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decisions, driving faster implementation, and 
achieving better results

FOSTERING SMARTER

The world around us is accelerating rapidly while media landscapes are more 
fragmented, presenting a complex challenge that is ever more difficult to overcome. 
In this increasingly fast-paced world, our role is one of safeguarding the purpose 
and simplicity that defines meaningful connections with those at the heart of our 
business – our clients. 
 
Our continued commitment to our clients’ success has driven our ongoing 
dedication to reinforce our expertise and innovation to deliver optimally on what 
our clients truly need. In addition, our customer-centric ethos has also sustained 
our valued relationship with Google and has resulted in iLEAD et al being among 
the exclusive top 3% of Google’s Premier Partners.
 
With Google’s stamp of approval, we will lead you 
through this ever-evolving digital world enabling 
you to overcome challenges and explore promising 
opportunities. We are looking forward to another 
successful year, as we propel your business to 
reach new heights in 2022.

Suzanne Badenhorst
Managing Director



The Intersection of Brand and Performance
THE NEXT FRONTIER:

was all about gearing up 
digital ecosystems and 
driving performance leaving 
little time and resources to 
invest in brand-building 
efforts. However, brands 
that want to maintain their 
competitive edge and remain 
relevant to digitally evolved, 
post-COVID-19 consumers 
will have to do better than that. 

To improve customer 
experiences,

of leaders plan to further 
merge their e-commerce and 
digital branding teams. 

Source: WARC’s 2022 
Marketer’s Toolkit

2021

25%



As customers continue 
to redefine their hybrid 
lives, brands with a 
holistic focus on their 
customers’ interests 
and wellbeing will be 
well-positioned to 
establish engaging and 
trusting relationships.  

BRAND
love leads to higher REVENUES

leads to improved PERFORMANCE

Customer

TRUST

will be the year in which brand and 
performance join forces to enable 
competitive advantage through better 

understanding and support to customers.

2022



BOOST YOUR ORGANISATION’S
CUSTOMER-CENTRICITY

Which problem are you 
helping your customers 
solve?

Who is the hero here?
My brand/product/
service/shop or my 
customer? 

It is too easy to lose sight of what’s important. To help you maintain 
your focus, we have compiled these four questions to guide you.

Why will/won’t your 
customers trust you?

Why will/won’t your 
customers choose you 
over other brands/products/
services?

Stay focused on what is 
important:

“Make your customer the hero 
of your stories.” – Ann Handley

with these 4 easy questions

1 4
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by asking yourself:

You are now ready toSTART ASSESS:



of consumers say brands are doing a great job at knowing 
them, remembering them, and understanding their needs.

Source: The Next Generation of Consumer Behaviors, Merkle

ONLY 14%

They prefer brands that listen, recognise and respond to their needs 
regarding convenience and speed (immediate) and connection, 
entertainment and empowerment to lead a better life (long-term).

With distractions tirelessly competing for your customers’ attention, 
this insight can motivate you to keep them focused on your business 
which offers you a competitive advantage.

Successful brands recognise that today’s  
consumers expect more than mere 
functionality



Affordability VS Sustainability
THE VALUE SEEKER

Source: Deloitte Global Marketing Trends Executive Survey, April 2021. Note: N=1,039 and 
excludes public sector responses.

Brand Purpose Employee motivation CSI investment strategy

+10% Positive growth

Product & service design

42% 58% 58% 66%

of professionals communicated a lack of willingness by consumers to 
pay more for eco-friendly products.

STILL, 78% 
of professionals think that climate change will impact consumer demand, 
changing behaviours, needs and preferences.

Source: Euromonitor International’s Top 10 Global Consumer Trends

The innovation and new technologies that can solve this conundrum are 
currently in development and brands and businesses that find ways to 
implement them in their operations and consumer-facing solutions are 
positioning themselves for long-term success.

High-growth brands prioritise purpose across the organisation
In your opinion, which of the following statements reflect what company 
purpose means to your organisation?

50%



Reveals the What and the Why
DATA ADVANTAGE

Are you setting up your systems to connect with and better 
understand your customers through first-party data? Take it a 
step further by enriching your first-party data with zero-party data 
which allows you to engage your prospects and customers in 
value exchange processes. 

THE
BENEFITS

Whilst helping you to 
establish 
TRUST 
with
TRANSPARENCY
and improved
CUSTOMER 
EXPERIENCES
through
PERSONALISATION.

of zero-party data are 
numerous, including:

• Accuracy
• Cost-effectiveness
• Compliance



What are your plans for online video? 
Online video tops marketers’ agendas for 2022, 
according to the WARC media report. 77% of 
marketers are planning to significantly increase 
their investment in 
production and 
online media 
placements. 

Going beyond entertainment, information, 
learning and shopping, YouTube is

people and businesses through a diverse 
range of formats, lengths and stories 

immersed in real-life experiences.

CONNECTING

The Powerhouse of Authenticity, Creativity 
and Diversity



CLICK HERE
to explore the most popular 

videos and creators in SA: 
Top 10 South Africa

According to viewers, YouTube is the #1 video platform with 
content most personalised to them.

Source: 

“These are not fleeting 
trends, but broader 
indicators of the kinds of 
content consumers need 
and the creators they love. 
Marketers who embrace 
these themes in their video 
and ad creative will evolve
with their viewers and 
connect with key 
audiences in the 
moments that matter.”

Kristen Shipley,Trends Lead, 
Ads MarketingYouTube

By embracing the content that YouTube viewers enjoy 
watching, you can connect meaningfully with your audiences in 
moments that matter and thus achieve better results.

https://www.youtube.com/trends/2021/za/?&YTgenre=youtube-trends2&ContentType=other-news&feature=lnp-em-ad400-us-a-OT-OT&utm_medium=email-d&utm_content=other-news-text&utm_source=newsletter&utm_team=youtube-usa&utm_campaign=20211210-youtube-usa-ytr-weekly-a&mkt_tok=MTcyLUdPUC04MTEAAAGBQ_ZR6R0KNStQcnrPzxGoF5zjRE_CLx1_Kd-si7rRLg5XoYcObtkxy4kst0yPMescCAQr2mvpS3uMunQHMOIjjQqMM2V1P4UDdyGQZivHoqJ0nQ


Have the foresight to prepare for what 
comes next.

BE READY, RESPONSIVE, 
AND RESILIENT

Set clear and achievable 
targets and KPIs.

Set your budget for the 
known and unknown with 
this 70-20-10 budget rule:  
• NOW – 70% of your budget 

supports your key strategies 
to ensure your business’s 
optimal performance.

• NEXT – 20% funds         
tactical projects and         
initiatives to stay ahead of 
your competition.

• NEW – 10% should be        
reserved for emerging 
technologies to lead new 
trends.

Set measurements and 
continually optimise your 
campaigns.

Capitalise on Google Ads, 
automation and planning tools 
to ensure efficient budget 
allocation.

1
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Our clients often ask 
us how they should 
plan their digital 
marketing investment. 
Consider following these

that will help you achieve 
immediate business 
objectives while allocating 
your resources to invest in 
innovation.

4 STEPS



AND GET IN TOUCH TODAY...

TOP 3% 
2022 Google 
Premier Partner

has been named a

info@ileadetal.co.za

012 771 7640

Linkedin

www.ileadetal.co.za

Tap into our comprehensive service offering 

Put your business 
on the leading edge 
of digital marketing 
innovation.

mailto:info%40ileadetal.co.za?subject=Q1%20Foresight%20Report%20Enquiry
https://za.linkedin.com/company/ilead-et-al
https://www.ileadetal.co.za/

