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State of the Nation
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A bit of Popcorn, Peters,
sangomas and soothsayers,
on the future. . .
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The internet will continue to
dramatically change the world.
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Cocooning

Need for security and safety in today’ s chaotic world,
and are returning to the comforts of home.
This migration back to the home is playing out in many areas,
Perhaps most notably in its impact on activity like family dinner.
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|dentity Terrorism

Theinternet is used as atool
to malign a reputation,
Either of an individual or a corporation.

®

brand leadership




Profiling Par anoia

As our personal choices become part of the digital ether
(iPod playlists, TiVo configurations, Amazon choices)

we will become increasingly worried about how this data can be used.

The upside:
EGOnomical technology could match us to exciting content,
Information, even people.
The downside:
A new digital Gestapo could dictate all the content you see
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Redefining Domestic Dad

Generation X dads are redefining their place in the family.
More than ever, dads are giving up job advancement to spend more time
with their children, and taking an active role in the home.
Not just mom-replacements, fathers in the home are pioneers -
less bound by societal expectations than women,
they are often more inventive in their approach
to cooking and child-raising.
Expect to seetherise of a"Marthafor Men"
as these fathers break new ground and gain prominence in the media
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Return on | nvestment

An increasing demand for ROI assessments,
the metric of Engagement will become the ®oly Grall©
for marketers and advertisers alike.

Marketers must relate their spending to brand value
and brands must be linked to financial reports,
says Roger Sinclair.
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Convenience and Customisation

More and more marketers will rely upon online sites
and high-tech capabilities
to accommodate these values and differentiate themselves
from the competition.
Watch out for more tailored products and electronic kiosks
at places beyond the usual airport and bank locations.
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Online activity

Attempts to meet or exceed customer expectations,
will fuse and will be most observed in online activities and blogs.
Watch for the increased devel opment of both,
above and beyond the usual propaganda and
electronic cash-register use,
as both attempt to create actual Communities of One.
The blurring of reality and imagination is part of the
explanation for the reality show fad of recent years,
so watch for entertainment and information
becoming one and the same.

Watch for more and more web-based applications
via computer desktops, handhelds, and mobile phones.

®

brand leadership




| nter net’s Democr atization
expands
Traditional media.

|pods, Blogs, podcasts, €tc.
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Outsourcing
And
Alllances
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ALLIANCE MANIACS.
Don't assume that “the best resides within.”
WORK WITH A SHIFTING ARRAY OF
STATE-OF-THE-ART PARTNERS FROM
ONE END OF THE “SUPPLY CHAIN” TO
THE OTHER. Including vendors and
consultantsand ... especialy ...
PIONEERING CUSTOMERS ... who will
“pull usinto the future,”
Tom Peters




Brand Democr atisation

More marketers yield to "brand democratisation” -
finding ways to involve the consumer in marketing efforts.
While thisistheoretically agood idea,

It will be those who move in unexpected directions
that are likely to be the ultimate winners.
Copycats will smply attract shrinking audiences




Mobile
Commerce.
Voaip.
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Permission Marketing

Although satellite television viewers may be excited about the
coming of the Personal Video Recorder (PVR), VirginiaHollis
Iswary about the effect this could have on the marketing
Industry. It brings areal set of problems
-- the opportunity to seriously skip ads!
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Our world Is currently dominated by
Africa and Europe
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Australasia

85.775 arrivals ‘

38,311 arrivals
0.6% of total

1,3% of total

AFRICA

&
(443,218 mainta . oter |
(4,435,218 mainland)

3.64% of total |

69.3% of total
(69% mainland)

Source: SA Tourism - Table A December 2002




PROBLEMS & OPPORTUNITIES
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The World' s Most Vauable Brands

2005
1 COCA-COLA 67,525
2 MICROSOFT 59,941
3 IBM 53,376
4 GE 46,996
5 INTEL 35,588
6 NOKIA 26,452

QuickTime™ and a 7 DISNEY
TIFF (Uncompressed) decompressor u.s.
are needed to see this picture.

8 McDONALD'S 26,014
9 TOYOTA 24,837
10 MARLBORO 21,189
11 MERCEDES-BENZ 20,006
12 CITI 19,967
13 HEWLETT-PACKARD 18,866
14 AMERICAN EXPRESS 18,559
15 GILLETTE 17,534

2004

67,394
61,372
53,791
44,111
33,499

24,041
26,441

25,001
22,673
22,128

21,331
19,971
20,978
17,683

16,723

American brands occupy 8 of the top 10 ranks.
Finland's Nokia is in 7th place and Japan's Toyota has a 9th ranking.
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Key Challenges

Continental Branding Effect
Zenophobia and Uninformed attitudes toward Africa.
Confidence.

Corruption (44)

Co-ordinated and Consolidated Branding
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Continental Branding Effect

Where the attributes of the least progressive or unstable country
In the continent are ascribed to every country in the continent.

- Simon Anholt, PlaceBrands UK
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Andholt GMI Nation Branding Index

Exports Governance

|nvestment &

Tourism S
Immigration

People Culture &
Heritage
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Andholt GMI Nation Branding Index, 2005
South Africa

QuickTime™ and a
TIFF (LZW) decompressor
re needed to see this picture.
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Andholt GMI Nation Branding Index
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The Enemy?
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Alive with Possibility. Breaking New Ground. Proudly SA.
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UTH, 29° 24’ EAST

NESS meets

SOUTH AFRICA

It's #=possible

Jobno. 1

TRAVEL TIPS

THE RAINBOW
NATION.

South Africa is
the place to
discover real,
authentic Africa
with the safari,

< savannah and
wild, open places
you dream of.

269481’ SOUTH, 28° 03' EAST
URBAN meets
LEGEND

SOUTH AFRICA

It's #=possible

' SOUTH AFRI"'_

=L

Hiking « Fishing + Horse Riding + Adventure Sports

Exploring the Drakensberg

Brand, the Beloved Country!
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The Opportunity

850m

280m (Urbanized)
54 Countries
1,000 languages.
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A person’s gut feeling about a product, service, or company.
It’s not what you say it is. It'swhat THEY say itis.
- Marty Neumeier -The Brand Gap

A brand issimply acollection of perceptions
In the mind of the consumer.
- Paul Feldwick
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Fundamentals Of Building A Brand

It must resonate with and be credible
with our customers.

It must offer a differentiated
comparative advantage.

It must be a common platform to
deliver our brand internally and
externally.

It must able to evolve over time as
the brand delivers on its promise and
customers’ needs change

Credibili

R

Resonate

With
Customers
And Staff

Differentiate
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Hallmark of Great Brands

Consistency on delivering on their promise.
Superior products and processes.
Distinctive positioning and customer experience.
Internal alignment and external commitment to the bre

®

S
brepd leadership

Abllity to stay relevant.




Marketers’ Job

. A deep understanding of markets;

Market segmentation, understanding the needs of
customers in these segments, developing appropriate
offers for them, positioning and branding;

Integrated strategies, which includes routes to market,
communication and integrating all aspects of the
organizations’ asset base such as sales, logistics, etc.

. Managing customers profitably.

Prof. Malcolm McDonald
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Why Brand?
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Most news Is bad news.

Build investor and consumer
confidence.
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90,
80;
701
60;
501
40
30;
201
104

Trusted brands receive the
\WWord of Mouth benefit

Percent agreeing with the staterment
“When | trust a brand, | recommend it to others”

US UK France Germany lItaly Spain

Source: The Henley Centre
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% agreeing ‘If | trust abrand | will ..’

Look toit first for something | want

Believe it will inform me about services
that | like

Giveit’s new products/services a chance

87

72

72

50

100
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Brands of countries
more often than not tend to become the dominant
vector of national image,”

- Simon Anholt, PlaceBrands UK
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South Africa s Overall Favourite Brand

2005

Coca-Cola - 13.9
SAB l 3
Vodacom I 2.4
Koo I2.2
Castle Lager I 2.2
Toyotal 2.1
Nike I2
Nokia I 1.7
Telkom I 1.7

Pick @ Payl 1.4

Source: Markinor Sunday Times Top Brands Survey 2005
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South Africa s Overal Favourite Brand - 2005

Metro

Coca-Cola _ 16.1
SAB Ltd . 4.5
Koo . 3.3
Toyota . 3

Vodacom l 2.8
Nike I 2.7
Castle Lager I 2.3
Pick @ Pay I 2.2
Kellogg® I2.2

Nokia I 1.8

Non-metro

Coca-Cola - 12.4

Vodacom I 2.1

Castle Lager I 2.1
Nokia I 1.7
Telkom I 1.7
Toyotal 1.5

Koo I1.5

Nike I 1.5

Eskom I 1.5

Sasko I 1.2

Source: Markinor Sunday Times Top Brands Survey 2005
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South Africa’ s Coolest Brand

2004 2005
Coca-Cola - 8.9 Nike _ 16.8

o

Adidas - 7.4 Adidas - 10.5 -—

o

)]

L

Diesel . 4.9 Nokia - 7.2 0)

©

. ®

Soviet . 3.9 Reebok - 5.6 ()]

©

Nokia . 3.4 Vodacom . 4.8 (-

®

—

Billabong . 3.2 Koo . 3.8 O
Reebok . 3.1 Billabong 3.7
LG I 1.9 All Star . 3.7

Source: Markinor Sunday Times Top Brands Survey 2005



Most Favourite Brand
Tweens 8 - 14 years

Best Brand Ever

COCA-COLA

SONY PLAYSTATION

NIKE

CARTOON NETWORK

BILLABONG

NOKIA

KELLOGG&

VODACOM

BMW

SIMBA

0 100 200 300 400 500 600

Sunday Times NextGeneration 2005
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PWC Most Global Index Top 25

Energy Africa

Seinhoff International 14
Sappi 15
Metro Cash & Carry 16
I1lovo Sugar 17.
Alexander Forbes 18.

Barloworld 19.
| nvestec 20.
Nampak 21.
Avis SA 22.
Impala Platinum 23.
Northam Platinum 24.

. Assore

. Anglovaal Mining

. Naspers

Sasol

Murray & Roberts
Venfin

Sandard Bank Group
Anglovaal Industries
Shoprite Holdings
Unitrans

AECI

Harmony Gold
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PWC Most Respected Companies 2004

ROOONO O AWNE

Anglo plc

Pick n Pay

SAB Limited
Sandard Bank Group
De Beers

SAB Miller plc
ABSA Bank Limited
Telkom

Daimler Chrysler
Barloworld
Investect Group Ltd
Vodacom

Toyota

Bidvest Group
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United Nations Top 50 Developing Countries Multi-Nationals

arLdE

Sappi Limited
SAB Miller plc
Barloworld

Naspers
Johnnic Holdings
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SOUTH AFRICA

|
Rank Brand Company Sector Value | Value

South Africa’s .| i

i Standard Bank Standard Bank | Financial services | 10165 | 1765
Most

| MTN TN Telecommunications | 8895 @ 1540

Vodacom | Telecommunications | 6501 | 1125
Valuable
Brands

Absa Financial services 852
First National Bank | FirstRand | Financial services 504
Telkom Telkom Telecommunications 468

' Castle Lager SABMiller | Alcoholic beverages 446

' De Beers De Beers SA | Mining

' Oid Mutual Old Mutual | Financial services

' Pick 'n Pay Pick 'n Pay Retail

brand leadership
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Brands is the common denominator
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The Vaue of Brands
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If this business were split up,
| would give you the land the bricks and mortar,
And | would take the brands and trademarks,

And | would fare better than you.

- John Stuart, Chairman of Quaker (ca. 1900)
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The World’s Most Valuable Country Brand?

More than IBM ($53,8 bn.) Microsoft ($61,4 bn.) Less

than Coca-Cola ($67,4 bn.) *

®

SA’'s External Brand equity is valued at
R379,5 bn. ($63.6 bn. re)

brand leadership

* BusinessWeek: August 9 — 16, 2004



Breakdown of business value by key assets

O Tangible assets

m Other intangible
assets

m Brand

Source: Interbrand/Citibank League Table, 2002
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Strong Brands. . .

Create Barriers to Entry for Competitors
Can Launch Successful Extensions
Find it Easier to Enter New Markets

Can Attract and Retain Talent
Have Lower Price Elasticity
Command a Premium
Have More Loyalty

®

brand leadership




diysispes| puelq




The essence of the brand
pPromises
Something that you care about,
Something that matters,
Something that you'll stand for.

Something that perhaps people
who work for you will care about.

- Tom Peters (Re-lmagine)
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A brand Is
A promise made,
A promise kept.
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What we sell Isthe ability for
a 43-year-old accountant
to dress in black |eather,

ride through small towns and

have people be afraid of him.

- Harley Executive - Results-Based Leadership
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Alive with Possibility. Breaking New Ground. Proudly SA.
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Consistency
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Brands are a storehouse of trust.

- Nidl FitzGerald, former chairman Unilever
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It takes alifetime to build a reputation
And 5 minutes to destroy It.
- Waren |Buffet

It Is not fortune nor the possessions
that people leave behind that matter,
but the name.
- William Shakespeare

®
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World's Top 50 brands

Between 1980.and 17998  Bafore 1900

26

Between 1950,and 1979 Between 1900 and 1949

Source: Interbrand/Citibank League Table, 2002
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Constancy
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Advertising?
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“Half my advertising is wasted -
| just can’t figure out which half,

- Lord Leverhume

®
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Sponsorsnip?

®
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When it comes to sponsorship,
there' s a sucker born every 30 seconds.

- David D’ Alessandro (John Hancock)
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“A brand isthe sum total of all experiences
that customers have
When they come into contact

With a company,
Its products, communication and its people.”

- Marty Brandt
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Community
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Company operating in South Africa that has done the for
Community Upliftment

Eskom

Telkom

Coca-Cola

SAB Ltd

Vodacom

Pick @ Pay

ABSA

Sasol

SABC

2004

134

8.1

6.2

3.8

3.4

2.5

2.3

1.9

Anglo American 1.2

Coca-Cola

Eskom

Telkom

SAB Ltd

Vodacom

Pick @ Pay

ABSA

Shoprite

MTN

2005

10

8.2

6.5

4.4

3.8

2.9

2.6

1.7

1.2

Standard Bank 1.1

Source: Markinor Sunday Times Top Brands Survey 2005
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“Regardless of the category of goods or
services or the new technologies that offer
new levels of information and new models

of distribution, consumers will still make
choices based on how a product fits into
thair lives, both rationally and emotionally.”

- Allen Rosenshine : Campaign February 2002
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Skeptical consumers are bringing down the long accepted
monuments of business, government, celebrity and society.
L arge companies no longer hold our trust.
- Naomi Klein (No Logo)
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Corporate Social Investment and
the King Il Report

Every company should report at least annually
on the nature and extent of Its social,
transformation, ethical, safety, health and
environmental management policies and
practices.






South Africa’ s Most Admired Brands
Coca-Cola - 13.9 Coca-Cola 10

SAB l 3 Eskom 8.2
Vodacom I 2.4 Telkom 6.5
Koo I 2.2 SAB Ltd 4.4
Castle Lager I 2.2 Vodacom 3.8
Toyotal 2.1 Pick @ Pay 2.9
Nike I2 ABSA 26
Nokia I 1.7 Shoprite = 1.7
Telkom I 1.7 MTN = 1.2
Pick @ Payl 1.4 Standard Bank = 1.1

Brand relationship score

Spontaneous Awareness + Trust & Confidence + Commitment




South Africa’s

Most Vauable Brands




Creativity




Commitment




ln short . . .




Clarity
Consistency
Captaincy
Constancy
Community
Creativity
Commitment
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Brand Leadership

Partnering clients to build brands & businesses.

www.brand-|leadership.com










