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Rejuvenating the Work Culture and 
Workforce of the Future

iLEAD et al has been successful in implementing strategies that build 
brands on both sides of the value equation and incorporating 
processes and tools that ensure brand safety and build on trust 
–  the key drivers of your business’s sustainable growth. 

In our latest quarterly report, we explore the sustainability of such 
initiatives and the core principles you should be considering in 
strengthening your brand, as well as the significance of acquiring B2B 
customers.

We’d like to invite 
you to share your talent 
acquisition initiatives.

As we’re contemplating the future of a ‘post-COVID-19 world,’ the 
majority of consumers and the general workforce are expecting brands 
and businesses to improvise and adapt both leadership roles and 
innovation. Reimagining the future of the traditional workplace needs to 
evolve, and so does the future of business models.

The global pandemic has forced many to rethink and reimagine their 
career goals and lifestyles, asking fundamental questions pertaining to 
purpose and flexibility in their jobs, and for productivity measurement 
and compensation models to be reimagined in the workplace.

As we’re moving towards the knowledge economy, such an environment 
will attract the best talent in our respective industries. Further measures 
to secure ongoing education and upskilling will be increasingly vital in a 
business’s capacity to attract and keep new and existing talent.

- Suzanne Badenhorst,
   Managing Director

People remain our core capital. 
It is our responsibility to invest 
in them and help them grow. 

     A possible solution to this is 
to explore traditional workplaces 
as experiences that encapsulate 
a healthier work-life balance.



iLEAD et al’s own strategy motto is based on a belief that the strategy’s 
role is to inspire and direct future actions that will create value and will 
benefit everyone involved. In the end, aren’t all businesses just groups 
of people working together towards common commercial goals? As we 
are progressing to human-centric business models, we still stand by 
our approach introduced in our first report – our take on 
human-centred communications that create real value in every 
interaction by:

Providing relevant and authentic interactions;

Building trust by reducing risk and uncertainty;

Ensuring quality experiences across all touchpoints; 

Delivering customised services to the different 
customer types as necessary.

Are you ready 
to reimagine and reinvent 
your 2022 strategy?

Call us 
today and 

we will gladly 
assist.



Simply engage with your customers and find out what they have to say about 
your business and brands. 

    Don’t praise yourself. Let others 
do it!
Brands like Airbnb, Uber, and other digital-native brands have perfected this 
strategy of customer co-creation and reviews as part of their brand DNA. 
Closer to home, Takealot and Faithful To Nature understand the importance 
and value of customer reviews both to their customers and bottom line. 

Our strategic recommendation to our clients (especially to e-commerce 
businesses) is to include customer reviews. Word-of-mouth is the oldest 
advertising medium, so to speak, and is instrumental in helping customers 
make purchasing decisions – it removes the anxiety of making a wrong choice 
and the pain of having to pay for it. Another way to look at it is to consider 
customer reviews as your insurance policy against abandoned cart syndrome. 
This strategy also works with lead generation and in the cases of impulse 
buying and long-term, high-value puchases.

How do you know the strength of your 
brand?



Google and other review sites are positioned as tools that help businesses increase brand 
discovery and trust.

According to Google research, reviews are 
an effective tool in driving both online and 
brick-and-mortar stores’ behaviour in the 
same way:

of online shoppers read 
online reviews before
making a purchase.

of in-store shoppers read 
online reviews before 
making a purchase.

of surveyed customers’ online 
reviews were equivalent to a 
personal recommendation in 

terms of reliability.

54% 39% 85%

improvement.
67% Did you know 

that the presence of negative reviews on websites 
actually improves conversions?



The traditional lines between B2C and B2B are blurring, and, with 
this, some misconceptions about B2B marketing are fading away. 
Experience is crucial for both B2C and B2B marketing and it starts 
with your website. We are strong proponents of Google’s mantra, 
“your website – your storefront”. 

By ensuring your website provides high-quality experiences and is 
‘buyer enabled’ by providing all the relevant information your customer 
needs to fulfil their job, you are actually bolstering your sales process. 
Keep in mind that personalised and curated experiences are important 
to 85% of B2B marketers.

A Google/Ipsos study found that 
B2B customers want more 
communication from brands 
throughout their user journey:

Before purchase: 64% of customers used online ad sources to 
research purchases.
During purchase: 76% say self-service during the purchase is a 
critical expectation that leads to fulfilment.
Post-purchase: 78% say self-service to complete checkout is 
essential. 

The talk of the town
B2B



To win B2B customers, show you care about their 
business success by meeting their expectations of 
being quick, being there and being useful.

Interaction with unique content assets rose 40% compared to before the outbreak. 
Marketers responded with a 124% increase in new assets.

“Content is the new sales juice.” A 2020 PathFactory study that looked into COVID-19’s effect on B2B content 
consumption found that:

Research

Inspiration

Purchase

Post-Purchase



Video
Social Media

Digital Ads

Digital Content
Website/App

Events and Sponsorship

Note: Based on a survey of 8,227 marketers across 37 markets. B2B includes 
B2B2C. Source: Salesforce

Mobile Messaging
Direct Mail/Print Advertising

Audio
TV/OTT

0% 20% 40% 60% 80% 100%

Global Marketing Channels Used
B2C

% share of total by company type
B2B

Furthermore, driven by the increased digitisation of business and media landscapes, B2B marketers are exploring new ways to reach their 
audiences. According to Salesforce research, B2B marketers are surprisingly using a broader range of marketing channels and data sources than 
B2C brands. Currently, the only domain of the B2C stronghold is video advertising that is rapidly changing due to the addition of new YouTube 
video formats and targeting options.

Email Marketing

B2B
versus
B2C



Create videos for on-boarding, how-to’s (beginner’s guide), how to 
run a business audit, how to run a successful business. 

The winning content needs to help buyers to research, learn about, 
compare and share their B2B purchases.

YouTube Ad formats allow you to reach NEW audiences, build 
AWARENESS and drive desired ACTIONS.

Nearly half of potential B2B buyers 
watch 30 minutes or more of 
B2B-related videos:

YouTube advertising and video content provide you with opportunities to 
connect with an increasing number of B2B customers who are watching 
YouTube to find useful content and to extend the conversation. 

The interest in audio and audio-video channels, like podcasts, 
webinars and YouTube, is rapidly growing as key thought 
leadership mediums. 



Additionally, this ad is a 
testament to the power of 
music. YouTube creative 
expression allows for full 
sensory immersion and 
expression through full 
sight and sound – use 
it to your advantage. 

Volvo Trucks - The Epic Split feat. Van Damme (Live Test)

This is one of our favourite B2B video ads, which we shared with some of you during the YouTube drive. Touted as the best 
B2B advert, this Volvo ad, launched in 2013, has accumulated 22 million views in just over a few months. Today’s stats show 
that it has been viewed 112 MILLION times and is still generating positive feedback from viewers. The last post from a 
month ago reads, “Mind-blowing, one of the best 
commercials ever made!”. 

YouTube Advertising - B2B Video Ad

Click on the
video to 
watchSource: https://www.youtube.com/embed/M7FIvfx5J10?feature=oembed




Review

If you are ready to take your brand to the next level, contact us at:

Web: www.ileadetal.co.za

Email: info@ileadetal.co.za

Contact Us

Are you ready to launch your 
B2B hall of fame?
Don’t wait but call us today!

The end of 2021 is nearly upon us, and it’s time 
to reflect on the year that’s been. We’d therefore 
love to hear from you, our clients and partners! 
Please review iLEAD et al’s services by clicking 
on this icon. Your comments, questions, 
recommendations and general feedback are most 
welcome. Thank you!

https://www.google.com/search?q=ilead+et+al&rlz=1C1SQJL_enZA858ZA858&oq=ilead+et+al&aqs=chrome..69i57j46j0l2j69i61j69i60j69i61.1743j0j4&sourceid=chrome&ie=UTF-8#lrd=0x1e956044e649a34b:0xf250cfe97e8bfc00,1,,,



