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A WORD FROM ISA AFRICA’S MANAGING
DIRECTOR

Susan Makau
Managing Director, ISA Africa

Once more, we've achieved it with your support!

An occasion that held the pledge of delivering priceless insights and data to mould your strategies, a
knowledge-packed breakfast, and a chance to engage in meaningful dialogues with both the presenters and
the attendees.

Looking at the macro perspective, Ipsos data exposes that inflation has emerged as the foremost
apprehension among consumers worldwide, marking a noteworthy shift from the prior years, as COVID-19
was at the lowest rung of concerns. Strikingly, this worry surpasses even weighty issues like security,
political instability, and corruption.

The upheaval in the media sector necessitates a complete overhaul and a surge of innovative ideas for
survival, while the rapid rise of technology has sparked worries concerning data protection and individual
privacy.

Another intriguing observation is the projection that Africa will witness a surge in its ageing population and
a decline in birth rates over the next two decades. Is this a subject we are actively contemplating?

According to the Onepulse report, the financial strain continues to bite hard with brands in the basic needs
categories recording the lowest levels of loyalty. Leading are foodstuffs at 30%, followed by personal care
products at 22% and laundry brands at 14%. Brands with the highest loyalty are in the alcoholic beverages
category. The financial and telecommunication sectors on the other hand have a huge opportunity, with
sentiments showing that savings, repayment of debts, and buying airtime/ bundles as key priorities.

Campaigns that stood out included Johnny Walker, Sunrice and Brookside (Billboard). Airtel, Coca-Cola,
Garnier (Radio). Downy, Nairobi Hospital, Ushindi (TV). Jumia, Garnier, Nivea, on social media.

Even more captivating was the revelation that Television and Outdoor advertising garnered the highest
frequency as purchase triggers, while social media claimed the top spot in terms of guiding purchases
further along the funnel. Regrettably, Radio found itself at the bottom of the list when it came to prompting
purchases. Investigating whether this phenomenon stems from the creative content or the inherent
characteristics of the channel itself warrants a deeper exploration.




Mediapal stands out as a visionary agency, leading the way into the future of advertising. Maurice's
presentation was nothing short of a master class. Through insightful data analysis, he showcased novel
practices that have already gained global traction but are still awaiting full exploitation at the local level.

One significant shift he emphasized is the move away from relying on cookies for paid advertising,
especially in light of their impending discontinuation. He advocated for the adoption of alternative
approaches such as contextual advertising, the utilization of unique/universal IDs, first part data plus the
integration of Customer Data Platforms (CDPs) to optimize advertising expenditure.

Furthermore, Maurice introduced us to a captivating array of cutting-edge platforms, including CTV
(Connected TV), Programmatic audio advertising, survey ads, in-app gaming, ads with conversational
elements, augmented reality, and more. These innovations are poised to reshape the advertising landscape
and open up new avenues for engagement and interaction.

To cap it all there was an exhilarating panel discussion on what went down at the epic Cannes festival with
the Kenyan jurors and winning brands.

Providing context, 2023 marked the 70th edition of the Cannes Lions International Festival of Creativity.
The inaugural Cannes victory, a Bronze, was secured by Creative Y&R merely eight years ago. In the
previous year, Ogilvy Africa clinched Kenya's maiden Gold Lion, and this year, Nigeria secured its debut
Cannes recognition. These achievements hold the promise of shining a global spotlight on African
creativity.

Undoubtedly, Africa's aptitude for creative problem-solving has now gained international recognition. Let's
delve into the team's insights, and as you do, I'll leave you with these words from my friend, Megha.

“If you want to achieve an award-winning campaign, take note of the following; pick something you are
passionate about, have a brave idea — so bold it breaks barriers with your creativity, and surround yourself
with people who challenge you to think big!”

Megha Dutta, Executive Creative Director - Scanad JWT, Award Winner, Glass Lion/ PR Lion/Social and
Influencer Lion 2023

Susan Makau

MD, ISA Africa.
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Serah Katusya

Growth Leader, Socialprenuer and Board Member

Opening Remarks to the H1 2023 Review

Serah outlined that the purpose of the 2023 Half- in-year Review was to inspire and provoke one to do great
things. The she added that the session with the Cannes Panel would seamlessly draw one into that
inspirational space.

The she highlighted the following ways in which HIR Review would challenge us forward:
1. To Unlock Growth

By supporting each other as we seek to unlock growth not just for just ourselves, but for our businesses, as
agencies for our clients and for the brands we work with.

2. To Embrace Data

Data is critical to get insights. These insights enable us to construct brilliant work creatively; by connecting
with our consumers and media, or creating better products or services as marketers.

The world is rapidly changing; we need data to get into the minds of our consumers and inform us of what
we do not know. There is only so much you can do to fight technology; hence, embrace it and discover how
to use it to be more effective and efficient. As creatives, marketers or media we must ask ourselves how we
can use technology to work better and faster, or as well create new products/services for our clients.

3. To push for Creative Excellence

To find the unique factor in your product or business you need creative solutions to get you there. Without
applying creative solutions, we are stuck with the old ways of resolving our problems; that are not effective
anymore.

Ask yourself, are you trying to be bold with creative solutions? what bold work can you do for your client and
for yourself as a marketer?




Francis Gachagua

CEO, One Pulse Kenya

Consumer Report Card
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Francis presented the insights received on brands and campaigns that Kenyans found memorable over the
past half of 2023. In addition, he did demystify how best to reach your target audience in today’s marketing
industry

Brand Loyalty

In terms of customer loyalty to brands; it was evident by majority that consumers’ loyalty was dependent on
price and quality.

An insight from the research proved that consumers are more given to shift brands in basic commodities (Day-
to-day spending)

Which category have you changed brands in the past six months?

Consumers are more given to shift brands in their
basic commodities (Day to day spending)




An in-depth study into customer spending, revealed that apart from products/services that are necessities, other
priorities were; Savings (52%), Airtime/ Data (48%) and Debt repayment (42%).

Apart from foodstuffs, transport, utilities and household essentials, which of these do you

consider a PRIORITY expense every month?

Savings

Airtime/Data

Debt repayment

Clothes and shoes

Hair and Beauty

Insurance

Entertainment subscription

Alcohol 10%

Recreation m
0

Advertisements

Out of four mainstream advertising platforms; TV and Billboards have the highest incidents of leading to trigger a
purchase.

Whilst, social media has the highest incident of leading customers down the funnel. This is to mean that after
advertisements reach consumers on TV or Radio, they are likely to access the brand’s social media platforms

Therefore, this translates to the value of 360 to advertisers and brand managers; which involves employing all the
given platforms (TV, Radio, Billboards and social media) for a greater ROl in advertising for Brands.

Advertising Platforms' Performance
Triggered a Purchase
B Moved down the funnel

B pDid nothing at all
50

Radio TV Billboards Social media




Sticky Ads
Sticky Advertisements are ads that stay visibly afloat when a user scrolls through the content of a web page.

The following four are the top sticky ads of the first half of 2023:

1. Jumia: What makes them sticky

e Good offers/ Discounts/ Free delivery on some products/Eye catching
offers
e Nationwide convenience

2. Garnier: What makes them sticky

e Good choice of influencers
e Attractive product features regular innovations
Sustainability

3. Airtel: What makes them sticky

e Good music

e Nice storyline

e Hilarious delivery
e Authentic

4. Spotify: What makes them sticky

Playful
Creative ad

The ad is available everywhere




Barnabas Muya
Manager, Audience research, IPSOS

THE UNCHANGED, THE CHANGED
Media Scene: Half 1 2023 Vs Half 2 Outlook

Barnabas based his presentation on the three Cs of Media:

1. Context
2. Content
3. Connections

Context: Kenya’s Media Performance

Over the past ten years, there has been a major change in Kenya’s and Africa’s media landscape. IPSOS reveals
this with four main media channels: firstly, for TV, the Migration from analogue to digital, secondly for Radio,
the explosion from National to regional, community, and religious stations. Next the Smartphone and data
access leading to social media explosion and, finally for Print re-inventing through digital copies.

Context: What is worrying the world?

IPSOS Research reports that globally there is a high concern over inflation, which is way above other concerns
like poverty , social equality, unemployment and corruption

World Worries: The long-term trend
E Which three of the following topics do you find the most worrying in your country?

Global country average

Apris Aprlée Aprl7 Apr18 Aprl9 Apr 20 Apr21 Apr22 Apr 23

Y~
) ] 2 & A
Inflation Poverty & social Crime & violence Financial/political Coronavirus
inequality corruption
I
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Content: Place of content as audience driver

Content is of utmost importance today and is especially influenced by the audiences. Explosion and
fragmentation of media outlets has provided an opportunity for diverse programing which is directed to
different demographics, using different languages.

Popular programs that demonstrated highest affinity among the young population were also heavy on
commercial content from these sectors; Mobile communication data and gadgets; Soft drinks; Betting apps
and Lottery.

Radio access is free and anywhere (through the mobile device) and therefore more attractive to the masses
in the lower middle class and lower class.

Media scene -Audience is King

Audiences determine the choice of media, technology, channels and content to use. We expect
platforms to continue performing optimally by noting...,

Television RADIO Internet Print
+Audiences spoilt for choice in *Radio usage getting »Social media a key factor of «Print usage has declined or
selection of suppliers, suppressed by TV and social internet growth faced stagnation in many
technology and the channels to | media markets
use

» Multiple content forms

» General or specific content «More structured

» Opentoalland sundry
» Smartphone the gadgetof | * Trained

» Easeof access to device choice *Subscription, direct sales, free
» Multiple technology types -Data costs control usage

» Broad application of genres ®  Engaging personalities

» Investment in personalities

16 — ©2022 Ipsos | Media Scene Review and Outlook &
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Connections: Interrelations between media, gadgets and audiences

A delicate connection between programming, people and placement decisions is needed:

e Programming - content is essential through language and engagement.

e People -the element of human media comes to play: personalities, celebrities, influencers or presenters

e Placement regards the channels or the sources of media; gadgets, budgets, platforms social media, TV
etc.

Finally, navigating the media futures

Media practitioners will continue to strategize and optimize the emerging seasons and opportunities
in order to get closer to the increasingly discerning audiences
W ' ponry

Context Content

§ Diversification of businesses *Rise of online content creators *Explosion of electronic and digital
| especially towards popularizing online media outlets

Weak controls on consumed content
support platforms

*The rise of Citizen journalism, *Digital disruption deepens with

«Survival for the fittest resulting to _ ) increased Cell phone penetration
quality compromises e.g,, self- «Increased malice and gossip content

censorship, shortcuts, closures at the expense of the traditional roles _
untrained journaliss of educating, entertaining and ' social class
informing W ‘Learnand take advantage of

emerging tech trends, e.g., social
media, Al

«Any needed information available on
fingertips ~the ETHICS question

~ +Unequal distribution of connections by

18 — ©2022 Ipsos | Media Scene Review and Outlook

12



Ibrahim Wambugu
Account Director, KANTAR

The Five Habits of Impactful Communication

Ibrahim’s report revealed data-based insights on what is
making ads work:

1.

LAl ol

Being Distinctive

Brand Intrinsically

Being meaningfully different
Trigger Emotion

Talk to your consumer

of effective advertisers

Being Brand Being cul
- - - - - - meanlng u y
distinctive intrinsically different

1. Being Distinctive

Trigger Talk to your
em.,tion consumers

Standing out commands the ability to be noticed and remembered in a world where there’s a
profusion of ads. You can achieve distinctiveness through; Pacing, Humour and Music.

Pacing: Fast pace can help short-term sales likelihood (global). Fast Pace promises an average short-
term sales likelihood of 61%.

Humour: Most engaging ads in the region are more likely to have light Humour.

2. Brand Intrinsically
Advertising is most effective after exposure — hence the advertisement’s creative impact should be
towards:

Committing the audience’s memory in association with the brand
Maintaining a long-lasting effect when your target audience exposed to your future

advertisements
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Models can help direct consumers’ attention to the brand and relevant

message

Sunsilk Ad - Original edit Sunsilk Ad - Optimized edit

Vake up
e red

SUNSILK

3. Being meaningfully different

Was seen by
most of
respondents

Respondents did
not focus on that
much

For some ads, being distinctive and well-branded can be enough, because creatively distinctive
content can get a brand noticed and build some basic associations. However, to grow market

share or defend premium pricing, creatives should also create impressions that position the brand in a

meaningful and different way in people’s memories.

T
o]
-

BRANDZ

+94%

Analysis of
same 83 brands
Average change
in brand value
from 2014-2020

Advertising appeal

+20%

+50%

Meaningful dffference




4. Triggering emotion

Elicit emotion from the consumer —a powerful element in advertising

Triggering an emotional response is first and foremost a way to get attention because we feel before we
think: emotions make us take notice.

The value of emotion:
e Generates more impact
e Drives more short-term sales
e Builds more long-term brand equity

Emotion enables the brand to be seen as emotionally differentiated and it can drive emotional
meaningfulness.

Leave your audience with the desired impressions of the brand — “loveable, funny, famous, or simply a brand
for me.”

5. Talk to your consumers

Evaluate what matters most for successful advertising:

e Driving branded engagement

e Conveying meaningfully different associations

e Creating short- and long-term predisposition

e And crucially, does the ad meet the action standards/desired ambitions it set out to achieve?

talk to your consumers

walk the creative journey with Kantar: Link evaluates what matters
most for successful advertising

Will the ad be noticed and

remembered? What associations does the Does the ad generate
. ad deliver for the brand? interest in the product or
And will the brand play a brand? Does it drive affinity?
role? Are they meaningful How are people left feeling
and differentiated? about the brand as a result?

And crucially, does the ad meet the
action standards/desired
ambitions it set out to achieve?
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Maurice Juma
CEO, Media Pal

Programmatic Advertising Trends and
Statistics

Maurice’s presentation demonstrated how data-driven strategies, Al-powered targeting, and automation
are revolutionizing the way brands connect with their audiences.

Data-driven strategies

TOP DATA STRATEGIES (After Cookies Shutdown]

The end of cookies does not mean the end of advertising, but e /¢ 5 b s (ontextual Targeting _ 1

rather the start of a new age. The majority of your targeting
requirements can already be met successfully and without the use

of cookies. s 3.' B FirstPartyData _ 60

- this is data your company has collected directly from your

audience, whether customer, site visitors, or social media followers. \ . ) ] Publher First PartyIDs and target _ L15
- this is someone else's first-party data that can be use to »n X . Industry s _
enrich your own database or for audience targeting. ¢ B

- this is is data collected by a provider across other Browser Provided F[ameWOka -

company's websites, apps, registrations, etc

Development ofBespoke D Soltons NN [

First Party Data
Delivers personalized ad experiences

Brands are prioritizing their own customer data, leveraging first-party data to create personalized and relevant ad
experiences in response to privacy regulations and limitations on third-party cookies.

By focusing on first-party data points (such as demographic information, browsing behaviour, purchase history,
location data, social media engagement etc.) brands can establish direct relationships with their customers, fostering
a more transparent and mutually beneficial exchange of information.

16



Al-powered targeting — Al for Advertising

Al advertising platform takes the guesswork out of running ad
campaigns with the ability to learn and improve on its own.

Al can actually detect patterns in data, then learn to make
predictions from those patterns. It can then learn from its
outcomes to make better predictions over time.

Programmatic advertising targets and delivers ads in real-time
across the internet, programmatic platforms use Al to manage
real-time ad buying, selling, and placement. The Al dictates how
your ad spend gets used, who sees your ads, and how effective
your overall campaigns are.

Thanks to Programmatic advertising and Al brands can now have
the ability to reach consumers across hundreds of digital
platforms to target thousands of demographic & behavioural data
points and even test hundreds or thousands of different ads to see
what they respond to best.

As human beings, we can't always analyze all the data we have quickly enough to take action to improve
campaigns. We can't manage hundreds or thousands of ads, targeting, and budget variations to get the best
results. And we certainly can't find new customer opportunities in a sea of data.

Brands are using Al for the following;

e Allocate advertising budgets across different ad platforms across channels and audiences
e Adjust advertising budgets automatically to hit KPIs

e Find new advertising audiences and conversion opportunities

e Build richer audience profiles

e Determine and hit campaign goals

e Generate campaign insights

e Create ad copy

e Create visual ad creative

e Hyper-personalize ad targeting and messages to individuals at scale

e Predict ad performance before launching campaigns

The customer journey is Omnichannel

Campaign objective and performance doesn’t rely on one digital platform or channel or strategy. It is better to
have a data informed view of the entire advertising ecosystem; main channels like; Display, Video, Native,
Mobile, CTV, Audio and DOOH.

Connected TV (CTV) refers to TV or device that can be connected to the internet to access video/audio
streaming content beyond what is available via the normal offering from a cable provider. CTV advertising
solution provides brands the opportunity to reach vast audiences with data-driven audience targeting (You are
able to control who sees your ads and how often).

17



Growth of Programmatic Audio

With programmatic audio advertising, your message will reach the right audience at the perfect moment, whether during
podcast breaks or music streams.

Programmatic Audio Audio Audience Discovery

Growth of Programmatic Audio Geo

Kenya 100%

820/o Impressions Unique Reach
278M 691K

of users spend more

than 7 hours a week .
listening to Gender Device
podcasts Male 60% _ | — Mobile 66%
Female32% e Desktop 33% e
Unknown 8% — Tablet 1% =
Age
22 o/ 25-3533%
° 34-44 25%
Users listen to over 22 18-24 29?‘"
b5-64 7% —
hours of podcasts each o
45-54T% —
week!
65+ 4% —

Unknown 4%

o 50% of users said they will be focusing on audio ads in 2023

e 75% of mobile gamers prefer audio ads over video ads

e 81% of users have taken action (research online, connect with the brand on social, discuss the brand with others) after
hearing an audio ad during a podcast

Trending Creative Ad Formats

e In Game Ads — Ad experiences that compliment gameplay
Programmatic technology now enables advertisers to deliver targeted and personalized ads seamlessly
integrated into gameplay experiences

e Survey Ads;
Engage with your audience using display ads to generate first party data

e Conversational Ads;
Brands have the power to make online advertising conversational. Conversational creatives deliver captive
and valuable ad experiences on mobile or desktop.

e Augmented Reality Ads;
Augmented reality means Rich, immersive Digital Experiences. AR ads are mobile ad unit that uses a
smartphone camera to superimpose virtual objects or 3D models of products or game characters.

18



Growth of Dynamic Creative Optimization

The Internet is flooded with advertisements, which is why advertisers implement a
number of strategies, tactics, and tools to tailor communication to an individual
customer.

Growth of Dynamic creative optimization (DCO) technology increases conversion by

using your customer data to create a hyper-relevant creative in real-time.

Using the base (underlying creative), DCO prepares and tests dozens of versions of the
creative in real-time, selects the most effective one, and serves it as per the user
preference and behaviour.

Hit the slopes Book now

Hit the beach

DCO is used mostly by companies with a wide range of products, such as e-
commerce companies, but also by those that want to reach a specific type of
customer, e.g. a person interested in buying a new car.

The growth of Dynamic creative optimization (DCO) technology increases conversion by using your customer
data to create a hyper-relevant creative in real-time. DCO is used mostly by companies with a wide range of
products, such as e-commerce companies, but also by those that want to reach a specific type of customer,
e.g., a person interested in buying a new car.

Sustainability - Reducing Carbon Footprint

Many advertising technology companies are working together with third-party partners to calculate the total
gross emission per CPM- Cost Per Mille delivered or every 1000 impressions an ad receives.

To accomplish this objective, ad tech businesses are taking various measures to decrease their own carbon
footprint internally. Some of these steps include optimizing cloud operations to make the most of renewable
energy-powered data centers like Google Cloud, reducing overall electricity usage, implementing eco-friendly
policies, and supporting top-notch carbon removal initiatives.
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THE CANNES 2023 UNLEASHED:
PANEL DISCUSSION

The Cannes Lions International Festival of Creativity is a global event in creative communications, advertising, and
related fields. It is considered the largest gathering in the advertising and creative communications industry.

The discussion held by the esteemed panel revolved around their individual experiences as jurors and award winners, as
well as the overall impact of their participation in the festival. They shared the criteria they used for judging, and the
process of selecting award winners. Additionally, they discussed the trends, themes, and emerging talents they observed

during the festival.

Maurice Wangalachi, Creative Director - Ogilvy Africa, Designs Lions Jury 2023

“We saw Kenya on stage with both awardees and Jurors. The representation of Africa shows we know
how to do what we do; we have the creativity to solve our problems and this is our time. The prevalence
of Al was a major theme with its transformation through accelerated health care and enhanced
productivity. Al cannot replace us, it cannot replace creativity, it is a tool that does what you tell it.”

Megha Dutta, Executive Creative Director - Scanad JWT, Award Winner, Glass Lion/ PR Lion/Social
and Influencer Lion 2023

“If you want to achieve an award-winning campaign, take note of the following; pick something you are
passionate about, have a brave idea — so bold it breaks barriers with your creativity, and surround yourself
with people who challenge you to think big. It takes effort and time; be ready to make sacrifices. Ensure you do
meaningful work with your campaigns, do not forget to follow the legislative process, and represent strongly”

Emuron Alemu, Chief Creative Officer - The Quollective, Health and Wellness Category Jury 2023

“Being part of the judging process is an impactful role. It is not simply to reward; it is to benchmark.
This means you must understand who is setting trends, who is redefining the standard.
A juror must see whose work surpasses the limits and raises the benchmark”

Joyce Kigathi, Integrated Marketing Communications Strategist — Havas Africa, Creative Strategy
Jury 2023

“In terms of Inclusivity and Diversity for Africa at the Festival; Africa deserved her accolades proving our talent
is world-class and we as Africa have done amazing work. The Jurors were from diverse backgrounds; the value
of this ensued when assessing campaigns centered around issues faced by developing countries; Jurors from
such backgrounds could understand and relate to these challenges. The virtue of the festival was that
campaigns were not merely for entertainment but purposed to make a difference.”

Max Ngari, Executive Creative Director - Dentsu Creative, Digital Craft Category Jury 2023

“The festival presented mind-blowing campaigns involving Al. The role of Al in these campaigns was as a
tool to enhance ingenuity. If you want your campaign to win in the Digital Craft Category, then create a
campaign that uses digital technology that has never been seen. Present the future of technology, not the

present.”
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ABOUT THE INTERNATIONAL SCHOOL OF ADVERTISING

Established in 2014, the International School of Advertising (ISA Africa) is a leading training institution in East Africa offering Marketing
and Advertising Programmes that help current marketing professionals sharpen their skills, and attract career and business
opportunities.

Integrated Brand Communication (IBC)

The Integrated Brand Communications Program focuses on the critical aspects of Marketing, Branding, Advertising and Digital
Marketing. ISA offers an experiential practice-based approach, making participants practically skilled to handle the requirements and
challenges of their day-to-day tasks.

Apprenticeship Program

ISA also offers an Apprenticeship program which is uniquely tailored to meet the needs of recent graduates looking to kick-start a
career in the Marketing and Advertising Industry. This six-month virtually interactive learning program is backed by 3 months of a paid
apprenticeship.

Short Courses

ISA Africa offers short courses to sharpen and upgrade your skills in the Marketing industry. The five specialized Short Courses offered
include:

Marketing and Brand Planning

Strategic Advertising Management

Integrated Media Management

Digital for Business

Account Management & Life Skills

o 0O O O O

Chartered Institute of Marketing CIM (UK)

To become a globally recognized Chartered Marketer with the CIM Diploma; ISA offers three CIM Level 6 Diploma qualifications
namely:

1. Diploma in Professional Marketing

2. Diploma in Professional Digital Marketing

3. Diploma in Sustainable Marketing

Our intakes are in October, January and July

In-house Tailor-made Training

ISA also offers master classes for high-level members of organizations seeking to meet specific training needs. These are typically run
with international speakers and renowned industry experts. At ISA Africa, we are happy to come and discuss your needs and see where
our programs can benefit you or your organization.

CONTACT US
+254 733135974
+254 784 433 849

EMAIL US
marketing@isaafrica.education

FIND US ONLINE
www.isaafrica.education

COMPANY ADDRESS

Location: 2nd Floor, Woodlands Office Park,
Woodlands Rd, Off Lenana Rd, Kilimani

PO Box 274 —00600, Nairobi, Kenya
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