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This paper offers a summary of the key insights 

from the 2021 Nedbank IMC Conference. The 

star-studded event themed ‘Marketing. The 

Movie’ saw a line-up of influential speakers 

offering their thoughts, opinions and 

expertise on the current state of marketing. 

With 1300 delegates from 14 countries, the 

conference incorporated presentations from 

Johannesburg, Cape Town, Nairobi, New York 

and San Francisco. Actor and comedian Tumi 

Morake entrenched the movie theme.
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1. An Opportunity to be Better

We are operating in a fundamentally different landscape from 18 

months ago. Major changes across industries were implemented 

virtually overnight and we’ve spent the last few months getting into a 

new rhythm, a new normal, the next normal. 

But with great change, comes great opportunity! Marcel Marcondes, 
US CMO: AB InBev. and a Forbes World’s Most Influential CMO 
2020, believes that marketers have been gifted an incredible 

opportunity to not just get back to normal, but rather to try and get 

better. We saw many different brands rising to this challenge and 

doing everything possible to aid the efforts of healthcare workers 

and protect consumers. Adapting marketing communications 

and efforts to align with changing consumer needs was vital, with 

Marcel discussing how important it was to genuinely add value to 

consumers and be relevant during this time. Marcel Marcondes
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1. An Opportunity to be Better (continued)

Marcel outlined four key learnings from the past year that 
will continue to impact their long-term strategy:

1.  Focus on humanity: The importance of putting people first cannot be underestimated 
but Marcel truly believes “that this is only going to be more important for all brands 
going forward. It is something consumers now expect of the brands that they 
care about, and it’s the next frontier of being people-centric”. A key component 
to successfully put people first is to convert data into insights and then use those 
insights to create actions that allow you to foster more meaningful connections with 
consumers. “That is going to be the new formula for success”.

2.  Trust your instincts: While data has a time and place, Marcel recommends that 
sometimes you will need to “rely on an instinctual feeling for what matters to 
people” to truly connect with what is happening in their lives. Ultimately, the better you 
understand your consumers, the braver you are and the more risks you’re able to take. 

3.  Take action: “For brands, actions speak louder than ads”. Finding a role for 
your brand in making the world a better place will always be more meaningful to 
consumers than any ad. “Moving from saying to doing was a huge undertaking and 
a massive shift in how we see our roles and how we work”. 

4.  Don’t go back to normal: The pandemic has forced us to re-evaluate how and why 
we do what we do, we need to make sure that we’re grabbing this opportunity to be 
nimble, resourceful, creative, and resilient. 

Key insight: The global pandemic forced us to change, we cannot simply go back to old ways of doing things that didn’t serve us or those that 
we aim to serve. As Marcel says, as marketers “we’ve been educated to convince people to buy what we make…This is the one thing that 
needs to be radically challenged”. The time for change is now! 
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2. Have We Lost Our Way?

We know that marketing is a core business 

function, without it, organisations wouldn’t be 

successful. But then why do we have to fight 

for our voices to be heard? Should we favour 

the logic or the magic? Why do we sometimes 

find that the ultimate decisions on marketing 

campaigns are not being made by the experts 

in the fields? 

Pepe Marais
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2.1. Getting back to our basic instincts

Whether it’s the tight timelines put in place by the client or getting stuck in our 
heads, marketers are sometimes accused of over thinking. Taking what we 
initially thought was a good idea and going back to the drawing board several 
times until it is at best, a mediocre, safe idea. “95% of what we do is not that 
good” says Pepe Marais, Founding Partner and Group Chief Creative Officer: 
Joe Public United. Pepe was commenting on the tension experienced between 
our basic instinct and response to our ideas (the magic) and the pulverising 
of ideas throughout countless hours of overthinking (the logic). “We are in the 
business of the heart and the head, the magic and the logic”, but perhaps we 
have veered too far away from our heart, and we make our focus all about the 
head. 

Offering some logical reasons for a more heart-based approach, Pepe suggests 
that campaigns based on basic instinct will (1) add exponential value to media 
spend, (2) occupy more of your consumer’s brain, (3) outperform wallpaper by 
4 to 1, (4) earn you a seat at the C-suite table and (5) allow you to have so much 
more fun! Pepe recommends that you take a small percentage of your budget, 
just 5%, call it the basic instinct budget – trust your agency, give them the power 
and let’s make some magic! 

2. Have We Lost Our Way? (continued)
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2.2. Taking back control of the marketing function

Now more than ever, the marketing department is under intense scrutiny and with 
this comes the pressure to please internal stakeholders. This level of scrutiny can 
sometimes result in the work that we create feeling uninspired, and we know that it’s 
because “we gave up control. What we set out to do versus what we find ourselves 
doing end up not being the same”. So, what do we do asks Tebogo Motsepe, Head: 
Brand and Client Insights: Nedbank CIB? How do we get back to creating work that 
inspires us and take back control of our key business function? Tebogo understands 
that idealism is killed by pragmatism and if we, as marketers, don’t take back control 
we will lose our spark. Here’s how he recommends we do it:

1.  Intercept the interference: We need to link the creative output to the brand strategy; 
showing how our idea will help the organisation achieve its objectives. 

2.  Assemble your ambassadors: We need to put more effort into our internal marketing to 
galvanise our teams and make them advocates for the brand. 

3.  Empiricism beats emotion: We need to embrace data and bring our internal 
stakeholders onboard as enablers instead of viewing them as barriers to our success. 

4.  Know more, be more: Developing an intimate understanding of business operations 
allows us to better align with the roles of internal stakeholders and clearly articulate how 
our ideas align with the organisation. 

Tebogo recommends just picking one to start with, but most importantly just starting. There is 
no time like the present!

2. Have We Lost Our Way? (continued)

Tebogo Motsepe
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2.3. Combining the logic and the magic

A panel discussion between Mike Brown, Chief Executive: Nedbank Group Limited 
and Nedbank Limited, and Khensani Nobanda, Group Executive Marketing and 
Corporate Affairs: Nedbank, questioned the role of marketing and the ability of 
measuring the efficacy of the function. Mike suggested that the primary role of the 
marketing department is to build the brand, saying that “we want our marketing efforts 
to sustainably build the value of our brand over time”. 

While Khensani agreed that marketers need to focus on building the brand, the link 
between brand building and revenue growth, or clear business objectives, was also 
identified as a prominent goal. Khensani further spoke about the importance of building 
a team of functional experts that have great respect for each other functionally. But to 
earn that respect as a marketer, it’s important to show the value of the function, clearly 
linking each campaign to a business objective. “When I talk about marketing, I don’t only 
talk about awards and the lovely creative piece…I have to bring it back to the growth 
of the organisation”. There is a strong alignment with the ideas of Tebogo Motsepe 
indicating that we are in the business of both the logic and magic and it’s evident that 
the combination of these components assists with enhancing the value of our efforts. 

How to ensure your CEO doesn’t see marketing as an Indecent Proposal. A session 
between Mike Brown and Khensani Nobanda. The discussion was facilitated by  
Loeries CEO Preetesh Sewraj.

2. Have We Lost Our Way? (continued)

Mike Brown, Khensani Nobanda and Preetesh Sewraj
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2.4. Finding our creative roots

Susan Credle, Global Chief Creative Officer: FCB, has a 

theory that about 20 years ago we stopped working for the work 

and we started working for awards. This is probably because 

it’s easier, we can often treat these as side projects. But in an 

industry with a creative lifeblood, “we’ve got to get back to 
applying incredible creativity to the work that matters and 
that’s scary because it’s much easier to do average and have 
it check all the boxes… But we’ve got to have more marketers 
that want to go for it and not hide”. 

2. Have We Lost Our Way? (continued)

Susan Credle
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2. Have We Lost Our Way? (continued)

Susan introduced us to the FCB Toolbox which outlines their way of thinking and doing to ensure that 
they can create more brilliant and creative ideas more often.

1.  Brand Bedrock™: This helps the agency to clearly understand and best serve the client’s brand purpose. 
All activities need to be aligned with this clear purpose. 

2.  Definitive Design™: This is a tool designed by FCB that does an analysis of a brand’s distinctive design 
assets. This looks at all components of a brand that are sticky – whether visually or sonically and being 
able to identify which of those elements are powerful (and which may not be) helps to highlight new 
opportunities. 

3.  The Right Bit™: In a world often flooded with data, this component speaks to the importance of identifying 
the most important data to consider and crafting the key business problem using this information. 

4.  People and Patterns™: By looking at patterns and trends related to the brand, the business, the category 
and in the world, they seek to push the customer journey to be more interesting. 

5.  The 456 ideasystem™: This looks at a 6-point common language tool for judging creativity, that allows the 
team to focus their efforts on creative ideas that are provocative (rated as a 4), that will create behaviours (rated 
as a 5) and serve as platform ideas (rated as a 6) that are never finished and constantly evolving ideas. 

So how do you get lucky more often with great, creative ideas? It’s simple. Combine a shared 
ambition with clear communication and great client relationships and you’ve got yourself a winning 
formula. “Our best ideas build brand value over time and activate business short-term. Always be a 
work in progress, always realise there’s more to do and if you don’t find that exhilarating, you might 
want to choose another business”.

Key insight: At some point in the day-to-day grind, marketers have seemingly lost their way. We’re not feeling inspired, we’re losing control to other stakeholders, placing 
too much importance on the logic and not allowing the magic to shine through. We need to allow for a heart-based approach and learn to extract value from our internal 
stakeholders. By knowing the requirements of your stakeholders and speaking their language you’re able to demonstrate how your campaign can achieve their objectives. 
But more importantly when you wake up every morning, think about Susan’s question: “Do you want to be consistently average or significantly brilliant?” 
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3. First and Foremost, We are Human

Before we are marketers, creatives, or brand managers, we are all 

human. The pandemic intensified the need for authentic human 

connection, and now more than ever, we owe that authenticity 

to ourselves, our brands, and our consumers. Many presenters 

spoke about the importance of being human in all that we do - 

Marcel Marcondes offered countless examples of how teams 

were working to ensure a human-centred approach to marketing 

efforts. Nontokozo Madonsela, Group Chief Marketing Officer: 
Momentum Metropolitan Holdings, emphasised the importance 

of being vulnerable as a leader, with the knowledge that 

“whatever your level of leadership is, you’ve got to show that 
you’re human”. Here are four tips to think about when developing 

your human-centred approach:
Nontokozo Madonsela
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3.1. Tip 1: Authenticity is key
Authentic: [Aw·then·tuhk] meaning of undisputed origin and not a copy; genuine.

Move over Millennials. Welcome Generation Z, the upcoming generation of diverse digital 
natives not afraid to cancel your brand at the mere hint of inauthenticity. Victoria Arthur, 
student at the Red & Yellow Creative School of Business, identified three key factors 
that the youth hold close to their hearts when it comes to selecting brands: authenticity, 
sustainability, and engagement. This market supports brands that share their story, live their 
brand values, “take a stand and get involved” and are consistent in their messaging and 
actions – not just jumping on a cause when it’s convenient for them. “We can see when 
a brand is being inauthentic” and greenwashing or treating this market in a transactional 
manner instead of building a community will quickly see this market heading for the door. 

Just as consumers are looking for authenticity, brands are seeking authentic partners to 
further their marketing efforts. Digital influencers have changed the game here. We know that 
consumers trust third-party recommendations more than they trust traditional advertising 
so using influencers has allowed brands the opportunity to further develop meaningful 
connections with their consumers. Terryanne Chebet, CEO: Keyara Botanicals and 
Founder: Africa’s Leading Ladies, spoke about developing her own personal brand as an 
influencer and how vital it was to authentically position herself in the online space. Agencies 
are looking to work with people who are authentic and it’s important to show authenticity in 
the things that you do. Several brands that have partnered with Terryanne in her role as an 
influencer have done so based on the authenticity of the content being created about her life. 

3. First and Foremost, We are Human (continued)

Terryanne Chebet
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3.2. Tip 2: Keep the flame of love alive

“Africa is a place of contrasts, of abundant beauty yet also one 
which is daunting to many a marketer…If you are to succeed in 
marketing in Africa, you must appreciate all that Africa has to 
give. To play by different rules than you are used to”. The self-
professed love doctor, Sydney Mbhele, Chief Executive Brand: 
Sanlam & MASA Chairman, took us on a romance journey, 
believing that achieving brand success in Africa, takes romance. 
True romance! As marketers, too many of us forget the basic 
principles of developing a relationship when ultimately this is 
exactly what we are trying to do with our consumers. This is  
where the marketing romance comes in.

3. First and Foremost, We are Human (continued)

Sydney Mbhele
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Sydney offered six steps to guide you through the romance journey:

•  Step 1: The chase (or awareness to us marketing folk). You’ve got to give yourself a chance to get noticed 
and tell your brand story in an uncompromising manner. Innovation in where and how you communicate 
can make all the difference in catching attention or not. It’s important to know that “putting on a big show or 
arriving with arrogance will quickly result in you being shown the door”. 

•  Step 2: The first date (aka the consideration stage). This stage is all about making ourselves easy to like  
and brand purpose is most important! What we are saying and how we say it needs to be both impactful 
and relevant. 

•  Moving onto step 3: The second date (the trial phase). By this stage, brands need to be connecting at a 
deeper level, we’ve moved beyond the superficial and you need to be both memorable and meaningful. 
Ensuring a consistent, unique, and engaging approach will keep the flames of this relationship alive. 

•  Step 4: The first kiss (marketers will know this as conversion). This is the moment of truth which can 
either be reassuring or disappointing. “Africa isn’t stupid, they’ll see through a disguise or a poor brand 
experience that doesn’t live up to its promise…don’t promise what you can’t deliver”. 

•  Step 5: Keeping the fires burning (holding on to that retention). This stage it all about staying interested and 
interesting. Consumers are looking for understanding, simplicity and an element of surprise. “Consciously 
stay relevant, it makes us trustworthy – two killer combinations for long-term romance”.

•  Finally, step 6: Obsess with romanticizing (data asymmetry and measurement). This step is all about getting 
consumers to fall in love with your brand and your business over and over again. Using data to constantly 
further your understanding of your consumer and serve them better is key to a long-term relationship.

3. First and Foremost, We are Human (continued)
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3.3. Tip 3: Find the funny

The past few months have been very difficult and I’m fairly certain it got to 
a point where we all collectively lost our sense of humour. That was until ‘My 
Kreepy Teacher’ came around and it was the spoof that we never knew we 
needed. Mike Sharman, Founder: Retroviral, discussed what it was like to 
develop a spoof that went from concept to viral in just 96 hours achieving a 
combined press and social media reach of two billion people. 

To make something go viral, Mike suggests that there’s a scientific formula 
combining just two ingredients. First, you must have remarkable content 
and second, you need to cede it to the right audience – and this is entirely 
dependent on the content. Sounds easy enough, right? These components 
together can generate results beyond vanity metrics and rather impact the 
business and bottom line. “As a brand it is always a precarious position to 
be in, because you don’t know where the line needs to be drawn between 
tone deafness and acceptance of your message”. If you’re going to create 
a spoof, it’s very important that you don’t make the subject of the spoof the 
butt of the joke. “You shouldn’t be laughing at them, it’s very important to be 
laughing with them”. Ultimately, we want to be able to maximise the opportunity 
to generate communication and results that are going to benefit the brand.

3. First and Foremost, We are Human (continued)

Mike Sharman
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3.4. Tip 4: Failing to plan is planning to fail

The ability for new-age digital platforms to rapidly disseminate information can 
be both a marketer’s best friend and their mortal enemy. “With the mere click 
of a button on a smartphone, decade-old brands have seen their reputations 
decimated” says Victor Dlamini, Co-Founder: 48H. This means that in today’s 
digital world, every business should be crisis ready with a plan in place because 
if a crisis isn’t managed within the first 48 hours, you’ve lost control of the 
narrative. In the wake of a crisis, the first few decisions that you make will always 
be the most critical and you need to “maintain perspective and work with facts, 
before feelings” says Mike Stopforth, Co-Founder: 48H. This reinforces the 
need to respond to a crisis with a sincere apology, not an emotional, defensive 
response. Victor suggests that we need to “remain human and empathise” as 
sincerity is vitally important in resolving a crisis. Victor offered some guidance for 
brands to improve their readiness for an online crisis: 

1.  Don’t entrust your entire online presence to agencies. Your core team needs to understand 
what is going on in the most dynamic media spaces. 

2.  Don’t underestimate the complexity of a crisis. Once a crisis turns into a trending topic, a 
focused team needs to be assembled, comprising a spokesperson and subject experts, 
to ensure the swift resolution of the crisis. 

3. First and Foremost, We are Human (continued)

Key insight: The role of a marketer is a complex one. Whether we’re trying to find the right message to communicate to our consumers, establish partnerships with 
influencers or navigate a potentially reputation-damaging crisis, one thing remains a constant. We are humans, communicating with humans. We love, we laugh, and we 
are authentic in all that we do. We need to ensure that as a brand, we are authentic in our words and that we consistently reinforce that authenticity through our actions. 

Mike Stopforth
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4. Change is The Only Constant

As marketers, we have always operated in a constantly 

changing industry, one that requires you to stay on top 

of dynamic consumer preferences and behaviours, the 

emergence of new platforms and the content best suited 

to them and changes to legislation. In this industry, really 

the only thing that we can ever be assured of is change. 

And lots of it. We’ve made it a little easier to keep track of 

these often-shifting goalposts by telling you everything 

you to know about POPIA, trends in the online space and 

creating great content.

Victor Dlamini
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4.1. Changing legislation

Not another POPIA email!

The 1st of July 2021. Everything changed. Every time we opened our inboxes, there was a 
flood of emails from brands that we’ve never heard of asking if we’re happy for them to 
continue using our data. Elizabeth de Stadler, Founding Director of Novation Consulting, 
gave us the lowdown on what exactly the Protection of Personal Information Act means for 
marketers. “POPIA is about balance”, balancing privacy with business interests. So, let’s 
look at consent, reconsent, the role of third-party cookies and buying leads.

First up, consent. You do not need consent before you process personal information. That 
being said, POPIA suggests that if you’re using unsolicited, electronic marketing and you 
don’t know the individual and have never communicated with them before, then you will 
need consent. If you do need consent, it must be active & explicit – not just another line 
that’s popped into the t’s and c’s. Elizabeth suggests that “you don’t need to reconsent 
certain databases”. If you’re unsure about whether to reconsent your database or not, think 
about these before sending that email: If (a) you don’t know where the personal information 
came from, (b) you’ve never contacted these individuals before, (c) the information is old, 
(d) the original consent was vague, (e) if you have no records of what the individual signed 
up for – then you should consider reconsenting. As a rule of thumb for reconsent – ask 
yourself is this person going to be surprised to hear from me?

4. Change is The Only Constant (continued)

Elizabeth de Stadler
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4. Change is The Only Constant (continued)

Then onto third party cookies, buying leads and personalisation. Third party 
cookies can still be used if you give individuals the opportunity to reject 
the use of them. You can still buy leads – BUT you cannot do it in secret! 
POPIA frowns upon secretive processing so the process needs to be done 
in a transparent and responsible manner – we need to understand where 
our data comes from. As marketers, we need to think of this juxtaposition 
between personalisation and privacy concerns as an opportunity. Some 
simple guidance, “don’t be a creep about it”. Intrusive online surveillance is 
more often than not a bit creepy for consumers, and Elizabeth suggests 
that ethical marketing is the way forward. So how do we do this?

1. We need to be fair: balancing our interests with the interests of those we’re talking to 

2. We need to be honest: telling individuals the truth about data collection practices

3. We need to be trustworthy: not seeking to mislead

4.  We need to be loyal: we don’t sell out our database and infringe on their privacy just to 
further ourselves

5.  We need to be careful: ensuring that we are deliberate and understand the implications of 
our data collection practices.
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4.2. Changing online behaviour

“History has taught us that crisis always is followed by great change” says Nunu Ntshingila, 
Regional Director: Facebook Africa. “The last couple of years have seen a number of shifts 
in human behaviour that we believe will define how people and brands come together 
in the next decade”. Nunu discussed key trends that have been accelerated by the global 
pandemic including communities, discovery commerce and creators. 

•  Community: The pandemic drove many people to seek authentic human connection and create 
meaningful communities online. Today, more than 1.8 billion people belong to an online community, and 
we are likely to see these communities continue growing. 

•  Discovery commerce: In 2020, e-commerce accounted for 19% of global trade, up from 16% the 
year before. Looking closer to home, 55% of South African consumers say that they will continue to 
shop online even after the pandemic. In the past, e-commerce has typically followed the pattern of a 
consumer wanting something, searching for it, and then purchasing it. But machine learning tools have 
changed this, and discovery commerce is now able to personalise shopping experiences on platforms 
like Facebook and Instagram. Discovery commerce flips the typical e-commerce experience where 
people find products and now, we have the opportunity for products and brands to find people. 

•  Creators and their content: The creator economy is predicted to continue to grow, and Facebook is 
building tools to facilitate this growth through creator shops, an affiliate marketplace and a branded 
content marketplace. These creators include influencers, public figures, and journalists. “In the future  
we will see a world that is driven by content creators”. Watch this space!

4. Change is The Only Constant (continued)

Tumi Morake and Nunu Ntshingila
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4.3. Changing with the times

“Change is the only constant and the internet is 

replacing TV like TV replaced radio”. We know that 2020 

accelerated many of these changes and in moving our 

messaging and content online, we need to make sure 

that we aren’t stuck in the past – thinking about what 

used to work and just trying to plug and play in the face 

of this paradigm shift. Jon Youshaei, Product Marketing 

Manager: Instagram, offered three key insights into how 

we can create stories that sell. 

4. Change is The Only Constant (continued)

Jon Youshaei
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1.  One of the best ways to grab attention is with a headline. Don’t think about 
your headline as an afterthought because you need to grab attention to 
get your content noticed. Jon recommends remembering to E-A-T, which 
combines three different components that will be sure to catch attention:

• E: End result that your customer ultimately wants

• A: Address any objections that they may have 

• T:  Time period that they will be able to get it in Combining these elements 
in your headline is sure to get your content noticed. 

Below are some different ways of combining these three components. You can combine 
these components in differing orders with the same end result – a headline that’ll grab 
attention and boost the visibility of your content. 

4. Change is The Only Constant (continued)

E A T
End result your customer wants

“I want to speak 
French”

Address their objections

“I can’t afford a 
teacher”

“How to learn French in one month without a tutor” (E+T+A)
“10 ways to learn French for free” (E+A)

“No tutor? No problem. Here’s how to learn French for free in one month” (A+E+T)

HEADLINES

Time period they’ll get it in

“In one month”
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2. When thinking about what your content should be focusing on, Jon 
recommends finding the sweet spot between culture and industry. 
This is where you’re able to bring your industry knowledge through to 
commenting on popular culture. By doing this with your content creation 
you’re able to capture more of people’s mindshare who may not be 
interested in only industry-related content. 

3. Focusing on the apple, not the orchard. “Starting with the apple as 
opposed to talking about all the nuances of the orchard is the way 
to go”. This speaks to the importance of starting with a story and taking 
advantage of the fact that much consumer decision-making starts with 
the right brain responsible for emotion and imagination. There is a time 
and a place for the left brain, logic and reason, but grabbing attention 
with a story is vitally important. 

4. Change is The Only Constant (continued)

Key insight: As marketers we have a responsibility towards our consumers, we need to make sure that we are balancing their privacy concerns with business interests. 
Breaking through the clutter and getting your content noticed is incredibly important in the fast-paced, digital world that we’re living in. Be deliberate with your use of new tools 
that offer you an opportunity to better cater to your consumer’s needs. In the words of Jon Youshaei, “if change is the only constant, how will you change with the times?”

Jon Youshaei
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As much as the past several months has changed our 

external environments, for many it has also been a time 

of great introspection. We have had time to reflect on 

the type of leaders that we want to be and how we want 

to interact with our teams. We’ve thought about what’s 

going right in our teams and maybe some areas for 

improvement. Finding your true purpose and being your 

authentic self was discussed by several speakers. 

5. Being The Best Version of Ourselves
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5.1. Leading from the front

“To lead with purpose, it is important that one is very clear about what their purpose 
is” says Nontokozo Madonsela, Group Chief Marketing Officer: Momentum Metropolitan 
Holdings. Employees who feel truly inspired by the purpose of their employer are significantly 
more productive. But the day-to-day manifestation of the ‘employer’ is the employee’s line 
manager, which is why it’s important to identify small shifts that can be made to ensure that 
leaders can lead with purpose and truly inspire those around them. 

•  Shift 1: Shifting from being transactional in our relationships to establishing truly deep and 
meaningful engagements. Asking employees how they are really doing and asking with 
an intention to listen cannot be underestimated when it comes to creating bonds with 
employees that transcend the day-to-day grind. 

•  Shift 2: Shifting from being egotistical to being vulnerable in your leadership ensures that 
the team knows and understands their leader below a superficial level. 

•  Shift 3: Shifting your mindset from being the boss to seeing yourself as a servant leader. 
Practically this means treating your team with respect, being willing to get stuck in and 
moving away from power hogging to embracing collective power. 

Leading with purpose and seeking to truly inspire those in your team will result in a more 
cohesive, aligned, and happier team, which ultimately makes for a more productive team. 

5. Being The Best Version of Ourselves (continued)

Andrea Quaye hosting the live  
Q&A with Marcel Marcondes
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Brent Lindeque, Chief Creative Writer: GoodThingsGuy.com, 
spoke about the pursuit of happiness and showed that leading with 
happiness and kindness can impact your personal and business 
relationships in the best possible way. The mainstream media 
platforms may often change the narratives of stories to boost their 
number of readers, but Brent suggests that one single story viewed 
from a different angle, one that seeks to find happiness in everything, 
can result in a very different narrative. “When we lead with happiness 
we create positive change, whether that’s in our business, 
whether that’s in marketing, whether that’s in our lives”. Despite 
the tumultuous past few months we have experienced in South 
Africa and beyond, Brent encourages us to continue to find the good 
things that are happening around us. The many different examples 
of businesses trying to help one another in the aftermath of the 
pandemic and individuals doing whatever they can to help their fellow 
South Africans, these are the stories that we should be focusing on. 

5. Being The Best Version of Ourselves (continued)
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5.2. Honesty is always the best policy

We walk on eggshells in boardrooms, trying to not rock the boat, we know that 
“there is a lot of fear here and fear is not able to create a place for good work 
to thrive”. Sylvester Chauke, Chief Architect: DNA Brand Architects, discussed 
tensions that exist that have resulted in the industry losing its honesty. This creates 
serious barriers and further paves the way for dishonesty because “we are afraid 
to say the things that are necessary”. Now it’s one thing to say that we should 
all be honest and it’s another thing to create a space in which honesty is able 
to flourish. We need to tackle transformation in the industry because building a 
diverse team creates the space for us to be honest. We know that “ideas thrive in 
places, in spaces where truth, honesty and freedom prevail”.

“Too many people leave their true selves in the car because the places that 
they work in don’t nurture or allow people to be. Any place that demands that 
you shrink will suffocate your spirit and leave you gasping for air. Stop designing 
beautiful, toxic spaces”. 

5. Being The Best Version of Ourselves (continued)

Key insight: Being the best version of ourselves means helping others be the best version of themselves. Surrounding ourselves with a team that is so strong and capable 
that nobody knows who the leader is. Allowing your team members to shine in the spotlight and remember to celebrate their achievements, while breaking down barriers 
and transcending the traditional elevator small talk will help to develop a strong, purpose-driven, inspired, and productive team. Being honest in our work relationships with 
clients, employees, suppliers, and agencies is vitally important to develop effective solutions. As Sylvester said: “As a collective, we need to shake things up and build with 
honesty because the danger is to one day look up and realise that we have safety netted ourselves into lives or jobs that feel like cages”.

Sylvester Chauke
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The critical importance of diversity of opinion and fundamental transformation was 
echoed by several speakers. As Susan Credle suggested “diversity and storytelling  
go hand in hand” while Sylvester Chauke advocated for diversity in the industry to 
further develop honest workspaces. 

“A lot of challenges have honestly come from a lack of diversity in the industry”. 
Monalisa Zwambila, CEO and Founder: Riverbed, suggests that the racial divide 
continues to be volatile; gender disparity remains a barrier in many industries around 
the world and the LGBTQIA+ community continue to face discrimination making the 
conversation surrounding these issues dynamic and complex. While progress has 
been made, with Monalisa highlighting increasing diversity in leadership and change in 
ownership, the reality remains one that still needs to undergo extensive change: 

-  We do not have enough women-owned agencies, even though 60% of South African women are  
the primary purchaser in their household. 

-  We do not have enough black-owned agencies, even though more than 90% of South African 
consumers are black. 

-  Agency revenue was approximately R7 billion in 2020, with 68% being dominated by multinational, 
network agencies and 32% held by independent agencies. 

-  Black-owned, independent agencies account for 5% market share amongst agencies in South Africa. 

6. The Future of The Industry 

Monalisa Zwambila



The Nedbank IMC Conference 2021
Marketing. The Movie. © 30

Given that existing definitions of transformation seek 

to reinforce the status quo, Monalisa suggests that it’s 

“clear that we have to move from a transformation 

conversation to one of change”. Diversity is the key 

to growth, with overwhelming evidence creating “a 

compelling business proposition for brands, for 

businesses and for agencies”. 

6. The Future of The Industry (continued)

Key insight: As an industry, we are slowly taking strides towards the transformation of the industry, but what has been done is not enough. Change in the industry 
is critical and diversity in opinions, teams and leadership will bear positive results for creative ideas and problem-solving to meet the needs of our diverse 
consumers. We need change that aids equality in all spheres of the industry, change that encourages and creates space for diversity of opinion, representation 
and empowers the leaders of tomorrow.
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