Carstens
says. By holding to a consistent brand
promise FNB ensures that customers are
very clear about the bank’s stance.

Further, as a service brand,
delivering on the brand promise rests on
the shoulders of FNB’s staff and brand
promise continuity has helped employees
keep that promise at the forefront of
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their customer interactions. “Our staff
really have internalised the ‘helpful’
culture,” Carsten says.

Jenny Pheiffer, director: brand and
integrated marketing South Africa at
Standard Bank, said that Standard
Bank’s business banking message is
focused on making the right connection
for its clients, connecting them to the
world of banking and the opportunities
that banking can offer through the bank’s
relationship managers and the expertise
they can provide to different businesses
in different sectors.

“Standard Bank has a clear group
strategy and vision. In support of this, we
have a very clear brand strategy and
brand positioning that is able to stretch
from the smallest business to the largest
corporation in South Africa and across
the 33 geographical areas in which we
are active,” Pheiffer says.

She says that the key to success is
bringing the brand promise and
positioning to life so that it is relevant
and engaging to all the bank’s customers.

To achieve this objective, a key focus
area of the business banking team has
been building skills and managing talent,
as well as physically decentralising the
team to get closer to customers, and get a
better feel for their customers’
environments.

“We moved them out of the head
offices and into the regions to get them to
where customers operate. It is only
through allowing them to spend time
with their business customers that they
are able to understand their customers’
business and banking needs,” she says.

Quality is
the answer

Brands such as Unilever’s
Sunlight, Omo, Rama,
Vaseline Mrs. Balls, are
iconic brands that deliver
on the promise made

Andrew Gillingham

ail Klintworth, CEO of Unilever
GSouth Africa, says that Sunlight

offers high quality and good
value, whether in a dishwashing liquid
that cuts grease better than any other
product with only a teaspoonful, or in a
washing powder that offers excellent
cleaning, softness and a wonderful
fragrance. “In each case the consumer
knows she will not be disappointed.

“If we take another example, Mrs.
Balls chutney: South African consumers
know that they are going to get the
original recipe full of the best quality
peaches and other fruit that will turn the
braai or curry into a masterpiece,”
Klintworth says.

The company has been around for
many years during which Unilever has
listened to consumers, provided what
they need, changed as their needs
change, and offered the best quality.

Recession always puts companies
under pressure but she said that cutting
marketing budgets is a last resort.

In the current recession, where price
and promotion have been strong drivers
of keeping consumers in the brand,
Unilever needed to invest differently.

In some cases there may have been
less spend on epic advertising on
television and more investment in some
of the other elements that are right now
more critical in the consumer’s choice.
“This must be managed with enormous
care. It is a slippery slope to only rely on
deep price cuts to drive volume, since
keeping the core brand promise and the
quality of the brand foremost in the
consumers’ minds is what ensures they
will always choose us.”

She adds that in-store presence has
become more important over the years.
“Despite owning the pre-eminent space
in the consumer’s mind, many decisions
are made in store.”

The best marketing in the world will
not persuade savvy consumers to award
poor quality products with iconic status.

She says that quality is a critical part
of the marketing mix.

Unilever has a high-profile quality
programme in the business that
benchmarks its products against
competitors in both blind and branded
studies to ensure that it is most often the
best in quality.

“We have also developed clear
profiles of what quality means to
consumers across the full spectrum of
her experience with the product.
Consumers buy iconic brands because
they trust us and disappointment is not
an option,” she says.
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Together, there’s
only one direction
we're going.

Thanks for voting us number 1 in the Medical Aid and Long Term Insurer categories.

Once again you've reaffirmed your trust in the Discovery brand. In the Sunday Times Top Brands Survey,

you chose Discovery Health as your preferred Medical Aid and you voted Discovery Life as your favourite D °
Long Term Insurer in the Business to Business category. We share both these accolades with you and will I S C Ove ry

continue to put you first in everything we do.

An authorised financial services provider.




