
2014 
TRENDS ANNUALCoNNECTiNg ThE DoTS: CoNSUmER iNSighT, RESEARCh & TRENDS FEbRUARy 2014 

In association 
with

Innovation partner

Why reputation management is on trend 
by Vuma Reputation Management

Do you speak 

‘visual’?
10 Global Mega Trends 
from JWT Intelligence

What consumers are 

lusting 
after
JWT’s 100 micro 
trends for 2014

the rising 

african
consumer

the pulse of 

south 
africa
by Dr Inka Crosswaite

sa inDustry 

leaders’
key trends



c
o

n
t

e
n

t
s

2014 trends*

A
frica 
has 
many 
untapped 
natural resources, 
but the consumer in Africa 

is what marketers and global brands are most 
interested in. This is one of the biggest trends of 
this decade.

Upwardly mobile, aspirational, discerning, 
innovative, enterprising and entrepreneurial… 
this is the ‘new and improved’ African consumer 
as described in breathless voices by research 
houses which seem to have just discovered the 
continent and are quite giddy at the prospect of 
virgin new markets to sell to!

Well, we could have told them that all 
along. But, nevertheless, it is nice to be part of 
the ‘popular crowd’ again that everyone wants to 
‘hang’ with… It’s been a few centuries.

And let’s be clear on this point: the African 
consumer also has much to teach global brands.

This is a continent used to doing business 
“on the sniff of an oil rag” as the colloquialism 
goes, and used to ‘hacking’ technology and 
life to come up with solutions unique to areas 
without much infrastructure and battered by 
decades of hardship.

Sheer perseverance and tenacity and 
strength is what characterises the African 

consumer and they 
certainly know what they 

need and want and there is 
enough innovation, particularly in 

the mobile technology space, and new 
African created brands, to let the multi-nationals 
know that this is a consumer base not to be 
trifled with.
My two top trends for 2014 are:
•	 Mobility - from tech to transportation - the 

African consumer is on the rise and they 
need the infrastructure to get there. Brands 
that come up with solutions or services to 
assist, will win.

•	 Collaboration – to own the hearts of 
consumers, brands need to provide 
experiences and add value to their 
customer’s lives. It is no longer just about 
selling stuff people need or want, brands 
need to collaborate with the consumer to 
find out what they need.

Thank you to headline sponsor, Vuma and JWT 
for the exclusive content partnership that made 
this Annual happen!

LOUISE MARSLAND
Publishing Editor: TRENDAFRiCA.co.za
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T
rends don’t happen 
in isolation. They 
tend to intersect and 
work in tandem with 
each other. And many 
are extensions or 
outgrowths of trends 
we formerly spotted; 

after all, trends with real significance can’t be 
assigned to just one calendar year. 

The trends explored in this report are 
those that we believe have significant weight 
and momentum and also indicate shifts that 
are likely to be with us for a while.

In our forecast, we see consumers 
both welcoming and resisting technology’s 
growing omnipresence in their lives. For many, 
technology serves as a gateway to opportunity 

and an enabler of hyper-efficient lifestyles, but 
those who are most immersed are starting to 
question its effect on their lives and on their 
privacy. One result is that people are trying to 
find a balance and seeking to be more mindful 
and in-the-moment. And in a world that’s 
become all too polished or mass-produced, 
they are also embracing imperfection. This is a 
summary of the highlights of JWT’s 10 Mega 
Trends for 2014.

1. IMMERSIVE EXpERIENcES
Entertainment, narratives and brand 
experiences will become more immersive and 
altogether more enveloping in a bid to capture 
consumers’ imagination and attention. Greater 
immersion means more active involvement, 
and the Millennials and Generation Z have 

ExclusivEly to tRENDAFRicA. 
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grown up with tools and technologies that 
enable them to be active participants in 
entertainment and media. They’re accustomed 
to being at the centre of experiences rather 
than passive observers.
“People - younger people in particular – have 
an entirely different relationship with their 
entertainment,” says Frank Rose, author of 
The Art of Immersion. “They don’t want to just 
sit there and watch it anymore.”

The impact of this trend is being seen 
across all avenues of storytelling. From 
the arts to journalism; the design of brand 
experiences; and even the retail space are 
leveraging the opportunities that these 
experiences bring: 
•	 The	Rain	Room: In mid-2013, visitors 

to the Museum of Modern Art in New 
York lined up for hours to gain entrance 
to this chamber of falling water in which 
special software paused any drops in the 
space around a human body. The work, 
by Random International, made viewers 
feel as though they were controlling the 
rain, “simultaneously encouraging people 
to become performers on an unexpected 
stage and creating an intimate atmosphere 
of contemplation,” as MoMA put it. 
The museum promoted the “must see” 
nature of the installation by encouraging 
attendees to take and post videos, and 
turning those posts into a live stream.

•	 Future	Cinema:	From the creators of 
Secret Cinema (which screens mystery 
movies in exotic locations around the UK), 
Future Cinema is a “unique fusion of film, 
improvised performances, detailed 
design and interactive 
multimedia,” according 
to the website. For 
instance, a summer 
2013 staging of Dirty 
Dancing transformed 
London’s Hackney 
Downs Park into 
a Catskills-era 
resort from the ’60s, 
populated with 60 
paid actors. The 12 000 
attendees, many of whom 
were in costume, participated in 
dance-alongs, lessons and contests.

2. DO yOU SpEAK VISUAL?
We’re shifting to a visual vocabulary that relies 
on photos, video snippets and other imagery, 
largely supplanting the need for text. ‘Visual’ 
is a new lingo that needs to be mastered. 

Images are increasingly supplanting words, 
changing the way we communicate and how 
we see and understand the world. We are 
growing accustomed to consuming information 
that’s dominated by images - coming to favour 
‘show’ over ‘tell’.

EnablEd by front-facing 
mobilE camEras, thE ‘sElfiE’ has 
bEcomE such a phEnomEnon 
that oxford dictionariEs 
namEd it word of thE yEar for 
2013. a sEarch for #sElfiE on 
instagram yiEldEd morE than 57 
million posts.

A clever campaign from the Cape Times 
reimagined iconic photos featuring the likes 
of Churchill and Jackie Kennedy as selfies, 
adding the tagline “You can’t get any closer to 
the news”.

Across industries and disciplines, brand 
communicators will have to master how 
to express themselves visually and how to 
read and interpret images—and understand 
the nuances across cultures, generations, 
demographics and communications platforms. 
Not to mention keep up with the constantly 
evolving nature of it all.

3. ThE AgE Of IMpATIENcE
With the mainstreaming of the on-demand 
economy and our always-on culture, consumer 
expectations for speed and ease are rising 
exponentially. As businesses respond in kind, 
making the availability of their products 
and services more instant, impatience and 
impulsiveness will only continue to increase. 

Thanks in part to mobile-enabled 
lifestyles, faster connectivity, 

instant downloads, streaming 
services and our always-on 
culture, consumers are 
developing ever-increasing 
expectations for speed 
and efficiency. Impatience 
will come to define the 
generations growing up 

in a real-time, visually 
oriented world.

Businesses are catering 
to the rising demand for instant 

gratification in various ways, offering 
same-day or even same-hour delivery services; 
providing full seasons of TV series for binge 
viewers; using mobile to make payments 
and shopping more effortless; creating dating 
apps that enable yes/no decisions at a glance. 
Brands will be pressured to satisfy consumers 
promptly, removing or reducing friction points 

and enabling more seamless transactions. 
Alternatively, marketers can tap into a 
countertrend, the rising interest in mindfulness, 
by encouraging focus and patience.

As we noted in ‘Everything Is Retail’, 
one of our 10 Trends for 2013, purchasing 
for certain types of goods will become more 
seamlessly integrated into consumers’ lives, 
accomplished on the go (or on the couch) 
with a few clicks or taps. For example, with 
‘ShopThis!’, readers of Condé Nast’s digital 
magazines can instantly buy items described 
in articles or showcased in advertisements 
without leaving the page, thanks to a 
partnership with MasterCard. Paydiant, a 
QR-code-based mobile payment system, 
has developed a technology that allows TV 
viewers to scan QR codes on their sets to 
buy items they see in ads or shows. Even 
publishers have started giving readers a sense 
of how much time they’ll need to devote to a 
given read. Reddit co-founder Alex Ohanian’s 
new book, Without Their Permission, bears a 
stamp declaring it’s a “5-hour read”.

4. MOBILE AS A gATEWAy TO OppORTUNITy
In emerging markets, the mobile device is 
coming to represent a gateway to opportunity 
- helping people change their lives by giving 
them access to financial systems, new 
business tools, better healthcare, education 
and more. In Africa, the fastest-growing 
smartphone market, smartphone penetration 
has the potential to jump from around 2-5% 
currently, to 30% by 2025, and up to 50% in 
leading countries on the continent, according 
to McKinsey. As many as 300 million new 
smartphones could be sold in Africa in 
the next decade. Mobile represents both a 
commercial opportunity and an opportunity to 
help consumers build up businesses, improve 
their health, become more informed citizens 
and connect with people around the globe. 
Here are some examples from mobile brands 
that are adding value and providing resources 
across health, education, agriculture, finance 
and employment:
•	 Nokia	Life:	This service, which comes 

installed on many low-cost feature phones 
but requires a monthly subscription, 
provides information on education, health 
and agriculture, as well as entertainment. 
The agriculture program, for instance, 
offers relevant crop advice, as well as 
market prices and weather data. More 
than 10 million unique updates are sent 
daily in 18 languages to 95 million users 
in India, China, Indonesia, Kenya and 
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Nigeria. Nokia Life+ 
is an enhanced 
offering that provides 
richer, data- based 
information services.

•	 Bharti	Airtel,	Apna	
Chaupal:	Designed 
for Indians in rural and 
semi-urban areas, this 
voice-based service is available 
in different regional languages. 
Users buy subscriptions to various service 
packages, then call a toll-free number 
to receive information on subjects such 
as agriculture, health, education and 
government jobs.

•	 Souktel,	JobMatch: In the Palestinian 
territories, the nonprofit Souktel helps 
people find and apply for jobs via SMS 
messages. Users create a mini-CV by 
answering a series of questions.

Low-income consumers as we know are 
dependent on their mobile phones but lack 
the means to always buy airtime or data. 
The average subscriber in markets like South 
Africa spends around 10% of his or her 
wages on daily top-ups, according to Jana, 
a mobile rewards platform. In South Africa, 
many marketers have leveraged this insight to 
award data and mobile minutes in exchange 
for various types of consumer engagement. 
in Egypt howEvEr, vodafonE 
lEvEragEd this insight by 
introducing airtimE as a form 
of currEncy. In that market, small shops 
or kiosks often substitute low-value items like 
gum and candy for small change, a common 
transaction among low-income consumers 
(who represent more than 90% of Vodafone’s 
Egyptian customers). The company launched 
top-up cards for pre-paid customers in small 
denominations, naming them “Fakka” (“small 
change”) and designing them to easily fit 
inside a cash register which shopkeepers 
could use as ‘small change’. 

5. TELEpAThIc TEchNOLOgy
Thanks to the rise of brain-computer interfaces 
and emotion recognition technology, brands 
are getting more adept at understanding 
consumers’ minds and moods, and reacting in 
a very personalised way.

As cutting-edge as they seem, 
brain-computer interfaces (BCIs) have 
existed for decades. But until recently, 
electroencephalography (EEG) readers were 
cumbersome devices used primarily in labs 

for experiments with 
neurofeedback. While the 
kinds of data that can be 
gleaned haven’t changed 
much, the equipment 

that’s used and the 
applications of the results 

have evolved significantly.
The past decade has given 

rise to pared-down, inexpensive 
versions of EEG headsets and affective 

computing technologies (computers that read 
emotions). These developments, along with 
the trend toward greater personalisation, 
are pushing Telepathic Technology into 
the commercial realm. Marketers are 
complementing traditional research methods 
with neuromarketing to uncover consumers’ 
nonconscious responses to packaging, 
advertising, entertainment content and so 
on. Companies are also incorporating brain-
computer interfaces into brand experiences and 
products, adding a futuristic element that can 
be used very creatively.

While still in its early days, the 
applications are far reaching—from mind-
controlled cars to art exhibits that morph 
based on patrons’ brain-wave activity to 
headphones that play music suited to the 
listener’s mood.

6. ThE END Of ANONyMITy
Thanks to an array of new technologies and 
a growing drive to collect personal data, 
it’s becoming nearly impossible to remain 
unobserved and untracked by corporations and 
governments. As anonymity becomes more 
elusive, expect pushback from consumers and 
a growing paranoia around technologies and 
services that affect privacy.

Surveillance has become a recurring 
theme in the news – not only the revelations 
about government tactics but reports of how 
businesses are collecting data on consumers. In 
the near future, these and other up-and-coming 
technologies, like Google Glass and commercial 
drones, will further hinder anonymity.

as data analysis bEcomEs 
morE cost EfficiEnt and thE 
sciEncE gEts morE sophisticatEd, 
companiEs arE incrEasingly ablE 
to gain uniquE insights into 
consumErs or govErnmEnts into 
citizEns. Organisations can now explore 
questions that were previously too costly, 
urgent or complicated to extract from patterns 
within large data streams. The more data 
they can  feed into algorithms and analyse, 

the better the results - and thus the rising 
motivation to more closely examine people and 
their behaviour, and to seek out as much data 
as possible.

For some, the goal is what we’ve termed 
Predictive Personalisation – the ability to 
predict customer behavior, needs or wants, 
and tailor offers and communications very 
precisely.

Frequently the data is anonymised or 
aggregated, but tracking practices often feel 
creepy to consumers.

The ability to track and leverage data is 
becoming a key competitive advantage for 
brands, but navigating this landscape will 
require extreme sensitivity, a close reading of 
customer attitudes, adherence to emerging 
best practices and very finely calibrated use of 
the new services at companies’ disposal.

7. RAgINg AgAINST ThE MAchINE
As we move further into the digital age, we’re 
starting to both fear and resent technology, 
fretting about what’s been lost in our embrace 
of unprecedented change. We’ll put a higher 
value on all things that feel essentially human 
and seriously question (while not entirely 
resisting) technology’s siren call.

Laments and rants about the effects of 
technology and digital media are piling up, from 
newspapers (a typical headline: “Is over-sharing 
on social media ruining travel?” from USA 
Today) and books to videos and more. Among 
them: “I Forgot My Phone” – this two-minute 
video written by and featuring actress Charlene 
deGuzman shows a woman in bed with her 
boyfriend, dining out and bowling with friends, 
and celebrating a birthday—all while her 
companions are distracted by their phones.

It was posted to YouTube in August 2013 
and had accumulated some 34 million views 
by December.

With digital devices, ‘in the moment’ 
frequently becomes ‘recording the moment’ (if 
not ‘missing the moment entirely’). The higher-
quality cameras in today’s mobile devices, 
coupled with the rise of image-based platforms 
like Instagram and Vine, seem to spur an urge to 
record anything remotely interesting. As a result, 
we’re experiencing life through our screens.

Consumers will be searching for the best 
of both worlds, and brands can help them 
navigate the line between too immersed and 
too disconnected. As our love-hate relationship 
with technology evolves, brands will have to 
enable and accommodate high-tech lives while 
also emphasising the human touch and, where 
appropriate, embracing the analog world.
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8. RE-MIXINg TRADITION
With social norms quickly changing and a new 
anything-goes attitude, people are mashing up 
cherished traditions with decidedly new ideas, 
creating their own recipes for what feels right.
In the ‘everything goes’ age, it may look a 
lot like tradition has been thrown out the 
window. But instead, traditions around 
the world are being remixed, updated and 
re-examined by populations that are more 
diverse and less religious; exposed to more 
outside influences; and personalising all 
aspects of their lives. Globalisation and digital 
technology are expanding people’s worldview, 
providing myriad new ideas from which to 
draw inspiration. Meanwhile, many societies 
are becoming more progressive and inclusive, 
and everything from marriage to parenthood is 
open to reinterpretation as more people take 
nontraditional life paths.

Traditional rituals like weddings, church 
services and bar mitzvahs are becoming 
more creative and unconventional, 
departing from tradition in 
many ways while honoring 
it in others. Some religious 
rituals are being updated, 
while others are being 
secularised for the 
nonreligious. Traditional 
holidays are migrating 
out beyond borders and 
cultures. Meanwhile, 
altogether new traditions are 
emerging as technology filters 
into every aspect of our lives and as 
norms change - hashtags for weddings, divorce 
parties, same-sex wedding ceremonies.

While traditions have always evolved, 
shifted with and reflected the times, today 
they’re mutating at an increasingly rapid 
pace, as with most everything in modern 
life. But precisely because life is moving so 
fast, traditions old and new may be more 
important than ever, something to hold on to 
as everything else changes. Brands will need 
to keep up with these shifts. Marketers have 

numerous opportunities to insert themselves 
into fluctuating traditions, guide consumers 
down new paths or help bring the best of the 
past into the future.

9. pROUDLy IMpERfEcT
Imperfection and even outright ugliness - the 
quirky, the messy and the flawed - are taking 
on a new appeal in a world’s that’s become 
neatly polished and curated. Imperfection 
provides an unfiltered, all too human version 
of reality that reflects all the diversity that’s 
seen in everyday life.

Today imperfection signals that something 
is handmade or more natural - which is 
ultimately more appealing for authenticity 
- seeking consumers, for whom perfection 
is becoming synonymous with synthetic or 
machine-made. Imperfection feels more 
human and real.

In a highly automated and digital era, 
technology has given us everything 

from sterile MP3s and e-books 
to unblemished produce and 

highly perfected images. 
Not only celebrities but 
anyone on Facebook 
learns quickly how to put 
forth a polished image. 
Meanwhile, consumers 
increasingly prize 

authenticity, originality 
and individuality. Thus 

they’re embracing things that 
feel more human: This includes 

goods (like homemade-looking food), 
imagery (ugly selfies, unretouched images), 
models and actresses, even imperfect 
parenting. 

As a counter to the glamorous self-
portraits that proliferate on social media, 
ugly selfies have become popular. Humor 
drives Reddit’s “Pretty girls, ugly faces” and 
“Handsome guys, ugly faces” memes in which 
Reddit members post themselves making 
the ugliest faces they can alongside a more 
conventional image.

10. MINDfUL LIVINg
Consumers are developing a quasi-Zen desire 
to experience everything in a more present, 
conscious way. Once the domain of the 
spiritual set, mindful living is filtering into the 
mainstream, as more people feel drawn to the 
idea of shutting out distractions and focusing 
on the moment.

Mindfulness means being completely 
present in the here and now, with no 
distractions. The concept has been around 
for centuries, originating from Eastern 
philosophies, but today a number of factors 
are propelling more people toward the 
practice. People are growing weary of the 
multiplying demands on their attention 
and overwhelmed by a bombardment of 
information. At the same time, they’re 
mixing and matching religious and spiritual 
practices. And with research validating the 
benefits of mindfulness, consumers are less 
inclined to dismiss the practice as New Age 
nonsense.

tEchnology is pErhaps thE 
biggEst drivEr of mindlEssnEss 
and distraction, and people are taking 
greater notice of the moments they’ve been 
missing while sending tweets, checking email 
or otherwise experiencing the world through a 
4-inch screen. This drive to mindfulness is most 
evident in places where tech immersion is most 
pronounced. Some Silicon Valley companies 
are banning electronic devices during meetings 
in an effort to rein in focus, and tech execs 
are embracing events like the Wisdom 2.0 
Conference and de-teching initiatives.

As we move further into the digital age, 
we’re starting to reclaim what’s been lost in the 
embrace of technology and seriously question 
(while not entirely resisting) technology’s siren 
call. Part of this pushback and re-evaluation 
includes taking a more mindful approach to 
digital consumption, which is often the reason 
we’re not in the moment. More people are 
becoming aware of how technology leads to 
less mindful lives and trying to find a more 
balanced role for technology.

For the full report with even more detail, 
please go to www.jwtintelligence.com*
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paul Strappini, creative director 
TREND: Language 2.0
Language has never been in greater 
flux. Never in our history - from the 

first structuring of grunts into meaning, to 
the development of writing, from Gutenberg’s 

press to the use of radio waves to transmit speech 
– has language and the way we communicate been changing more 
rapidly and more profoundly. it’s not just thE tEchnologiEs 

of transmission but thE fundamEntal ways wE ExprEss 

oursElvEs that arE changing.

Consider our use of abbreviations, truncations and acronyms to 
stand for words, phrases and concepts. I mean ‘omg rotflmao’. The rapid 
assimilation of new and hybrid words into our vocabulary.

Check out my ‘selfie’ above. The way we increasingly use pictograms, 
emoji, symbols and abused punctuation marks to convey feelings and 
context: ;) :o and }:>.

The speed with which an idea can disseminate is now measured in 
Mbps and the reach is global. If you are in the business of communication 
or are just an articulate human being seeking to express yourself, you’d 
better ride the wave or resign yourself to redundancy.

Jim faulds, chief operating officer 
TREND: Immediacy and real time 

planning
Organisations have built-in latency. The 
more complex and hierarchical they 
are, the more difficult it is for them to 
react, respond, change direction. In contrast, 

the world is moving into the era of real time. Letters 
that once took weeks to arrive are now transmitted in 

seconds. Conversations once locked in a place can travel the 
world faster than a commercial jetliner. For agencies, the problems are 
compounded. This makes the acquisition of new skills vital and none more 
so than end-to-end project management that can respond in real time to 
the real world. When consumers are always on, there is no way that the 
brands which appeal to them can afford not to be. this paradigm 
shift must sEE agEnciEs pionEEr thE movE from 
bEing mErE talkErs, towards bEing rEal doErs. 
Sounds simple right, but for an industry that has always been comfortable 
to crack the big idea and then walk away whistling, this is a significant 
challenge. If it’s not on your radar, it should be. If not, you will be rapidly 
outperformed by your more flexible and nimble competition. Get on it.

harsha prag, head of integrated planning 
TREND: A questioning mind
As a result of Madiba’s passing last year, South Africans have 
started 2014 with a renewed sense of purpose to live up to his 

legacy. As such, we believe the most profound way this will be 
manifested is in creating a more questioning mindset within the 

South African population, one that is comfortable challenging the status 
quo and asking tough questions about the country, its leadership and future 
and their own personal issues.

Building on this, we also believe this questioning mindset will 
translate into more innovative thinking when tackling challenges across the 
continent. Thus, we foresee that south africans will tacklE 
challEngEs this yEar with morE couragE, action 
and ingEnuity and so libEratE opportunity.

We will also see pockets of South Africans focused on empowering 
themselves. The pressing need for progress coupled with the lessons from 
our past and a growing ‘questioning culture’ is going to encourage more of us 
to take ownership of our goals and dreams and so define practical steps to 
achieve them.

yoav Tchelet, executive digital director 
TREND: Big data

“Our competitive set is no longer Omnicom and IPG and 
Publicis. It is Nielsen and GFK. It’s the data companies,” says 
Sir Martin Sorrel. whErEas data and analytics 
wErE oncE considErEd spEcialisEd 

skillsEts practicEd by backroom 
propEllEr-hEads, it is clEar that in 

markEting communications thEy havE rapidly 
bEcomE corE compEtEnciEs. Not just a competitive 

advantage, but crucial to business success. It is just as clear that corporate 
South Africa lags severely behind the rest of world in big data analytics. If 
we accept that the future of our industry relies on our ability to use data 
to guide thinking – and it does – then the opportunity is enormous. Going 
forward it is vital that skillsets merge. Analysts will need business acumen 
and understanding to contextualise their thinking. Pure creative teams will 
need to be bolstered with more analytically minded individuals. For as long 
as the different disciplines of any agency’s business remain separated and 
distinct, they will not be able to achieve their full potential.

2929 William Nicol Drive, Bryanston Office Park, Bryanston 
Email: newbusiness@jwt.co.za • Tel: +27 11 806 8000
www.jwt.com/mea
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on trend: Vuma Reputation Management*

“REpUTATION MANAgEMENT MAy ALL TOO OfTEN BE cONSIDERED 

INTANgIBLE By TOp MANAgEMENT, BUT If LEfT UNMANAgED, ITS 

ShOcKWAVES LEAVE A TANgIBLE TREMOR AffEcTINg ThE BOTTOM LINE.”

 Janine hills, cEo, vuma Reputation management

to reputation*
disruptors

t r e n d a f r i c a
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A 
good reputation 
ranks among the 
most valuable assets 
of companies, 
governments and 
countries. It not only 
increases the value 

for shareholders; it also wins the loyalty 
of customers and consumers. A key trend 
for 2014 is adapting business strategies to 
deal with disruptors to business models and 
company reputations, such as social media, 
mobile and big data.

Vuma Reputation Management is a 
leader in the field of reputation management, 
and specialises in building the reputation of 
organisations from the inside out. Reputation 
management, crisis management, thought 
leadership, media training including 
business skills training and internal and 
external communications, online reputation 
management, strategy and government 
relations, are the critical communications 
tools at the core of Vuma’s business offering.

“The field of reputation management is 
relatively unknown and in some instances a 
misunderstood concept in the business world. 
Reputation management does not start, however, 
when there is a crisis. It needs a proactive 
approach and it needs to be comprehensive,” 
explains Vuma CEO and founder, Janine Hills. 

Communications is about operating a 
successful business. It is part of business strategy. 
Simply put, business is about communications 
and relationships to create profit.

“This is the mainstay of corporate 
reputation management,” says Hills. “Reputation 
management may all too often be considered 
intangible by top management, but if left 
unmanaged, its shockwaves leave a tangible 
tremor affecting the bottom line – and it’s the 
bottom line that top executives value most.” 

a good rEputation takEs 
timE to build and is not crEatEd 
ovErnight. it rEquirEs focusEd 
and systEmatic communications 
with all stakEholdErs. The entire 
communication must be based on a clearly 
defined strategy, as only then can it contribute 
to achieving the corporate objectives.

All companies are faced with a crisis at 
some point or another. A crisis is a situation 
endangering the company’s integrity or 
reputation, a situation occurring mostly due to 
unfavourable or negative coverage in the media.  

Reputation can be managed and 
controlled. The skill is to keep your corporate 
reputation constantly under review. “It can be 
a case of three steps forward and two steps 
back depending on consumers, media and 
internal climate,” says Hills.

PAgE
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The Vuma team have sector 
knowledge across industry 
in financial services, mining, 
power generation, engineering, 
ICT, pharmaceutical, government 
(South Africa and Africa) and 
technology.

Key areas of business include: reputation 
management; crisis communications; 
profiling and promoting companies. They 
offer advanced media training; call centre 
reputation management; and stakeholder 
reputation management training.

* CONTACT
Janine Hills: Janine@vumareputation.com 
Susan Sacks: susan@vumareputation.com 

Vuma Reputation Management
28 Fricker Road, Illovo, Sandton
Tel: +27 87 941 3497 • Cell: +27 83 675 0240
www.vumareputation.com 

Any change within an organisation can have an impact on its reputation. A crisis can damage an organisation’s 

reputation, which can have far-reaching implications for the bottom line if not managed effectively.

VUMA REpUTATION MANAgEMENT DAShBOARD

Business MAnAgeMenT susTAinABiliTy

reputation management

aDvertising & marketing

risk management

financial management

human resources

external communications

stakeholDer management

eThics & corporATe governAnce

Tools

pr anD all the elements

crisis communications

meDia training

stakeholDer management

implementation anD action plans

thought leaDership

aDvisory anD consultation

alignment of communication anD business plan

proactive meDia interaction

social meDia management

online reputation management

pr

publicity

meDia relations

meDia monitoring

press releases

promotions

proDuct launches

REpUTATION MANAgEMENT TRENDS 
1.	 Online	reputation	management is gaining 

momentum as the rise in popularity of 
various social media sites sees companies 
interacting more frequently with consumers 
and building their own communities 
of loyal consumers. A consistent 
communications strategy and crisis 
management plan is key for when issues 
do arise. Immediacy is also of paramount 
importance, as it can take mere minutes 
for a reputation to be ruined and for 
something to go viral around the world.

2.	 A	strategic	business	imperative: A 
recent risk report from Deloitte found 
that reputation risk is viewed as the top 
strategic risk among 40% of executives 
now – up from 26% in 2010. Reputation 
management is no longer just the prevail 
of the marketing department, but has to 
be part of business strategy and the CEO’s 
objectives. Reputation is in fact cited as the 
number one risk across industry sectors.

3.	 A	clear	narrative:	Internet newspaper, 
The Huffington Post, talks about 
“transparency” as the norm, making 
reputation management even more 
important, for companies and individuals. 

Establishing one “clear narrative” means 
companies have to do what they say. They 
have to be consistent across the business 
in how they interact with suppliers, 
internally and with customers. In both 
their messages and their behaviour.

4.	 Leaders	need	to	be	receptive: Leaders 
need to be able to not only listen and 
know what is going on inside and 
outside of the organisation, but to be 
able to distinguish rumour from fact, 
and know when to step in to prevent 
conjecture being labelled as fact in 
the marketplace. Deloitte says 91% of 
companies surveyed changed business 
strategies since the emergence of 
technology enablers and disrupters, 
such as social, mobile, and big data, 
which are seen to threaten established 
business models.

5.	 Social	justice	risk: companies have 
to have online crisis communications 
plans in place for when the social media 
protests may target your company, your 
brand or your people, just or not. Social 
media protests and movements can lead 
to on-the-ground boycotting and action 
very swiftly. 
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13D	Printer	Retail	Hubs  Retailers are getting 
into the 3D printing game by providing 
access to the technology for consumers 

not ready to invest in their own printers. In 
the US, early adopters include UPS, which is 
targeting small businesses and start-ups by 
introducing 3D printers to some locations. British 
supermarket Asda has been testing in-store 3D 
scanning and printing, enabling customers to 
replicate objects in ceramic.

2	3D	Printing	Accessories  As 3D printing 
comes to the consumer market, we’ll see a 
corresponding rise in accessories that help 

people bring their 3D ideas to life. 3D scanners, 
common industrial tools that are now available 
to consumers, allow objects to be scanned and 
then replicated with a 3D printer. Occipital’s 
upcoming Structure Sensor, an iPad add-on 
that turns the tablet into a 3D scanner, can also 
map indoor environments and enable innovative 
virtual reality games. The upcoming 3Doodler is 
a 3D pen that lets users create objects by simply 
scribbling, tracing or waving a finger in the air.

3	Aerial	Yoga  This low-impact, high-energy 
yoga variation, in which participants are 
suspended from stretchy fabric, is taking 

off from Florida to Johannesburg. Created by 
former Broadway choreographer and Cirque du 
Soleil co-founder Christopher Harrison, who runs 
AntiGravity Fitness, aerial yoga is said to enable 
a deeper stretch.

4 African	Contemporary	Art  Galleries 
and museums in major art markets are 
displaying a new openness to African 

artists. In London, four galleries focusing 
exclusively on contemporary African artists 
have opened; the city hosted the inaugural 
1:54 Contemporary African Art Fair in 2013; 
and the Brooklyn Museum featured two shows 
from contemporary African artists in 2013. As 
African art gets more serious attention, we’ll 
see prices heating up.

5 Algae	 Already being harnessed as a 
petroleum alternative, the organism 
is finding its way into everything from 

cosmetics to fertiliser. Sephora is selling 
Algenist, from biotech company 
Solazyme, which incorporates the 
anti-aging alguronic acid and 
microalgae oil. Triton Algae 
Innovations has raised $5 
million in seed funding 
to create algae-based 
nutraceuticals, and the 
University of Texas is 
experimenting with algae-
based fertiliser. 

6 Ambient	Commerce  
As more ‘smart’, sensor-
connected objects hit the 

marketplace, brands will seek to offer instant 
gratification by way of ‘ambient commerce’: 

anticipating consumer needs and wants, and 
providing goods and services automatically. 
Consumers would set up guidelines in advance, 
then let technology take care of the rest. A 
hypothetical example from John Sheldon, eBay 
Enterprise Marketing Solutions head of strategy: 
using the Nike+ app to ensure that a new pair 
of running shoes arrives whenever the customer 
reaches 300 miles of usage.

7 Armchair	Travel  New technologies will 
enable vicarious travel in novel ways. 
GoPro is already enabling adventure 

seekers to easily record and share their 
experiences, from surfing to scuba diving. Live 
streaming via Google Glass will let people 

remotely accompany Glass wearers 
on their travels. Robots will also 

come into play; and the Oculus 
Rift virtual reality headset 

will provide the ultimate in 
armchair travel.

8 Arrested	IRL	
Development  
Immersion in the 

digital world is leaving 
many people - particularly 

Millennials and Gen Zers - 
less savvy about the physical 

sphere, whether in terms of stilted 
interpersonal skills and off-base etiquette 
or difficulty with navigation. There are 

EvERy yEAR, JWt iNtElligENcE PRoDucEs its 100 

thiNgs list oF micRo tRENDs thAt hAvE iNFoRmED 

thE mEgA tRENDs, PRoviDiNg uNiquE iNsight iNto 

cultuRE chANgE, sociEtAl shiFts AND thE hottEst 

AND most iNNovAtivE PEoPlE, bRANDs, tRENDs AND 

tEch. FoR moRE: WWW.JWt.com/mEA

100 
things*JWt’s
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opportunities for services that can help bridge 
these skills gaps.

9 Art	Incubators  Art institutions are 
launching in-house incubators, seeking 
ways to stretch the concept of a 

museum’s mission, explore the intersection 
of art and technology, and stimulate creative 
thinking that can benefit the museum and 
the community around it alike. The Los 
Angeles County Museum of Art is turning a 
research library into a lab for artists and the 
technology-minded, to be supported by brands 
including Accenture, Google and SpaceX.

10 AwesomenessTV  “AwesomenessTV 
is the hottest channel on YouTube!” 
declares the property on its Tumblr. 

DreamWorks Animation clearly believes so, 
buying the online network in 2013, a year 
after launch. Awesomeness, which 
attracts some 60 million unique 
monthly visitors, comprises 
many thousands of YouTube 
channels, featuring a 
panoply of young video 
stars. The company 
also licenses its comedy 
content—to Nickelodeon, 
other websites, Netflix 
and international 
platforms.

11 Beacons  Low-cost 
transmitters that rely on 
Bluetooth technology, like Apple’s 

iBeacon, allow retailers to precisely track 
shoppers’ mobile phones and send highly 
targeted content tied to location and shopping 
habits. PayPal’s Beacon can identify and 
authenticate PayPal users when they enter 
a store and lets them pay with only verbal 
confirmation at checkout. The beacons have 
great potential beyond retail: museum visitors, 
for instance, could get tours tailored to their 
meanderings. Major League Baseball has 
tested iBeacons as a way to guide stadium 
visitors and send concession offers.

12 Bitcoin	Rivals  As 
Bitcoin starts gaining 
acceptance, a crop 

of rivals are betting on 
second-mover advantages 
in the virtual-currency 
realm. Some tout 
greater transparency and 
openness to regulation, 
while others go in the 
opposite direction or offer 
faster transactions. The most 
successful is Litecoin, created by a 

former Google programmer. Ripple, backed by 
Silicon Valley investors, forms the basis of an 
online payment system. There’s also Peercoin, 
Namecoin, Worldcoin and Anoncoin.

13 Bitcoins	Bust	Out	 Bitcoins are 
coming to the real world, quickly 
moving beyond the realm of online 

exchanges. Robocoin and Lamassu are among 
the companies installing Bitcoin ATMs, which 
allow users to trade the peer-to-peer virtual 
currency for cash and vice versa. A smattering 
of restaurants and bars in cities from London 
to Sydney to New York are accepting Bitcoin. 
Bitcoin Motor is developing a service that 
allows people to buy and sell cars using the 
currency, while Virgin Galactic is accepting 
Bitcoin for its commercial space flights. As 
more established brands accept the currency, 
watch Bitcoin gain legitimacy.

14 Branded	Real	
Estate	Development  
Retailers are 

getting in on real estate 
development to create 
lifestyle-based town 
centres. Urban Outfitters 
is developing the 6.5-acre 
Devon Yard in suburban 
Philadelphia, which will 

include the company’s 
Anthropologie store and 

Terrain garden centre in 
addition to restaurants, a wellness 

facility, an exercise studio, a specialty 
food store and even a boutique hotel. Ikea is 
building a car-free private neighbourhood in a 
rundown area of London and plans to develop 
a similar one in Hamburg.

15 Brands	Blur	Gender	Lines  
Conventional ideas about male 
and female domains, activities, 

behaviours, preferences and styles are 
evolving, with Millennials leading the way. 
On TV, for instance, Tide shows a dad doing 
laundry for his daughter, while an ad for 
Chevy’s Silverado departs from convention by 

spotlighting a woman and her truck.

16 Brands	in	Space  
As space travel 
goes commercial, 

brands are rocketing into 
this new frontier. A ticket 
to space will become the 
ultimate prize, already 

offered by brands including 
Axe (which sponsors the 

Axe Apollo Space Academy 
and has awarded 23 tickets with 

Space Expedition Corp.) and KLM (the 

“Claim Your Place in Space” contest). A space 
trip will be the prize in a reality show, Space 
Race, on NBC, which also has secured rights 
to air Virgin Galactic’s inaugural flight during a 
Today show broadcast.

17 Brazil	As	Debutante	 Brazil has long 
worked to establish itself as a global 
player, and the 2014 FIFA World Cup 

represents the first wave of its debut on the 
international stage. As the country prepares to 
host soccer’s mega-event and then the 2016 
Summer Olympics, Brazil is staging a charm 
offensive.

18 Brazilian	Art  Brazilian art is 
steadily going global. In 2013, the 
first Brazil ArtFair was held during 

Miami Art Week; blue-chip gallery Hauser & 
Wirth hosted a show of Brazilian artists in its 
New York location, offering works for up to 
$1 million; and the Tate Modern in London 
opened a retrospective of artist Mira Schendel. 
Meanwhile, a book from publisher Phaidon 
names São Paulo one of 12 global “art cities 
of the future.” In 2014, MoMA in New York 
will host a Lygia Clark retrospective.

19	Breath	Analysis  Watch for a new 
focus on breathing patterns as a 
way to better understand a person’s 

health and stress level. The new mobile app 
MyBreath compares the “breath acoustics” of 
the user with the 10 000 breath recordings in 
its archive to come up with a breathing index 
score, and recommends ways to improve 
breathing as a tool to reduce stress and 
improve well-being. An upcoming breath-
analysing sensor from health start up, Spire, 
clips to clothing to give users mobile feedback 
on their physical activity and psychological 
state.

20 Catering	to	Chemical	Sensitivities  
Awareness of sensitivity to fragrances 
is on the rise, with 

some workplaces and 
campuses banning 
or discouraging 
the use of 
strongly 
scented 
products and 
legislators 
looking at the 
issue as well. 
Watch for more 
warnings to avoid 
wearing fragrances 
at group gatherings, 
like weddings, and more 
options in unscented products.
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21	Chinese	Wines  China is already the 
world’s fifth largest wine producer, 
and its wine will start to gain a higher 

profile as quality improves and output rises. 
A report from France’s National Centre for 
Scientific Research says China will double 
its current wine production within five years, 
and 20 Chinese wines were recognised at the 
Decanter World Wine Awards in May 2013.

22 The	Circular	Economy	 As described 
by the Ellen MacArthur Foundation, 
a backer of this idea, the Circular 

Economy is a term for moving economies from 
the linear “take, make, dispose” model to a 
more circular system that, among other things, 
eliminates waste. Companies would become 
service providers, selling use of their products. 
The concept is slowly gaining traction. Curbing 
food waste is becoming a bigger issue. The 
Guardian launched a Circular Economy hub in 
2013.

23 Cocktails	on	
Tap We’ve 
seen wine 

moving into taps, 
and now cocktails 
are being mixed 
and stored in 
kegs. It saves 
bartenders 
time and can 
lower the price 
tag. Premixing 
doesn’t 
necessarily 
compromise quality—
and may enhance it 
by enabling ingredients to 
mesh over time—though it only 
works well for some concoctions.

24 Community-Supported	Everything  
Community-supported agriculture 
(CSA) has become popular as a way 

to boost regional farmers and keep the larder 
well-stocked with produce or meat. Now the 
concept—paying upfront in exchange for a 
‘share’ of regularly delivered goods that are 
a bit of a surprise in terms of content—is 
branching out. Flower CSAs are springing 
up, and there are art CSAs in Brooklyn and 
Philadelphia. Watch for the model which taps 
into consumers’ interest in supporting local 
businesses to spread to more categories.

25 Contemplative	Computing  Alex 
Soojung-Kim Pang, author of The 
Distraction Addiction, defines 

“Contemplative Computing” as a focus 
on “how to use information technologies 

and social media so they’re not endlessly 
distracting and demanding, but instead help 
us be more mindful, focused and creative.” 
This notion will pick up steam as more 
people question their immersion in digital 
technology and its effect on their quality of 
life. Buick is picking up on the idea with its 
“#InTheMoment” campaign, urging, “Look up 
from your phone and live for the moment.”

26 Couriers	on	Call	 As speedier 
delivery comes to online shopping, 
the pressure is on to dispatch goods 

within hours. This means a new demand 
for couriers, some of whom will do both the 
shopping and the delivering. eBay Now’s 
‘valets’ track down and drop off items in 
markets where the service is available. 
Postmates’ couriers shuttle lunch, groceries or 
office supplies.

27 Craft	Mocktails	 
Creative cocktails 
have primed 

drinkers for innovative 
options; meanwhile, 

non-drinkers have 
been stuck with 
the same boring 
choices. A 
new wave of 
craft mocktails 
incorporate 
syrup infusions, 

fresh juices, 
homemade sodas 

and an array of 
creative add-ins 

without alcohol.

28 Deconstructed	
Dinners  Targeting 
busy would-be chefs, 

various services are delivering dinner kits that 
provide all the ingredients, in just the right 
amounts, to make gourmet meals at home. 
Blue Apron and Plated are based in the U.S., 
while HelloFresh has landed $7.5 million in 
funding to help it expand from Europe and 
Australia to the U.S. Watch for more of these 
services to launch in new markets.

29	Delivery	Wars	 Amazon’s Jeff Bezos 
and his talk of delivery drones set the 
tone for the onset of delivery wars in 

this ‘Age of Impatience’. Retail heavyweights 
including eBay, Google, Amazon and Walmart 
are steadily expanding the availability of 
same-day delivery options—and in some 
cases shrinking the delivery window to as little 
as an hour. With more consumers shopping 
online but also seeking instant gratification, 

delivery speed will become a key competitive 
advantage.

30	Demonising	Food	Dyes  The list 
of ingredients that consumers are 
trying to avoid is getting longer and 

longer - and now add to the list synthetic food 
dyes, linked with hyperactivity in children, 
among other things. Already a range of dyes 
(dubbed a ‘rainbow of risk’ by the Centre for 
Science in the Public Interest) are banned or 
require warning labels in the UK and the EU. 
A Change.org petition is asking Mars to use 
natural dyes for M&Ms.

31 Digital	Art  Art that relies on digital 
technology, from GIFs to websites and 
beyond, is coming into its own. Rafaël 

Rozendaal, for instance, describes himself as 
“a visual artist who uses the internet as his 
canvas”. In 2013, auction house Phillips held 
its first digital art auction in partnership with 
Tumblr.

32	Digital	Grieving  Nearly every aspect 
of our lives has manifested in some 
form digitally, and this has grown to 

include death and the grieving process, with 
digital memorials and virtual candles becoming 
common. Now we’re seeing a real-time 
component. Funerals are getting live streamed 
for those unable to attend.

33	Divorce	
Parties	 
Given 

the rise in 
single people 
and fading 
stigma around 
divorce, 
more people 
(particularly 
women) are 
choosing to 
celebrate their 
divorces with lavish 
parties. Pinterest boards have 
popped up with cake and party favour ideas, 
and some women even order piñatas in the 
likeness of their ex.

34	Drone	Regulation	 With civilian 
unmanned aerial vehicles, or drones, 
on the market and taking to the 

skies, legislators will scramble to consider 
how to define these devices, where they can 
go, what they can do and how well trained 
their operators should be. Despite Jeff Bezos’ 
declaration that Amazon is considering 
delivery by drone, commercial drones are 
banned in the US - but a legal challenge by 
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a disgruntled aerial videographer will test the 
legality of this FAA policy.

35	E-Cigarette	Regulation  The 
e-cigarette market is exploding, 
approaching an estimated $2 billion 

globally, and drawing major tobacco brands. 
Governments are increasingly concerned about 
e-cigarettes’ health implications and potential 
to be a gateway to cigarettes, as well as brands’ 
marketing claims and practices. In 2014, 
the EU will decide which regulatory category 
to place e-cigarettes in when it updates its 
Tobacco Products Directive. Countries including 
Spain are banning e-cigarettes in enclosed 
public spaces, and several American states and 
100-plus cities have enacted or are considering 
similar bans. The U.S. FDA is set to start a 
regulatory process that could restrict sales and 
marketing.

36	Edible	Packaging	 To make their 
goods more sustainable, marketers 
are harnessing new technologies 

to create edible wrappers. The Bob’s burger 
chain in Brazil now serves its burgers in 
packaging you can eat, while LA-based 
ice cream truck brand Coolhaus wraps 
ice cream sandwiches in edible material. 
Harvard bioengineer David Edwards is 
behind WikiPearl, whose edible 
packaging can enclose any 
food or beverage, “like a 
grape skin,” he says. In 
2013, the company 
launched a mochi-
like ice cream and 
egg-shaped yogurt 
servings; no-foil 
cheese cubes and 
coffee servings are 
coming next.

37	Equal	Rights	
for	Men  
While a culture 

where male privilege is 
baked in has hardly disappeared, 
for years men have been losing ground 
or becoming less essential, whether it’s 
the widening education gap between the 
genders, the rise in women choosing to have 
children on their own, or the shift away from 
manufacturing-based economies. According to 
our research, men feel it’s become harder to 
be a man today, and harder to succeed in the 
working world and as a father and husband. 
Watch for a rise in male-focused support 
systems and advocacy groups as society 
comes to understand that many men would 
be well served by some of the mechanisms in 
place to boost women.

38	Fashion	for	the	Space	Age  With 
private companies like Virgin Galactic 
aiming to make space travel a 

reality for anyone with a big enough budget, 
some fashion designers are revisiting the final 
frontier as a visual inspiration. Paco Rabanne’s 
latest collection, for instance, was celebrated 
for a futuristic look comprising heavy zippers, 
metallics and tailored latex. Galaxy prints have 
been popping up on everything from leggings 
to shoes, dresses and bags.

39	Fast	Food	Tofu  With diners growing 
more inclined to cut down on meat, 
we’ll see fast food restaurants add 

alternative proteins like tofu to their menus. 
Chipotle began testing a tofu burrito in early 
2013 and planned to expand the item to 650 
locations by year’s end.

40	Feel-Good	Fashion  Consumers are 
becoming more aware of the human 
cost behind the apparel they buy 

thanks to a rash of massive tragedies at apparel 
factories. Fair Trade USA has developed a 
standards program for apparel, and a crop of 
start-ups is vowing to make the business much 
more transparent. Honest By and Everlane 
detail the factories they use and even explain 
how much each item is marked up.

41	Glanceable	UI	 
GigaOM defines 
this term as 

“creating something 
meaningful out 
of information 
processed in just 
a quick glance”. 
Symbolic and 
visually oriented 
interfaces will 

immediately tell 
impatient consumers 

just what they need to 
know. A term attributed 

to Misfit Wearables CEO 
Sonny Vu, the glanceable UI 

has become standard in wearable 
technologies, which use LED lights to denote 
information.

42	Glassware	 When Google Glass goes 
on the market in 2014, “Glassware” 
will take on new meaning: apps 

that add functionality to the tech-enabled 
spectacles. In advance of a Glassware store 
opening up, Google has been approving a 
range of these apps. Glashion, for instance, 
lets Glass wearers find visual matches online 
when they snap images of products they 
like, as well as links to relevant retailers. 

Based on the weather, CamelBak’s Thirst tells 
users how much water to drink and sends 
reminder alerts. GlassFit gamifies fitness with 
augmented reality mini-games. Watch for a 
range of creative ideas that make full use of 
the unique qualities inherent in the wearable 
gadget.

43	Godless	Congregations	 Religious 
affiliation is declining in countries 
including the US and the UK, and 

with it a key source of community. Filling the 
vacuum are church-like communities like 
Sunday Assembly and the Calgary Secular 
Church that aim to bring people together 
without the central belief in a deity. These 
congregations give the unaffiliated a way 
to reap the benefits that come with ritual 
gatherings and the community they offer.

44	Google	Glass	Etiquette  With a novel 
technology comes the hammering-
out of new social norms. Since 

Google Glass wearers can easily photograph 
or record what they’re seeing, quietly access 
information from the web or get distracted 
by a stream of digital information, good 
manners will dictate removing them in various 
intimate, social or business contexts. Some 
establishments are already banning the new 
technology, but the more considerate users 
won’t need to be told when to take them off.

45	Hacking’s	New	Frontier	 We have 
virus protection for our computers 
and mobile devices; soon we may 

need them for our refrigerators, thermostats 
and cars. As more objects evolve into tech-
infused smart devices with interactive 
functionality, they’ll become newly vulnerable 
to hackers. Cars, for instance, could become 
moving targets, creating havoc. In the US, the 
Defense Advanced Research Projects Agency is 
looking into ways that automakers can ensure 
against attacks. The home is the most at-risk 
sphere, as home security systems and smart 
TVs are relatively easy to compromise.
 

46	Haptic	Technology	 Haptic, or 
touch feedback, technology uses 
stimulation like vibrations, small 

electrical charges or pressurised air to extend 
digital experiences into the physical realm. 
A Disney Research project, Aireal, simulates 
touch using a ring of pressurised air emitted 
from a tiny gadget mounted on a computer. 
One initial application is in cars: automakers 
are adding haptic feedback to touchpads—
helping drivers to keep focused on the road. 
There’s also potential for marketers: a popular 
Huggies campaign in Argentina involved 
a haptic waistband that allowed a man to 
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experience the way his pregnant partner could 
feel the baby moving.

47	Hashtag	Fatigue  They’re consuming 
our Twitter feeds and Facebook 
accounts, but hashtags may not be 

all that useful much of the time, aside 
from giving people another way 
to prove their cleverness. 
The more that 
hashtags proliferate 
for anything and 
everything—and 
the more we 
see ‘bashtags’, 
or branded 
hashtags that 
backfire—the 
more it seems 
likely their 
usage will wane. 
#BuzzFeed agrees.

48	Heads-Up	
Movement	 
People are becoming 

more aware of how much time they 
spend—in meetings, on the street, at meals, 
during family time, etc.—with their heads 
down, immersed in mobile devices. More of 
us will make an effort to keep our heads up, 
better attuned to people and the environment, 
and ask others to do the same.
 

49	Homemade	Baby	Food	Delivery	 
Leveraging the trend of parents 
making their own baby food, a crop 

of relatively new services deliver refrigerated 
homemade food on a weekly basis for parents 
who like the idea but lack the time to make 
healthy purees, blends and snacks for their 
infants and toddlers. Petit Organics delivers in 
New York City and Chicago and is expanding 
to Indianapolis; Junior’s Fresh operates in 
New York City; and My Mummymade it 
operates in London and Hertfordshire.

50	Human	Touches  Brands will add 
human touches as consumers look 
for more personal and personalised 

elements in a tech-enabled world populated 
with global corporate concerns. The new 
online retailer Zady, for instance, sends 
handwritten thank you notes with each order. 
In Italy, Gatorade’s personal training app, 
Smash Your Limits, lets users connect with a 
trainer who can tailor a program and answer 
questions.

51	Infused	Ice	Cubes  Taking cocktail 
culture to yet the next level, 
mixologists are starting to push the 

flavours of their concoctions with infused ice: 
cubes of different shapes and sizes that are 
made with juices, fruits, syrups and herbs.

52	Internet	Safety	Nets	 In a bid 
to protect youthful internet 
users from bullying and their 

own poor judgment, there’s 
a growing movement 

to enable erasure of 
online history. A 

new California law 
requires websites 
to provide a 
way for teens 
in the state to 
remove any 
photos, videos, 
recordings and 
comments they 

have posted. A 
Do Not Track Kids 

Act introduced in 
the US Congress in 

2013 includes provisions 
for an “eraser button” that 

would let kids or their parents delete 
public-facing online information. In Europe, 
EU legislators are pushing for the “right to be 
forgotten” for people of all ages. Meanwhile, 
more state and federal governments are 
considering cyberbullying legislation.

53	Jumia  This online retailer is 
aiming to become the Amazon of 
Africa, where e-commerce is still 

in its formative stage. Based in Nigeria and 
currently offering delivery to five countries, 
the start-up has attracted a reported $75 
million from Western investment firms since 
its launch in 2012. In October 2013, the 
World Retail Congress named Jumia as the 
“Best New Retail Launch” of the year, fuelling 
co-founder Jeremy Hodara’s ambitions: “We 
are in a game to become the biggest retailer of 
Africa, not the biggest e-commerce player,” he 
told Reuters.

54	Kid-Bots  The kids category will be 
an initial entry point for relatively 
low-cost, consumer-targeted robots. 

Lego’s new Mindstorms EV3 is a $350 kit 
that lets users make motorised, programmable 
robots. Play-i is a Google-supported venture 
that’s manufacturing two small round bots 
(the pricier Bo and more basic Yana) that can 
teach kids to program, due out in mid-2014.

55	Live	Broadcasts  As big events like 
the Oscars and the Super Bowl 
continue to draw blockbuster ratings, 

a stark contrast to other broadcast offerings, 

watch for more emphasis on live shows that 
leverage real-time social media chatter and 
skirt the issue of audiences forwarding through 
ads. NBC plans to make live broadcasts of 
musical productions a holiday tradition after 
the ratings success of its live version of The 
Sound of Music. We’re also seeing an uptick in 
live commercials, like a series of improv-based 
spots that Lexus ran in fall 2013 during Late 
Night With Jimmy Fallon.

56	Makeup	Salons  With more 
pressure to look perfectly polished 
everywhere from parties to dates 

to social media profiles, watch for the rise of 
makeup salons that provide a comfier and 
less pressured setting for women 
than department store 
cosmetics counters. 
At Rouge New 
York, a new 
makeup 
salon 
started by 
celebrity 
makeup 
artist 
Rebecca 
Perkins 
and 
actress 
Stephanie 
March, a quick 
touchup costs 
$25, a basic makeover 
is $50 and prices for bolder 
looks go up from there.

57	The	Marijuana	Market  Forget tech: 
the next smoking hot industry will 
focus on a more natural product. 

In addition to the expansion of medical 
marijuana, recreational pot use is now legal in 
two US states, as well as Uruguay, with more 
regions likely to follow if these models prove 
viable. The US legal pot industry is forecast to 
surpass $2.3 billion in sales in 2014 (ArcView 
Market Research). The sector is attracting 
start-ups and private-equity funding for 
entrepreneurs selling B2B goods like growing 
tools or consumer-targeted products (edibles, 
for example) and services (e.g., Leafly, a 
hub for reviewing marijuana strains and 
dispensaries).

58	mEmployment  Mobile devices 
are becoming a tool for accessing 
employment and income-generating 

opportunities. In emerging markets, job-
matching services use SMS to provide training 
and assistance. Palestinian nonprofit Souktel’s 
JobMatch service helps people find and apply 
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for jobs via SMS messages. Users create a 
mini-CV by answering a series of questions. 
Mkazi is a similar service in Africa. People can 
also use their phones to perform ‘microtasks’, 
which companies like CrowdFlower distribute 
to armies of online contributors.

59 Messaging	Apps	As	Retail	Channel  
Over-the-top mobile messaging apps 
are becoming e-commerce platforms. 

Line, which is preparing to launch Line Mall in 
Japan, has tested the waters with an exclusive 
flash sale of a Maybelline product in Thailand. 
When China’s WeChat hosted a flash sale of 
smartphones from Xiaomi, a hot tech brand in 
the market, it sold 150 000 units in less than 
10 minutes.

60	Metadata  Revelations about 
government surveillance programs 
are bringing the term ‘metadata’ 

into mainstream usage. It refers to our digital 
footprints: when, where and to whom we 
make calls or send emails, for instance, 
as opposed to the content of those calls or 
emails. Consumers will become more aware 
of how much their metadata can reveal. 
Since algorithms can parse this data to reveal 
patterns and correlations, “many experts argue 
that metadata can actually be more revealing 
than content itself,” notes The Guardian.

61	Mindfulness	in	Classrooms  Schools 
around the globe are starting to 
teach mindfulness - being 

completely present in the 
moment - as a way to 
improve behaviour, promote 
creativity, lessen stress 
and anxiety, and teach 
social and emotional 
regulation and empathy. 
A growing number of 
resources are accessible 
for teachers, such as the 
Inner Explorer program 
and MindUP, which provide 
activities and lesson plans. A 
number of medical schools now 
offer mindfulness training for doctors, 
and business schools are also seeing potential 
in teaching the practice.

62	Minimoons  Minimoons, or mini-
honeymoons, are becoming more 
common as newlyweds ‘remix 

tradition’ by postponing their ideal honeymoon 
thanks to economic pressures, demanding work 
schedules and other practical considerations. 
Couples are taking short local trips and saving 
the extended honeymoon until flights are 
cheaper, more money is on hand and so forth.

63	Minute	to	Read	It	 Publishers have 
started giving readers a sense of how 
much time they’ll need to devote to a 

given read. Reddit co-founder Alexis Ohanian’s 
new book, Without Their Permission, bears a 
stamp declaring it’s a “5-hour read”. Online 
publishers Slate, Longreads and Medium post 
estimated read times next to articles.

64	Needle-Free	Vaccines  Several 
new technologies look set to all 
but eliminate needles from the 

vaccination process. Syringes like PharmaJet’s 
Stratis use a high-velocity ‘jet syringe’ that 
delivers the liquid through the skin. Further 
down the road, we’ll see products like the 
small Nanopatch from Vaxxas, which is coated 
with a dry vaccine; fast-dissolving films, 
akin to Listerine strips, under development 
by Aridis Pharmaceuticals; and inhalers that 
deliver vaccine to the respiratory system 
(Aktiv-Dry’s PuffHaler inoculates against 
measles).

65 Oculus	Rift	 This much-anticipated 
virtual reality headset, which maker 
Oculus VR plans to release sometime 

in 2014, puts the user inside the screen with 
an enormous field of vision. Many of those 
who have used the device have declared it 
a gamechanger. The company is focused on 
gaming, but CEO Brendan Iribe believes the 
Oculus Rift could have “therapeutic, emotional 
and educational potential”. Brands are seeing 

potential too: Nissan let attendees at 
the Tokyo Motor Show use the 

headset to design a concept 
car as they explored a 

virtual world.

66	OTT	TV	 
Whether 
they’ve cut the 

cable TV cord or simply 
want to augment their 

options, more people will 
be watching “over-the-top” 

TV - content that streams 
through TV apps, by way of 

broadband-connected TVs or Blu-ray 
players, or devices like the Roku and Apple 
TV. By 2017, 373 million households will be 
viewing OTT internet TV programming on a 
regular basis, up from 77 million currently, 
according to a Research and Markets forecast.

67	Photoshop	for	All	 With the rise 
of selfies and the pressure to look 
perfect on social media, this was 

bound to happen: a slew of easy tools to 
make photo subjects look their best. Beyond 
the standard filters, colour adjustors, resizers 

and rotators, apps like Facetune let users 
whiten teeth, remove acne and perform a little 
photographic plastic surgery. Layrs allows 
users to move photo subjects into different 
backgrounds. And Huawei’s Ascend P6 phone 
features a camera with “instant facial beauty 
support” that reduces wrinkles and blends skin 
tones.

68	Podcast	One  This podcast network 
is heavy on celebrities, offering shows 
featuring everyone from Kathie Lee 

Gifford, to former pro wrestler Steve Austin, to 
writer Bret Easton Ellis. Founder Norm Pattiz, 
who started radio giant WestwoodOne, sees a 
healthy future in selling ads within podcasts as 
audiences keep growing. Gifford’s first show, 
an October 2013 interview with Regis Philbin, 
drew 100 000 listeners on iTunes.

69	Privacy	by	Design	 As privacy 
becomes a top concern for 
consumers, it’s becoming imperative 

for companies to follow best practices. One 
set of guidelines gaining traction is “privacy 
by design”, a framework developed by 
Ann Cavoukian, Ontario’s commissioner of 
information and privacy. Seven key principles 
include embedding privacy into the design 
of IT systems and business practices, and 
taking a positive-sum rather than a zero-sum 
approach that avoids “unnecessary tradeoffs.”

70	Privacy	Marketplace	 “I see more 
and more companies that are offering 
privacy as part of their features 

or their competitive advantage, and there’s 
going to be more of that,” Wall Street Journal 
reporter Julia Angwin told us. Some services 
ensure more private communications, like 
the encrypted-messaging platforms Cryptocat 
and PixelKnot or the instant-erase apps 
Wickr and Frankly. Personal.com creates data 
lockers that let users control how much of 
their information is accessible to companies. 
The Respect Network is a personal cloud 
network that allows people to “safely store 
and share personal data with other people and 
businesses”. The open-source Locker Project 
enables developers to integrate personal data 
lockers into their applications.

71	Regional	Ethnic	Cuisine  Now 
that many diners have grown 
accustomed to ethnic cuisines once 

seen as exotic, and with foodies acquiring 
a sophisticated understanding of various 
cuisines, more restaurants will go beyond 
a country’s stereotypical basics. We’ll see 
restaurants focused on regional specialties as 
well as new restaurant formats. For instance, 
Japanese izakayas, which are more like tapas 
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bars than sushi joints, have started opening 
up around the US.

72	Robotic	Security	Guards  
As robots get more 
advanced and 

affordable, one area in which 
they will start to replace 
or supplement human 
workers is security. 
Knightscope’s K5 is 
a 5-foot roving robot 
with high-definition 
and night vision, 
laser mapping and 
thermal imaging, 
enabling it to 
detect people. 
Facial recognition 
and behaviour 
analysis 
technology 
then help the 
K5 identify 
intruders; 
detectors can 
also monitor 
for radiation 
and chemical 
and biological 
agents. 
Meanwhile, 
security 
company G4S 
Technology is 
helping to back 
a £7.2 million 
mobile-robot 
research project 
at the University of 
Birmingham. 
 

73	Role-Playing	Adventures  In line 
with our Immersive Experiences 
trend, watch for more live events 

that aim to take participants out of their 
ordinary lives for a novel adventure. For 
instance, the makers of the horror movie The 
Purge, brought the film’s dystopian future 
to life for a Halloween event in Los Angeles, 
while Outbreak Missions in Manila puts 
people in the middle of a zombie apocalypse, 
challenging them to solve puzzles and find a 
cure for the outbreak.

74	Savoury	Yogurt	 Yogurt complements 
savoury flavours just as well as the 
typical sweet flavours, especially 

tart Greek yogurt. The Pinkberry chain now 
offers fresh (not frozen) Greek yogurt in several 
savoury combinations—for instance, with 
chopped cucumber, sunflower seeds and chili 

powder. Noted New York restaurateur Dan 
Barber has started a retail line of yogurts that 

incorporate puréed seasonal vegetables 
including beets and butternut 

squash. 

75	Seamless	
Payments	 
Mobile apps are 

helping to make payments 
more seamless, speeding 
up transactions. With 
car services like Uber, 
payment is automatic 
within the app, so 
users simply hop 
out upon arrival. 
Apps from fast 
food companies 
including KFC 
(in the UK 
and Ireland), 
Five Guys and 
McDonald’s (a 
test in the US) 
let users order 
and pay in 
advance, then 
pick up their 
food without 
waiting in line. 
Square’s mobile 
wallet system 
even lets users 
set up ‘hands-
free checkout’ 

for their favourite 
places, paying with 
just their name rather 

than the phone.

76	Semiautonomous	Cars  While self-
driving cars won’t likely come into 
use before 2020, some vehicles 

are becoming semiautonomous. Infiniti, 
Mercedes-Benz and Volvo are among 
the automakers launching cars with 
features that allow drivers to remove 
their hands from the wheel. Infiniti’s 
Q50 sedan can stay in the centre of lanes 
and even handle curves while keeping a safe 
distance from the vehicle ahead. The Volvo 
XC90 will be able to drive itself in low-speed 
conditions if it has a car to follow, brake 
automatically before hitting pedestrians, and 
steer away from barriers and road edges. 
These incremental advancements will pave 
the way for consumer acceptance of fully 
autonomous vehicles.

77	Sensory	Literacy	As	Core	Curriculum  
While today’s education system 
emphasises various kinds of literacy 

(with text, with computers, etc.), tomorrow’s 
core curriculum will need to include sensorial 
literacy - and much of that is visual, according 
to Brian Kennedy, director at the Toledo 
Museum of Art. As we shift to a visual 
vernacular, watch as more schools develop 
new programs aimed at teaching people how 
to speak visually.

78	Sight-Running  This emerging travel 
trend keeps tourists in shape while 
they see the sights. Companies 

offering running tours are popping up in cities 
around the globe, from Go! Running Tours in 
Barcelona to City Running Tours in New York. 
Royal Caribbean recently hosted a Royal 5K 
cruise that included training on the ship and 
running a 5K race in St. Maarten.

79	Smart	Vending	Machines  The 
traditional coin-operated vending 
machine will increasingly be replaced 

with interactive machines featuring digital 
screens, Wi-Fi, sensors, video cameras and 
phone-charging stations. These capabilities 
enable the machines to accept credit card or 
mobile payments and interact with consumers 
in various ways. Beyond simple marketing 
messages, they open the door to game-based 
promotion, sampling, social media sharing, 
facial recognition and other unique features. 
While smart vending machines are much 
costlier than traditional machines, Frost & 
Sullivan forecasts that some 2 million of them 
will be operational by 2018.

80	Snail	Slime  The quest for powerful 
but natural beauty ingredients has 
landed on an unlikely substance: the 

mucus excreted by snails, which is packed 
with anti-aging and moisturising agents. 
Already a popular beauty treatment in some 
Asian and South American countries, snail 
slime is taking off in other regions. Another 
option for true believers: a facial in which live 
snails are placed on the forehead and cheeks.
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81	Sochi’s	Third	Coming  Can a Winter 
Olympics turn subtropical Sochi into 
a year-round destination? Vladimir 

Putin is betting on it, despite the twin 
controversies of gay rights and Edward 
Snowden. He’s wagering some 
$50 billion—the most ever 
spent on an Olympics—
that the world’s 
spotlight will be 
enough to usher in a 
‘third phase’ for this 
year-round resort 
set on the Black 
Sea coast, with the 
Caucasus mountains 
as backdrop. It also 
gets another go in 
2018, when Sochi 
hosts some of the FIFA 
World Cup games.

82	The	Social	Divide  Western 
societies are polarising into haves 
and have-nots: a cohort of fortunate 

consumers is thriving post-recession, while 
a larger segment is struggling. “Over the last 
30 years, economic inequality in the United 
States has returned to levels last seen in 
the 1920s,” says the Washington Center for 
Equitable Growth, a new think tank focused 
on the issue, founded by political adviser John 
Podesta. While Europe’s wealth gap is smaller, 
austerity is leaving many in poverty. The Red 
Cross saw a 75% rise in Europeans relying 
on its food aid from 2009-2012 and says 
that at least 43 million aren’t getting enough 
food each day. The consumer market will 
increasingly reflect this new reality.

83	Soju  This distilled spirit usually made 
from rice has a slightly sweet taste, 
a low alcohol content and a relatively 

low price for the category. Soju is so big in 
its native South Korea and some other Asian 
markets that the most popular brand, Jinro, 
has been the world’s top-selling spirit for some 
time. Now Jinro is seeking global fans, hiring 
K-pop star Psy as part of a marketing push.

84	Speaking	Visually  At a time when 
consumers are shifting to a visual 
vocabulary that relies on photos, emojis, 

video snippets and other imagery—one of our 
10 Trends for 2014—brands will increasingly 
communicate with images more than words. This 
will apply both in the digital world and offline, 
where visual cues will complement or replace 
text everywhere from packaging to menus and 
instruction manuals. The labels on Motif Wine 
bottles, for example, feature no copy, just different 
graphics for each varietal.

85	Sports	Mashups  We spotlighted 
“Flo-yo” (standup paddleboarding 
combined with yoga) on our 2012 

list of Things to Watch, and now we’re seeing 
a whole crop of sports mashups. 

There’s aerial yoga, another 
item on this year’s list; 

footballgolf, played 
with a soccer ball 

on a golf course, 
which already has 
an international 
governing body; 
and ski-surfing, 
a still-niche 
endeavour in which 
a wave becomes a 

moving slope. Look 
for more of these 

mashups as consumers 
seek increasingly unique 

recreational experiences.

86	Stealth	Health  Some restaurant 
chains are working to improve 
the quality and nutrition of their 

offerings—cutting back on sodium and 
preservatives, for instance—but instead of 
trumpeting efforts that will help appease 
critics, they’re hoping diners don’t notice. 
“We call it stealth health,” explains a 
Chick-fil-A dietician. “We didn’t necessarily 
want the customer to know we’ve tweaked 
their favourite product.” And given the sad 
reputation of traditional “health food,” even 
health-oriented chains like Lyfe Kitchen and 
Seasons 52 are downplaying their unique 
selling proposition. “We don’t sell health, we 
sell taste,” says a Lyfe spokesman.

87	Survival	of	the	Focused	 Multitasking 
has become the de facto mode for 
today’s always-on culture, giving rise 

to the phrase “hypertasking.” We’re texting 
while walking, tweeting while watching TV, 
checking Facebook and emailing during 
meetings. But more and more research points 
to the downside of distraction; we’re frazzled, 
jittery and unlikely to be doing any one thing 
particularly well. Those who can shut out the 
noise and focus on what’s most important 
are both healthier and more successful. To 
help with focus, we’ll see people turn to old 
techniques like meditation and new tools 
like neuroheadsets (for example, InteraXon’s 
upcoming Muse) that can help train the brain.

88	Tablet-First	TV	 TV-viewing habits are 
shifting dramatically as more viewers 
migrate to online platforms, notably 

mobile devices, a trend most pronounced 
among Millennials and Gen Z. We’ll see 

traditional broadcast 
brands start to 
change their 
practices and 
adopt a 
tablet-first 
approach. 
In fall 
2013, 
MTV 
released 
the entire 
season of 
the new series 
Wait ’Til Next 
Year via its mobile 
app a week before the 
show’s broadcast premiere. 
And Disney released the first nine episodes of 
a series for pre-schoolers, Sheriff Callie’s Wild 
West, on the WATCH Disney Junior app and a 
related website; the series won’t run on TV until 
early 2014.

89	Techno-Paranoia  As more sci-fi 
visions of the future start coming to 
fruition— self-driving cars, billboards 

that recognise us, remotely controlled homes 
and so on—a growing number of people 
will become wary of technology. While 
not full-blown Luddites, this cohort will 
develop a paranoia around tech and opt out 
wherever practical, thanks to fears of worst-
case scenarios: Big Brother-style invasion of 
privacy, hackers wreaking havoc, etc.

90	Telediagnostics	 Camera-equipped 
phones and tablets are becoming 
tools for diagnosing medical 

conditions. Peek is a system for diagnosing 
eye problems that uses a smartphone camera 
that users place over the eye before snapping 
photos; these are sent to experts who can 
offer a diagnosis and suggest a course of 
treatment. MobileOCT harnesses digital 
cameras to help screen women for cervical 
cancer. SkinVision is an app that allows users 
to determine whether suspicious freckles or 
moles are dangerous. Using uChek, patients 
with diabetes, liver problems or various other 
issues can insert a test strip into their urine 
and take a photo, then the app analyses the 
colour and reports back results.

91	Telepresence	Robots  Robot avatars 
enable people to be in two places 
at once thanks to remote-controlled 

devices that feature screens elevated to 
human height, microphones and webcams. 
Several companies in this space are targeting 
the enterprise market, among them Suitable 
Technologies, with its Beam device; VGo; 
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iRobot (the Roomba company) and its 
Ava concept; and Anybots, which calls its 
avatars “Virtual Presence Systems.” There’s 
interesting potential for marketers too: Coca-
Cola and San Pellegrino have used avatars in 
novel campaigns.

92	Traditional	Folk	Clothing  
Globalisation and the rapid change 
inherent in modern life are driving 

renewed interest in heritage in many parts of 
the globe and a new affection for traditional 
clothing. People are mixing the past with 
the present, giving tradition a current spin 
and helping to keep it relevant. In Mexico, 
for instance, it has become chic to mix 
traditional folk clothing with current fashions 
in an unexpected way. And in Germany, 
young people are embracing lederhosen and 
dirndl dresses— traditional garments found in 
Bavaria and Austria—and sometimes opting 
for unique designer versions.

93	Ugly	Produce  Proudly Imperfect, 
the lumpy form of an heirloom 
tomato or gnarled carrots at a 

farmers market are gaining more 
appeal than the prettier 
produce commonly seen 
at supermarkets. And 
in Europe, there’s 
a movement 
afoot to reduce 
food waste 
by selling 
rather than 
discarding 
imperfect 
produce. 
Austrian 
chain Billa 
now sells 
a private-
label line of 
‘nonconformist’ 
produce dubbed 
Wunderlinge, a 
made-up word that 
combines the terms 
for ‘anomaly’ and ‘miracle’. 
German retailer Edeka has tested selling 
ugly produce at a discount, branded as 
“nobody is perfect”. UK magazine Delicious 
is encouraging readers to buy imperfect 
produce and speaking out against regulations 
governing the appearance of produce sold in 
stores.

94 Unconventional	Models	 With 
more brands featuring ‘real people’ 
and a range of body types in their 

marketing, some are pushing the idea further 

and showcasing body abnormalities. Moffy, 
a cross-eyed brunette, has signed as the 
new face of Storm Models, the agency that 
discovered Kate Moss. British department 
store Debenhams enlisted a diverse array 
of real people for its summer 2013 look 
book, including some with missing limbs; 
the retailer declared that “anyone can look 
fabulous in our range”.

95	Vaping	Lounges  At vaping lounges, 
smokers of e-cigarettes can hang 
out and “vape” (inhale the nicotine-

steeped vapour that e-cigs emit) and peruse 
and sample the wide array of brands, 
accessories and flavours on the market.

96	Vegetable	Co-Stars  Veggies 
are gaining a higher profile on 
restaurant menus thanks to the 

broadening emphasis on farmers-market 
ingredients, consumers’ rising inclination 
to eat less meat, and chefs who see new 
opportunities to get creative.

97	Verified	Reviewers  
Online reviews, 
the digital version 

of word-of-mouth, are 
notoriously unreliable: 

some 10–15% 
of social media 

reviews 
are fake, 
according 
to a 2012 
Gartner 
estimate. 
We’ll see 
more sites 
showing 
which 

reviewers 
aren’t 

hiding behind 
pseudonyms 

(akin to Amazon’s 
Real Name badge) or 

simply including real names 
as a default, as Google Play does. 

Bazaarvoice now offers a Trust Mark logo for 
authenticated reviews.

98	Virtual	Stickers	Come	to	Life  The 
charismatic cartoony characters 
featured in stickers offered by 

messaging apps like Line and KakaoTalk will 
find new platform - much as Rovio’s Angry 
Birds characters have extended beyond 
games into cuddly toys, computer games 
and even a theme park. In Japan, Brown 
the Bear, Cony the Rabbit and other Line 

characters are available as stuffed toys, in 
books and on stationery, and featured in a 
cartoon series, Line Town.

99	Xbox	Programming  Microsoft is 
joining Netflix and Amazon in the 
original-series game. Due in early 

2014 is a slate of programming that seeks to 
start fulfilling Microsoft’s aim to make the Xbox 
One a home-entertainment hub. Among the 
offerings: a show based on the console’s core 
Halo franchise, executive-produced by Steven 
Spielberg, and a documentary soccer series, 
Every Street United, tied to the World Cup.

100	Xiaomi  Described as the ‘Apple 
of China’, Xiaomi quickly gained 
brand loyalists (known as Mi 

fens) after entering China’s smartphone 
market in 2011. With help from former 
Google exec Hugo Barra, now VP of Xiaomi 
Global, the company is looking to expand 
internationally, starting with Southeast Asia. 
Xiaomi’s $10 billion valuation is due in part 
to its low prices (it sells at close to cost) and 
innovative sales and marketing approach: 
It’s known for flash sales and for turning 
platforms like the messaging app WeChat 
and microblogging site Sina Weibo into retail 
channels. Xiaomi also incorporates user 
feedback into designs and releases a new 
version of its OS each week to keep Mi fens 
excited.
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For more information, visit www.smmeconference.com or contact 021 180 4111

CAPE TOWN
24 MARCH 2014

Cape Town International Convention Centre
Delegate Cost: R990 EX Vat

South Africa’s leading marketing and communication conference 

IMC Conference blew me away. It was very insightful, relevant 
and well organised and is one of the conferences that every 
marketer should attend. It represents a whole new world of 

possibilities in solving brands challenges.
- Anna Oliphant - 

Brand Manager at TIA

9-10 JUNE 2014
CAPE TOWN

Cost R 4999 EX VAT

DELEGATE PACKAGE
• 8 Keynote Presentations
• 8 Workshops
• Lunch
• Tea, Coffee, Refreshments and snacks
• Wi-Fi throughout the venue
• Complementary parking

For more information, visit www.imcconference.com or contact 021 180 4111

JONTY 
FISHER
Managing Director and 
Strategy Director
BLETCHLEY PARK

MELISSA 
ATTREE
Creative Director
CEREBRA

KOO 
GOVENDER
CEO
VWV GROUP

GARY 
LEIH
Founder, CEO
OFYT

AIDAN 
BAIGRIE
Client Partner
FACEBOOK

JERRY 
MPUFANE
Chief Executive Officer
THE JUPITER 
DRAWING ROOM

LANI 
CARSTENS
Managing Director
JOHN BROWN 
MEDIA SA

DAVID 
MOFFATT
Managing Director
HELLOCOMPUTER

Cape Town International Convention Centre

SPEAKERS INCLUDE

The Small Business Growth Conference is designed for small business owners who are looking to effectively maximise business 
opportunities, understand industry trends and strengthen their operations. Industry leaders from various sectors will present case 
studies and facilitate interactive discussions on building strong business strategies, identifying challenges and driving commerce 
solutions using four major business focuses, namely:

       • BUSINESS STRATEGY: Product development and positioning
       • FINANCE: Financial Management
       • OPERATIONS AND LOGISTICS: Efficient flow of products and services
       • PROMOTION: Sales and marketing optimisation

DELEGATE PACKAGEEXHIBITIONS
Top suppliers for Small Businesses will exhibit their products 
and/or services. Here attendees will have the opportunity to 
question, examine and compare the performance of 
competitive suppliers.

• 8 Keynote Presentations
• Access to exhibitions
• Morning, Mid-Morning & late afternoon Coffee / Tea & snacks 
• Lunch
• Networking session with drinks & snacks

SPEAKERS INCLUDE

REBECCA 
CRONJE
Founder
Cultivate 
Communications

CATHERINE 
WIJNBERG
Founder and 
Director
Fetola

MIKE 
JOUBERT
Chief Executive 
Officer
The BrandsRock 
Group

LEON 
LATEGAN
Founder
Conversion 
Camel

MARCEL 
KLAASSEN
Executive: Head of 
Growth
FNB

KGOMOTSO 
MORE
Principal 
Consultant
Change Tactics

PRECIOUS 
MVULANE
Managing 
Director
GAD Consulting 
Services Inc

PAUL 
HOBDEN
Head of Small 
Business
MWEB

•  KEYNOTES: Top industry speakers selected from various communication backgrounds will share case studies on integrated 
    marketing campaigns, highlighting their experiences.

•  WORKSHOPS: Leading marketing agencies will facilitate interactive discussions formatted in such a way which allows delegates 
    to customize their experience, by selecting workshops that would meet their specific communication needs.
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W
hen clicking 
through an 
image library 
recently on 
the search 
term ‘Africa’, 
the first 

images displayed were of poverty, war – and 
the ubiquitous wildlife. This commonly held 
narrative on Africa is slowly being overtaken as 
the continent begins its own retail renaissance, 
driven by a rising middle class consumer.

“And while the ‘traditional’ African 
narrative of hardship and struggle will still 
contain elements of truth (macro-scale 
challenges such as the lack of constant 
electricity or under-developed manufacturing 
industries won’t disappear overnight), there 
will be huge opportunities on the continent 
for creative, daring and savvy brands, both 
domestic and global,” says Trendwatching.
com in its recent trend bulletin on Africa.

McKinsey’s Africa Consumer Insights 
Center reported that Africa’s “consumer-
facing” industries were expected to grow by 

more than $400 billion by 2020 – which 
would account for more than half of the total 
revenue increase that all businesses are 
expected to generate in Africa by the end of 
the decade.

However, a lack of research into the 
African consumer’s habits and behaviours 
means that many brands don’t know how to 
translate opportunities in Africa into business.
This is what McKinsey identified:
•	 Africans are exceptionally optimistic about 

their economic future – 84% say they will 
be better off in two years.

•	 Internet use is far greater than anticipated 
– more than 50% of urban Africans say 
they have accessed the internet in the last 
four weeks (which is on par with reported 
usage in Brazil and China).

•	 African consumers demand quality 
products and are brand conscious, belying 
the view that the continent is a backwater 
where companies can sell second-rate 
merchandise.

•	 African consumers want the latest fashions 
and a modern shopping experience.

Trendwatching.com identified five consumer 
trends in Africa for 2014:
1.	 For	Africa	By	Africa	(FABA):	African 

solutions to African challenges done the 
African way. First the numbers - every 
three years, life expectancy on the 
continent increases by a year (Renaissance 
Capital, July 2013); and 11 out of the 
20 fastest growing countries globally 
are in Sub-Saharan Africa (World Bank, 
January 2013). Both local and global 
brands recognise that there must be a 
local element to services and offerings. 
“Because for more conscious consumers, 
not only are FABA innovations, products 
and services more suited to their needs, 
but in many cases, they are also closely 
linked to ethical and/or sustainable 
business practices. This is especially true 
when these offerings make use of local 
resources such as homegrown talents, 
workforces or materials.”

2.	 Mobile	Roaming:	The other ‘mobile’ to 
watch in Africa in 2014 is transportation. 
Transportation solutions are sorely needed 

thE siNglE-lARgEst busiNEss oPPoRtuNity 

iN AFRicA is its RisiNg coNsumER, sAiD 

mckiNsEy iN 2012 AND WE’vE hEARD littlE 

ElsE siNcE. but hoW DoEs this tREND 

tRANslAtE iNto ActuAl busiNEss? 

africanconsumer*

rise

t r e n d a f r i c a
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on the continent for individuals travelling 
more, as well as for brand logistics. 
“Expect 2014 to pave the way for a boost 
in commuter freedom, logistical flexibility, 
and better (in both senses: more effective/ 
efficient and higher quality) travel options as 
new systems, vehicles, amenities, services 
and novel apps begin to take shape.”

3.	 Civil	Info-nation: Why Africans will embrace 
even more accurate, empowering, objective 
and timely information in 2014 is due to the 
rise in online activism and an expectation 
of independent media as the watchdog 
against Government corruption, as well 
as transparent current affairs. “(Brands) 
thinking further ahead will already be 
considering how information transparency, 
access and objectivity will reshape consumer 
expectations around all dimensions of 
business practices and behaviour.”

4.	 Africa	(Collabo)rising:	Savvy African 
brands will continue to rise by 
collaborating with others as consumers 
want more services and more deals 
from brands. global brands 
arE also Easing into somE 
markEts by tEaming up with 
succEssful local brands. As 
Trendwatching.com explains: “Despite the 
continent’s boom, many local brands in 
other industries lag behind and at times 
lack the capital or resources to efficiently 
reach or deliver services to their ever-
more expectant target market. Consumers 
therefore will welcome telecoms and 
financial services companies that use their 
networks and distribution channels to 
deliver new, much-needed products and 
services alongside their own, as MTN did 
with Kenya Airways.”

5.	 Remotely	Great:	Why great brands will 
be rooting for the hard to reach in 2014. 
The continent is urbanising rapidly. Sub-
Saharan Africa’s 3.6% annual urban 
growth rate is almost double the global 
average (United Nations Population 
Division). However, 63% of people still 
live in the rural areas. Inventive solutions 
are needed for those in remote areas, says 
Trendwatching.com: “These consumers 
will be forever loyal to brands that share 
their philanthropic burden of bettering 
their community, and do so on a more 
grassroots, sustainable and ethical scale.”

consumer*

of the 

Sources:
McKinsey & Company: The rise of the African consumer. 
October 2013. www.mckinsey.com/global_locations/africa/
south_africa/en/rise_of_the_african_consumer
Trendwatching.com: 5 Must-know African consumer trends to 
run with in 2014. January 2014. http://trendwatching.com/

africa/trends/5trends2014/
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The world has changed. And so has the environment that your business operates in. 
For those who are able to adapt, the new media landscape offers ample opportunity

to market themselves to consumers in ways that are better 
-  for your brand and your bottom line, as well as for the world we live in.

 To learn about our accessible, effective and sustainable approach to Branding, 
mail us at brand.better@2waystreet.co or call Liezl-Mari on 072 279 1680.

www.2WAYSTREET.co

brand.better@2waystreet.co


The world has changed. And so has the environment that your business operates in. 
For those who are able to adapt, the new media landscape offers ample opportunity

to market themselves to consumers in ways that are better 
-  for your brand and your bottom line, as well as for the world we live in.

 To learn about our accessible, effective and sustainable approach to Branding, 
mail us at brand.better@2waystreet.co or call Liezl-Mari on 072 279 1680.
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F
ormerly with Added Value, 
Dr Inka Crosswaite’s 
recently launched IC 
Semiotics, a consultancy 
providing strategic cultural 
insight, looks at trends 
unique to the South African 
consumer in particular, 

exclusively for TRENDAFRiCA.
“We believe that a trend is only one expression 
of cultural change - without knowing what 
drives this change, trends are meaningless for 
brands. Beyond the drivers hide desires, changed 
behaviours and needs which give us essential 
insights to develop strategic insights.”
Her research product, IC Pulses, researches those 
key drivers. Here are her pulses for 2014:

MADE IN AfRIcA 
TREND:	Africa is on the rise. African countries 
increasingly export their brands and products 
within Africa and collaborate with each other to 
create truly African brands.  
TREND	DRIVER:	The development of more 
modern and creative expressions and lifestyle, 
inspired by African culture and traditions. 
Economic growth in Africa.
PEOPLE’S	VALUES:	Pride; sophistication; 

power; growth.
EXAMPLES: 
iCow is a 
mobile app that 
allows farmers 
to register their 
cows and get access 
to veterinary care, 
feeding schedules, 
current market prices and 
other support features. It was 
invented by a Kenyan farmer. Then there 
is Bamboo, a Nigerian tablet mixed with South 
African smartphone devices created for Africa, 
and having features such as dual SIM card ports 
which truly shows that they understand their 
market.

fLAUNT My STyLE
TREND:	South Africans love to show what 
they have got. Success is measured in terms 
of assets. In-your-face, high-priced brands are 
highly valued.
TREND	DRIVER: Recognition, respect and 
standing out from the crowd counts high as 
pressure to succeed is strong in SA society. It is 
all about showing others that one has achieved. 
PEOPLE’S	VALUES: Recognition; respect; 

sophistication; 
being part of the 
It-crowd.
EXAMPLES: Local 

celebrities, Khanyi	
Mbau and Kenny	

Kunene embody the 
rich It-crowd who live a 

life of extraordinary luxury. 
The launch of Luminance 

wasn’t without controversy, but 
it is the first South African fashion and 

lifestyle department store for people who desire 
world-class quality, luxury and beauty.

fLIghTS Of fANcy
TREND:	South Africans crave brief moments of 
indulgence – of joy, excitement and fantasy. 
TREND	DRIVER: Increasing pace of life and 
limited opportunity to take elongated breaks 
results in the need for ‘bite-sized’ moments of 
entertainment in between bursts of activity.
PEOPLE’S	VALUES:	Rewards; self-indulgence; 
escapism.  
EXAMPLES: Accessible	Luxury - luxury brands 
broaden their product ranges to become more 
accessible, e.g. a Louis Vuitton purse or key ring, 
as opposed to a Louis Vuitton bag. Myatt	Café, 

cultuRAl ANthRoPologist AND sEmiotics 

sPEciAlist, Dr Inka CrosswaIte ExPloREs 

WhAt DRivEs cultuRAl chANgE AND tRENDs 

iN south AFRicA AND FuRthER AFiElD oN 

thE coNtiNENt oF AFRicA.
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Cape Town, offers a deluxe chocolate experience 
for special indulgence. 

LOcALISM
TREND:	Examining culture with affection and 
humour, more optimism and pride in South 
‘Africanness’ is emerging with stronger support of 
local goods and neighbourhoods.
TREND	DRIVER: Globalisation was forging a 
homogenous global identity and it has reached 
its tipping point. People are looking for the 
authenticity in ‘local’ and the familiar.
PEOPLE’S	VALUES: Authenticity; pride; 
familiarity. 
EXAMPLES: Afro chic – fashion label Stoned	
Cherrie	has a strong South African flavour. The 
clothing is inspired by local culture and political 
history. Afro luxe – a marriage between a very 
modern world and a very traditional world. It is 
not an international expression with an African 
spin. Instead, it is modern African luxury.  

ThRILL Of DIScOVERy
TREND:	Discovering the secret and the unique, 
venturing off the beaten track.
TREND	DRIVER: Advancements in mobile 
technology allows us to access any information. 
As information is democratised, nothing is secret 
anymore. People are re-creating moments of true 
discovery to add mystery to the otherwise ‘open’ 
world.   
PEOPLE’S	VALUES: Excitement; surprise; 
exclusivity.
EXAMPLES: Spier	Wine	Estate launched The 
Secret Festival, where secrets of all kinds are 
revealed – from secret ingredients and family 
recipes, to South Africa’s best-kept wine secrets. 
It all ends with a dinner at the home of a top 
secret host in Stellenbosch.

NEW EXpERTS
TREND:	Gaining new abilities and knowledge; 
becoming your ‘best’ self. 
TREND	DRIVER: Status symbols have become 
more diversified. Status is no longer just about 
consumption and material possession but also 
about know-how.
PEOPLE’S	VALUES: Sophistication; trendiness; 
being in the know.
EXAMPLES: Nederburg	Taste	Theatre gives 
people the opportunity to taste wines and foods 
to get the full taste experience and be educated 
at the same time. 

AT pLAy WITh ThE pAST
TREND:	Instead of sheer longing for the past, the 
past serves as inspiration for what is to come.
TREND	DRIVER: Modern life has become 

complicated and fast. The past appears slower, 
more basic and familiar. It is like an anchor.
PEOPLE’S	VALUES: Authenticity; familiarity; 
inspiration.
EXAMPLES: A cutting edge interior design range 
of repurposed furniture and lighting started by 
South African Katie	Thompson. Each piece is 
infused with its own previous character, but with 
a new function. The	Holmes	Brothers fashion 
brand puts a very modern spin on old fashion.

DEMOcRATISATION Of cREATIVITy
TREND:	People are stretching their 
creative boundaries, they want to 
be inspired and involved in new 
forms of creativity and creative 
consumption.
TREND	DRIVER: Adoption 
of technology, which 
makes it easier for people 
to learn new skills.
Brands are increasingly 
engaging people by 
making them part of 
product production and 
development processes.
PEOPLE’S	VALUES: Self-
expression; inspiration; originality.
EXAMPLES: Kumanov	Cosmetics 
invites customers to create their own fragrance 
in a 3-hour fragrance workshop. Havaianas lets 
people design their own pair of flip-flops. 

VENUS pOWER
TREND:	Women are on the rise, their 
independence and confidence allows them to 
enter traditional male areas to make a success 
and to show that they have a say. 
TREND	DRIVER: As life becomes more complex 
and established social structures break down, 
people have less strict conventions to follow. 
PEOPLE’S	VALUES: Empowerment; 
emancipation; recognition.

OpTIMISINg hEALTh
TREND:	People are proactively monitoring 
and optimising their health. Technology allows 
monitoring, charting, assessing and maximising 
health. Sport and exercise are no longer either 
purely physical or purely functional and people 
seek a total experience that is socially and 
physically enriching.
TREND	DRIVER: People are more informed and 
increasingly aware of how their bodies work, 
seeking tailor made solutions to optimise 
health. Health is an indicator of a successful 
life and a forward thinking individual. It is 
also about the experience economy: exploring 

physicality and pushing the boundaries of new 
physical experience.
PEOPLE’S	VALUES: Fitness; wellbeing; body 
perfection; beauty; excitement; new experiences; 
connectivity.
EXAMPLES: South African JOM ethnic 
cosmetics is the first company to receive the 
EU Ecolabel of environmental excellence. 
According to their website, worldwide only 
one other cosmetic brand has achieved this. 
AfriDoctor, an app for Nokia smartphones, 

allows users to take a picture of 
their visible condition, it is 

forwarded to a panel 
of doctors from 

Health24 who 
reply within 48 
hours with their 
‘diagnosis’. 
Adventure	
Boot	Camp 
offers women 
extreme 

workouts and 
togetherness.  

Mobile life
TREND:	New 

technologies have entered 
all parts of life and allow people to 

manage their lives 24/7.
TREND	DRIVER: There is nearly one mobile 
phone for every South African. The phone is 
not only used for conversations, it is the main 
gateway to data. Mobile web use and social 
networking have grown fast.
PEOPLE’S	VALUES: Convenience; efficiency; 
connectivity; immediacy.
EXAMPLES: Life Mapping – constant connection 
and communication means that people are able 
to document their lives as it happens.

cROWD pOWER
TREND:	The rise of technology is enabling 
people to unite around issues, organise protest 
action, crowd fund and to stay informed. 
TREND	DRIVER: Economic uncertainty and 
political instability. Growing dissatisfaction with 
the current system and its inequalities.
PEOPLE’S	VALUES: Empowerment; 
transparency; courage; empathy.
EXAMPLES: Crowdba is a Nigerian crowd 
funding platform designed for Africa. The 
platform helps people get funding for their 
cause and entrepreneurial  activities. 
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of 

PAgE
TwENTy FivE

People are more 
informed and increasingly aware 
of how their bodies work, seeking 
tailor made solutions to optimise 
health. Health is an indicator of a 

successful life and a forward 
thinking individual.

Dr Inka Crosswaite, IC Semiotics
ic.semiotics@inkacrosswaite.co.za *
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T
op trends among 
South Africa’s 
industry executives 
include the rise of 
video marketing 
as the internet 
becomes all 
about the visual 
experience; more 
focus on the 

human element as consumers become more 
powerful due to the tools they have access to, 
to destroy brands – and even Governments; 
the integration of all media; significant 
growth in online shopping; and is 
2014 the ‘Year of Content’?

JOhN DIXON, Draftfcb South Africa 
former group chief executive 
officer (who joins BrandsRock 
as CEO on 1 March 2014): “The 
trend towards video marketing will 
continue unabated. We all know that video 
and images are more compelling content than 
text in the social media context. I expect to see 
the continued proliferation of really short video 
content or ads that are optimised for social media 
platforms like Facebook and Twitter. Instagram 
now carries video options as well. Expect to see 
Vine’s use by marketers grow in 2014 too.”

ANDREW WELch, Y&R SA chief executive 
officer: “The gap between desired and delivered 
customer experience has never been fully or 
consistently bridged. If customers expressed a 

zero tolerance towards 
it before, prepare for 
it to be more than a 
simple expression in 
future. We will enter 
the age of ‘Zero 
Tolerance Squared’ 
– this is community-
empowered, 
demonstrable, 
non-negotiable, voting-
with-our-feet-and-wallet, 

reputation-destroying 
intolerance. As 

customers expect 
and demand more - brands, 
products, services, political parties, 
public figureheads, etc. - should be 
prepared for unprecedented levels 

of scrutiny and interrogation. 
Failure to deliver against 

desired expectations will 
correlate directly with the damage 

inflicted.”

gRAhAM cRUIKShANKS, TBWA\ SA 
director of Africa Operations: “I think we’ll 
probably see a far greater up-take of digital 
marketing among clients across Africa. Many are 
already playing in the social media space, but 
without a long-term holistic view. My feeling is 
that this is going to change, with clients taking 
a far more considered view of digital, adopting 
a longer-term approach to social media and 
starting to integrate digital marketing in their off-

line campaigns in a far 
more substantial way.
The reasons for this are 
two-fold - firstly the 
quantifiable ROI in 
digital marketing will 
become more and 
more appealing to 
the African marketer 

and their relatively 
smaller budgets.  

Secondly, the continent 
has always had a pre-

disposition toward consumer 
events and brand experiences to 

convey brand messages.

KRIShNA MOTUKURI, spree.co.za CEO: “Expert 
curation will be the defining trend for 

e-commerce in 2014. Online 
retailers are gaining a better 
understanding of who their 
customers are and presenting 
items relevant to them. 
The new players will focus 
on limiting their selection 

to products hand-picked by 
experts – internal or external. 

The result is a less cluttered and 
faster shopping experience for customers. In 
addition, a smaller, more focused selection 
will allow the new players to significantly 
enhance the content around each product, 
offering an inspirational shopping experience 
to customers.”

tRENDAFRicA AskED lEADERs iN thE south 

AFRicAN mARkEtiNg commuNicAtioNs 

iNDustRy FoR thEiR biggEst tREND FoR 

2014. cuRAtED by LouIse MarsLanD.

industry
Key

t r e n d a f r i c a
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Lange Strategic Communication 

managing director: “Truth. Corporate 

truth: consumers are sick of being misled. 

They don’t have to believe us anymore. 

Citizen journalism, citizenry, access to 

information… means that everything 

you do has to be authentic,

real and true.”
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Colwyn elder, Y&R strategy director: 
“Human-centred – from user centred to user 
generated to user experience, we will continue 
putting the person at the centre of the process. 
This brings more focus on the process itself 
and less on the outputs.”

Gordon Patterson, Starcom MediaVest Group 
(SMG) group managing director: “We are in 
a multi-screen commercial environment yet 
much of our industry continues to separate 
platforms. this myopic approach 
not only fails thE commErcial 
ambitions of thE advErtisEr 
but ignorEs thE bEhaviour of a 
growing numbEr of consumErs. 
Global thinking, increased pressure on 
delivering even better ROI performance year 
on year will ultimately force common sense 
to prevail. Digital will assume its rightful 
place as a direct competitor/’complimentor’ to 
traditional television. As this happens we will 
however need to understand the value of the 
engagement. I feel the opportunity to engage 
will make digital more powerful, however I 
have some concerns about digital’s ability to 
deliver immediate commercial reach… given 
current digital strategies.”
 
CHris botHa, The MediaShop group managing 
director: “Programmatic buying: in essence, 
blind media buying of audience. Clients are 
realising that for many – a rating is a rating, 
is a rating. In other words – cherry picking 
of television programmes at a very high CPP 
is not beneficial, when inventory buys can 
deliver far better results. In digital it is huge 
already, with clients seeing the value in buying 
impressions at amazing prices, instead of site 
specific buys. In all media, I believe this will 
be huge in 2014.”

nikki CoCkCroft, Woolworths group head of 
online: “2014 will be the year of the online 

shopper. We currently 
have 1.5 million online 

shoppers in SA out of 
a total of 4.5 million 
experienced internet 
users.  I predict 
growth of a further 

40% in the next year. 
With new online shops 

opening up every day, 
combined with the busier lives 

we lead, people will be looking to shop online 
for convenience. As retailers invest in omni-
channel solutions, mobile purchasing will 
most likely show the most growth.

tiM sPira, ENCA general manager, online 
division: “Online video will begin to come into 
its own. From raw, user-generated content 
and CCTV footage, to professionally produced 
news and entertainment programming, 
South Africans will start watching 
a lot more video on their phones, 
tablets and computers.” 

JonatHan deeb, Draftfcb 
Johannesburg executive creative 
director: “We are going to see 
the use of 3rd screen behaviour 
starting to play a greater role 
in bolstering traditional 
South African television 
commercials. Apps like 
Layar and Shazam give 
consumers a greater 
level of interactivity, 
gamification and 
engagement, links 
to behind the scenes 
and ability to contribute 
content, affect outcomes 
and be incentivised for lending 
their eyeballs.” 

JoHn bowles, Newspaper Advertising Bureau 
(NAB) joint MD: “As the media world attempts 
to consolidate after a bitter four to five year 
post recession, I see 2014 where digital and 
traditional media strategy moves away from its 
silo approach into a ‘crèche of consolidation’.  
for too long thE two havE bEEn 
sEparatEd – onE controllEd by 
tEchy drivEn gurus with mEdia 
tErminology that rEsEmblEs 
morsE codE and thE old suits 
dEfEnding ‘thE rEal monEy’ 
channEls. Advertisers and business are 
now feeling more confident about this space 
and I expect to see serious investment by all 
the stakeholders to get to grips in a world 
where content is King and multi-channels are 
the avenues to their kingdoms. Potential lies 
for those that can play in the gap between the 
digital and traditional channels.”

kevin welMan, FleishmanHillard SA managing 
director: “No question – 2014 is the Year 
of Content. As social channels became 
commonplace, the emphasis moved distinctly 
from the delivery channel to the message. 
Consumers want content beyond the written 
word - from video to viral, tweet to white 
paper. 2014 will be remembered as the year 
when we changed the way we interact with 
our audience.”

CHirene CaMPbell, Owlhurst Communications 
managing director: “2014 is the year of 
micro-communities. For a long time now 
consumers have resisted being spoken to by 

brands, opting rather to choose when 
and where they’d like to receive 

communication. I believe that this 
movement will further evolve into 
a trend of micro-communities. 
We’re already seeing lifestyle 
based communities emerging on 

the back of social media 
sites like Facebook 

where brands are 
building dedicated 

customer 
bases. Micro-
communities 
can take brand 
engagement 
a step further 
- like health 

and fitness 
communities like 

Sleek Geek SA, 
Sleek Girls, Fitbit 

fitness trackers and 
Polar heart rate monitors. 

thEsE communitiEs arE 
not only madE of brand fans but 
it’s a platform whErE consumErs 
of thEsE products, or thosE who 
havE similar intErEsts and goals, 
can intEract with Each othEr - 
and thEy do. They share personal life 
experiences, brand experiences with people 
they don’t know, and they trust the advice 
handed out if it’s from a person belonging to 
the same community. It’s becoming a virtual 
word of mouth where social media platforms 
take over from community based forums.”
 
Jarred CinMan, Native VML managing 
director: “Digital is everything… The 
mainstream acceptance that digital is not a 
medium, but is everything. After nearly two 
decades of predicting the rise of digital it 
is now unquestionably the most important 
mechanism for communications in the world 
and will – even in bandwidth-starved South 
Africa – overtake print for reach in 2014.”

PAgE
TwENTy SEvEN

For more in depth trend analysis 
for 2014 from industry leaders in 
the media, advertising and 
marketing communications 
industry in South Africa, go to the 
website: www.TRENDAFRiCA.co.za

*

antonio Petra, Native VML 

head of strategy and insight: 

“There are already many pilot 

projects running that utilise eLearning 

methodologies in rural and low-income 

schools. The results are quite astounding 

and could be the silver bullet that 

resolves the education crisis in 

our country.”



IS THERE
A BIG IDEA

IN YOUR
TRASH?

Can you tell the difference between a meaningful 
trend and a passing fad?  A powerful consumer 
insight and wishful thinking?

At JWT we deliver pioneering, consumer-focused 
thinking that builds enduring brands. 
It’s what we do.

www.jwt.com


