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You’re in with the right crowd, hanging out in the 
cool places wearing the trending fashion, all at 
the same time getting the results you want and 
and keeping the senior parties in your life happy.

Then suddenly the scene changes. That kid is 
not cool anymore. That place is so last Tuesday. 
The ‘tekkies’, nope, last term’s news. And what 
you thought you knew about Trigonometry, now 
almost irrelevant in your new class.

Bottom line, it’s no stroll in the playground.

But wait, pssst, meet us behind the proverbial 
bike shed and I’ll share with you a little secret 
on how we like stay on top of it all and keep all 
interested parties pretty damn happy.

Staying on top 
of your game in 
marketing is a bit like 
staying en vogue at 
school - tough.

Ready? Go make friends and hang around with 
the various smartest, coolest, fastest, funniest, 
prettiest, well-travelled, wealthiest and toughest 
guys and girls.

Share your ideas, share your resources, share 
your knowledge, share your tools, share your 
talents and I will assure you one thing: It will 
be much less of a hassle staying on top of 
everything, getting the results you need to keep 
you top of your class and getting invited to the 
best parties.

As South Africa’s first dedicated Partnership 
Marketing & Content service, One Up Agency 
believes collaboration creates bigger and better 
results. We believe bringing the most relevant, 
clued up and cool people to the table, whether 
it’s another agency, another brand or even 
creative talent, helps everyone consistently 
reach the next level of marketing.

The 25 expert insights feature some of the best 
South Africa have to offer when it comes to some 
of the key marketing disciplines which we feel 

will see some big changes in 2015.They’ve been 
kind enough to share them with us all to help us 
make sure that when we hit the playground next 
year, we’ve got a sneaky heads up on 
what’s what.

Now you’ve got the eBook, go get One Up in 
your marketing. 

Enjoy and do please share with us using 
#ConsumerExpertZA

 
 
 
 
 
 
 
 
 
 

ALEX HARRINGTON-GRIFFIN
Marketing Director @OneUpAgency
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0201DIRK TOLKEN

Founder & Chief Marketing Officer, 
Semantica Digital
@SemanticaSA 

I believe that Twitter (being under investor 
pressure to generate revenue) will find ways to 
monetise better.

There are several ways in which this could hap-
pen (unconfirmed at this stage): 1) Timeline 
based product purchases or product specific 
promoted tweets. 2) Tweet boosting similar to 
Facebook page timelines as Twitter might be 
looking at presenting users with an algorithmic 
stream of ‘most likely to engage’, ‘recently en-
gaged’ or ‘topics of recent interest’ type tweets 
instead of the current ‘show all’ stream. This is 
quite a controversial topic at the moment so it’s 
going to be interesting to see how it pans out. 3) 
Traditional promoted tweets (perhaps with even 
more improved targeting). 

Beating social feed algorithms has become the 
new ‘SEO’ - Social Media Optimisation - as social 
channels compete against search engines for 
finding relevant content.

CANDISE JACOBS
Social Media Manager, Web SEO, 
@webseosa  

We’re heading towards a post-PC period as we 
are now networking and finding content exclu-
sively on our phones. This means that we have 
to focus on mobile and ensure that our content 
is mobile friendly. It’s time we ask ourselves if our 
Facebook apps are optimised for mobile and if 
our content is targeted at the smartphone user.

Pay close attention to certain platforms such as 
Instagram and FourSquare which have started 
gaining momentum in the viral rat race. One of 
the advantages of mobile is that we can target 
people at certain times and in certain locations, 
marketers should take advantage of this by using 
adverts offered by platforms such as Foursquare.

Mobile users embrace many platforms, therefore 
you should not post the same content through-
out, implement a strategy for each. You might be 
surprised at which platform works for you!

ADELE BEZUIDENHOUT 
Founder & Social Media Superhero, 
Wonder Women Media
@WonderWomanCPT 

Social media will, more so than ever, be focused 
around the community. Users on social platforms 
are becoming increasingly agitated with brands 
who do not show a genuine interest. You have to 
foster that special relationship with your commu-
nity or you will never have their full trust.

Candise Jacobs
Social Media Manager, Web SEO, 

https://twitter.com/SemanticaSA
https://twitter.com/webseosa
https://twitter.com/WonderWomanCPT
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media presence will be determined by 5 key
building blocks. These are your strategy, content,
brand advocates, influencers and how you engage
with your community. Together these create your
community which is the essence your social 
media presence.

Emphasis needs to be given to consistently creat-
ing meaningful conversations as this will drive the 
strength of the community to greater heights.

BAREND POTGIETER
Social Lead, iProspect
@barendpotgieter 

eCommerce integration within social networks 
will change the face of online retail and social 
networks as we know them today. Facebook, 
Twitter and Pinterest will continue to roll out 
new advertising and retail solutions that offer 
users the ability to purchase straight off their 
newsfeed. 

Other social networks won’t be far behind, 
and third party providers such as Shopify offer 

exciting alternatives. These changes should be 
embraced as they offer social media practitioners 
a direct way to generate ROI for their clients.

Brands will have to up their content game signifi-
cantly. Most have come to realise they need a so-
cial presence. In this crowded environment only 
top quality content will grab users’ attention. 
Small businesses should play to their strengths 
and leverage off their real world relationships 
with customers and carry these forward on 
social networks.

BRIAN MAWDSLEY
Managing Director, InsideMan Media 
@brianmawdsley

To get through the noise that is found on Social 
Media, 2015 will be a year of tools that allow the 
refining of communities. Only through the clever 
use of additional tools and understanding will 
Brands be able to make full use of Social Media. 

Many of these tools exist but I see the advent 
of more powerful and detailed analytical tools 
to be used by people in the industry. Hopefully 
these will allow Brands to identify where in their 
followers Social Media experience that they can 
be most relevant and value adding, which still 
in reality is largely ‘gut feeling’ rather than data 
driven. 

“ eCommerce integration 
within social networks will 

change the face of online retail 
and social networks as we 

know them today.”

BAREND POTGIETER

@barendpotgieter
https://twitter.com/InsideManmedia


08LUANNE SLINGERLAND
PR Manager, The Jupiter Drawing Room 
@LuanneS 

PR has changed dramatically. 2015 will be 
characterised by more of the same with consumer 
PR’s needing to stay on top of these changes. 
Our work will be geared to suit the time-tight 
consumer who is reading content on tablets 
or smartphones. 

Videos, infographics and images will be used to 
bring our stories to life. If you haven’t already, 

0706KISHA VAN VUUREN
Strategist, Tin Can PR 
@quichekish 

As public opinion matters more than it ever 
did, PR is moving from the periphery into the 
heart of businesses. Content will remain to 
be king, customisation for different platforms 
needs to meet the needs of driving consumer 
conversation and participation, creativity in PR is 
key and storytelling will be the most important 
factor to drive great campaigns.

Earlier this year Nielsen reported that PR content 
lifts brand familiarity by 88%, brand affinity by 
50% and purchase consideration by 38% more 
than branded content. 

In order for PR to continue on this trend 
the importance of big data insights and 
measurement of ROI will hopefully shift towards 
more valued measurement, we can’t succeed 
without measuring a strategy’s effectiveness.

ANDREW FRANKS 
Director, Tag 8 Media 
@TAG8Media 

There has been a shift to media that can provide 
accurate statistics. The advantage is undisputed. 
We know we need a call to action, a journey 
that can be measured. That’s the pitfall. We’ve 
identified what we need to do but not quite 
how. Enter the need for collaboration. It’s been a 
buzzword during 2014 as agencies offering niche 
services recognize the need to offer integrated 
services. Integrated planning is not enough.

There needs to be collaboration between media 
agency & creatives for 2 key reasons - to ensure 
the selected media channels support the creative 
messaging effectively & to ensure the creative 
being generated utilizes the potential user journey 
in the most impactful way. 

There needs to be clear understanding of all 
elements between all parties each step of the 
way. Otherwise, ROI stats become irrelevant as 
you’re measuring an irrelevant journey.

Videos, infographics 
and images will be used to 

bring our stories to life. If you 
haven’t already, welcome artists, 

designers, videographers and 
producers to join your writers in 

generating content.

LUANNE SLINGERLAND

https://twitter.com/quichekish
https://twitter.com/TAG8Media
https://twitter.com/LuanneS
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welcome artists, designers, videographers and 
producers to join your writers in generating 
content. Blogging, social media, managing paid-
for media campaigns and working with media buyers 
to leverage value for our clients will increase in 
prominence in 2015. We need to integrate with other 
disciplines as much as possible for stand-out results. 

Clients want to see their agencies working together 
to create content and campaigns that live ATL and 
BTL communicating the same messages. Build long 
term relationships and meet the business objectives 
for brands – be a partner, not just a supplier!

ESTELLE COOPER
Managing Director, Cooper Public Relations 
@Cooper_PR_SA 

A good PR practitioner understands that 
content is king. Journalists are cynical and 
won’t accept a non-existent story. Often clients 
don’t understand what constitutes an angle or 
that factual clarity has to be the mainstay of a 
credible story. 

After 25 years, I still don’t understand why 
these principles remain elusive. Too much time 

is spent sourcing substance, often to the rising 
irritation of the client, despite distributing 
detailed Topicality questionnaires. Topicality 
questionnaires, all to simply to make good
on our undertaking of securing the holy grail of
editorial approval.

No longer do I have to present the unpalatable 
fact that a story isn’t sexy enough – now at the 
non-touch of the like button, an entire universe 
of followers can deliver the message directly, 
mercilessly and with deafening silence.

GALIA KERBEL
Managing Director, Greater Than 
@greaterthanpr 

Gone are the days when we present AVE 
(advertising value equivalent) multipliers as results 
to clients. PR has moved away from inflated AVE’s 
and straight 1:1 AVE results too. 

As an industry we are shifting more towards 
quality measurement and much more meaningful 
evaluation which transparently demonstrates 
how the PR function impacts our clients’ 

business positively. Clients are looking to PR 
& Communications to show real return on 
investment. Unlike previous years of reporting on 
output, we’re focussing on outcomes. 

Quality measurement requires various resource 
and investment in surveys to prove outcomes 
such as shifts in awareness, attitude, behaviour 
and perception. It is vital to measure a 
campaign’s full journey starting off with awareness 
moving on to engagement and then resulting 
into action taken by the relevant audiences.

Galia Kerbel
Managing Director, Greater Than 

https://twitter.com/Cooper_PR_SA
https://twitter.com/GreaterThanPR
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DAMIAN CANNON 
Creative Director, BNRY 

2015 is to be the year that mobile 
surpasses regular desktop use. Therefore 
the alliance between the two, especially 
via a web-based application, is where the trends 
will surely lie. 

We’ve seen some examples of this in a number 
of Google’s Chrome Experiments and in health 
devices such as ‘cue.me’ and I feel they have only 
skimmed the surface. This fact has woken me up 
to a noticeably insufficient interest in mobile-
driven real world solutions as opposed to fleeting 
campaigns or apps to discourage human contact.

With the rise in fierce mobile software 
development, the doors are being opened to 
finding real solutions that actually affect business 
growth and seamlessly, peoples lives. Businesses 
need systems, sales and security and people 
need wellness and efficiency. Mobile provides us 
with that solution or at least the platform to host 
a more relevant one.

With the rise in fierce mobile 
software development, the 
doors are being opened to 
finding real solutions that 

actually affect business growth 
and seamlessly, peoples lives.

DAMIAN CANNON

JOHAN WALTERS
Director, Digital Narrative
@diginarrative 

Today’s customer enjoys a multi-device lifestyle, 
with the smartphone becoming the consumer’s 
lifestyle companion. Augmented Reality (AR) 
advertising leverages this consumer behaviour to 
link your offline and online marketing activities by 
providing the platform that marries your offline 
world with online and encourages further customer 
engagement with your Brand.

AR is designed to encourage customer 
engagement and is relevant to almost every 
industry. The common factor is that each Brand 
has a “digital story” to tell, and AR is able to 
deliver on that through customer engagement. 

NICHOLAS SOPER
Head of Digital Marketing, 
Fontera Digital Works
@FonteraDigital

Businesses will learn more about their 
customers than ever before and in doing 
so become more personal. There will be 
less of a tendency to target “everyone” and 
marketing will be about talking to pockets 
of “someones”.

This will usher a time when customers can 
be curious and feel as though they are 
able discover what they are looking for and 
not focused on blocking out the noise of 
constant marketing. Mobile will play a more 
significant role in the customer journey as 
smartphone penetration becomes even 
more dominant. 

https://twitter.com/diginarrative
https://twitter.com/FonteraDigital


14Tactics for mobile will evolve with the 
understanding that mobile is a channel that can 
assist in sales but is not one that necessarily 
closes sales. This will mean businesses will need 
to look at the whole picture by looking at mobile 
as a behaviour, not just a device. 15EUGENE SMIT

General Manager, Easy IT 

The “always connected consumer” trend has 
taken SA by storm and on top of that consumers 
are “younger” than ever. Business owners how-
ever are only getting older and there is an ever in-
creasing divide between those who embrace new 
marketing trends like SEO and those who don’t. 

The only real way to assist those who don’t to take 
the plunge is either via normal web developers 
starting to integrate SEO and other new market-
ing methods into their web designs and solutions 
or by enabling those business owners to see 
the results without having to make a substantial 
capital outlay. Partner with the right people and 
solutions become Easy to see.

CRAIG ROSSOUW
Digital Marketing Manager, Channel Mobile
@ChannelMobileSA 

One of the fastest growing consumer marketing 
tools is mobile marketing. It’s an innovative, 
future-forward technological tool that’s easily 
adaptable and the most cost-effective solution to 
our ever-changing environment. 
With more active mobile devices than any other 
technology unit in use today, marketers need to 
gear themselves towards:

• Understanding the platform and how to 
garner the most innovative and cost-effective 
solutions for their clients that will see their 
brands expand exponentially.
• Creating measurable ROI’s. We need to 
develop more accurately measurable analytics 
as is the case with traditional marketing tools.
• Adaptability and customization. We need to 
develop tools that allow customers to dictate 
what their desired/preferred outcomes are to 
their internal processes. 

If marketers haven’t already hopped onto the 
mobile digital trend, all their clients are missing
out on the benefits of being future-focused brands.

Partner with the right people 
and solutions become Easy to see.

EUGENE SMIT

Nicholas Soper
Head of Digital Marketing, Fontera Digital Works

https://twitter.com/ChannelMobileSA


Search engine 
optimisation as we know 

it is finished. 

CHARLIE STEWART

1716CHARLIE STEWART
Chief Executive, 2Stroke 

Search engine optimisation (SEO) as we know it is 
finished. That might sound odd coming from one 
of SA’s top search agencies, but we’re happy to 
call time of death on SEO as an individual tactic.

The backhat community – through over-optimi-
sation and spammy link building - has attracted 
Google’s ire causing it to unleash swathe after 
swathe of algorithm updates, fundamentally 
changing the tactics companies need to use to 
get sites to rank. 

It’s a change for the good. Organisations who 
continue to adopt a silo based approach to 
marketing, putting tactics like SEO into individual 
boxes, will struggle to gain competitive advan-
tage and attract organic traffic. 

But those who integrate content marketing, 
media relations, social outreach and effective 
on-site optimisation will see their search visibility 
soar. So, SEO is dead. But integrated marketing 
is very much alive.

SETH VAN ROOYEN
Owner, VR Squared
@VR2SEO 

In 2014, smartphone penetration in South Africa 
hit 31% of the population and that number is 
growing. This means the biggest growth areas 
next year will be mobile search as the number of 
people searching on mobile devices continues to 
increase at an exponential rate!

Businesses working in South African, Nigeria 
and other African countries with similar mobile 
infrastructures will all need to start incorporating 
mobile search functions into their website and 
their overall marketing strategies. 

This will mean reassessing the functionality of 
websites, viability of mobile apps, and online 
mobile marketing platforms to ensure visitors have 
cross platform experiences. It also means having to 
pay attention to the balance between a rich media 
experience and mobile friendly website.

Charlie Stewart
Chief Executive, 2Stroke 

https://twitter.com/VR2SEO


2018NEIL PURSEY
Founder, Webgrowth
@webgrowthsa 

A greater focus on Analytics. Currently we see 
companies creating content just to ensure that 
it satisfies their SEO strategy. However, SEO is 
not just about writing a blog post anymore - it’s 
becoming a lot more complex than that. 

We see that aligning content with analytics 
data and research will ultimately drive more 
conversions from a website - the golden thread 
for any business. This understanding of what 
content the website visitor is engaging on will 
help improve content strategies. The knock 
on effect of course is stronger and larger 
online communities, which provide real social 
engagement and incoming links. 

Unpacking the customer journey using analytics will 
be top of mind for all digital teams or at least should 
be. Content without an objective in 2015 is going 
to be lost amongst 100’s of competing blog posts. 

CHANTELLE BOWYER 
Managing Member, Metis Online
@metisonlinersa 

What can we expect from PPC in 2015? In SA we 
may not have the status of trendsetters when it 
comes to digital however this allows foresight 
into what’s up and coming. As with 2014 mobile 
is going to continue to be the focal point for 
Google this coming year. 20.5 million South Afri-
can’s have smartphones and a whopping 41% will 
engage with an ad.

We will see an increase in YouTube ads. Google 
search costs are going to continue to rise as the 
competition increases and advertisers will be 
looking for cost effective options to ensure their 
campaigns continue with good results.

Google did whisper in my ear that they are 
expecting some new developments in SA come 
2015. I pushed for more info but they were 
tighter than Fort Knox. So here’s to the waiting 
game on that one.

DEAN CLAASSENS
Head of SEO, World Wide Creative
@heavychef

No consumer marketing strategy is complete with-
out a portion dedicated to ongoing search engine 
optimisation. However, unlike most traditional 
forms of marketing, search is an ongoing, gradual 
process, much like tending a garden. It requires 
care and attention to eventually yield results.

This is often hard to relay to clients or manage-
ment, if you function as part of an internal mar-
keting team, which is why education should and 
will need to form part of any SEO efforts. Online 
marketing tools provide a unique insight into con-
sumer needs and online organic marketing there-
fore provides a unique opportunity to bridge the 
gap between these and a business’s goals.

It’s time for the organic search team to step into 
the light and show its value and function within 
business, especially now, when having an 
online presence is so important.

Unpacking the customer 
journey using analytics will be top 
of mind for all digital teams or at 

least should be.

NEIL PURSEY
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https://twitter.com/webgrowthsa
https://twitter.com/metisonlinersa
https://twitter.com/heavychef
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RIAAN AGGENBAG
Owner, More Clicks Internet Marketing

21NATALIE HENSHAW
Creative Strategist, Boomtown Strategic 
Brand Agency
@BoomtownSA 

Brands don’t choose consumers, consumers 
choose brands. Which is why it’s so important 
to base all marketing strategies on consumer 
insights. 

Ask potential consumers the right questions 
and they will help you come up with the 
right answers. Don’t assume you know all the 
answers. Answering a brief without questioning 
the consumer’s needs is essentially creating a 
marketing solution without really understanding 
its end goal. 

Marketing without insights is like embarking on 
a journey without a destination – fun for a while, 
until you get lost and run out of money. Strategic 
insights create focus, eliminate guesswork and 
enhance creativity. Consumer insights are the 
map on the journey of brand growth. 

RIAAN AGGENBAG
Owner, More Clicks Internet Marketing
@more_clicks 

No more broad marketing strokes that try and 
sell what you have to everyone. Rather a sniper-
rifleman focus on targeting ideal type of customers 
(and there might be 10 different types), creating 
unique marketing message to each, using multiple 
channels of approach and soliciting responses that 
can be measure and optimized for greater RIO.

2015 insights in summary:
• Creating compelling, unique, feature rich
offers or marketing messages
• Aimed at a narrow, clearly defined target
audiences
• Delivering offers through a variety of
marketing channels based on where the
audience resides
• Calling for action that can be individually
measured and accounted for
•Maximizing ROI by improving, optimizing
and tweaking both the marketing message,
marketing audience & marketing medium

It’s time to actually go do it!

https://twitter.com/BoomtownSA
https://twitter.com/more_clicks


2423 25ANDRE STRAUSS
Country Manager, GraphicMail 
@GraphicMailSA 

New automation companies, such as SharpSpring, 
have grown beyond expectation and are compet-
ing with giants of the industry by only offering au-
tomation services. And the giants are taking notice. 

Email Service Providers are pushing marketing 
automation as a primary selling point, and major 
players like SMTP are moving fast to acquire auto-
mation solutions.This is because automation can 
reach millions of prospective leads, target them 
based on their preference, actions and personal 
information; then automatically tailor an email’s 
content right down to a person’s interests. Not just 
mentioning names or age - this is dynamic, fluid 
content that changes offers, agents and down-
loads on the fly, based on the recipient’s actions 
and personality profile!

Different people receiving an email sequence will 
end up with completely different messages. Market-
ing Automation is the future of relationship marketing 
because it gives customers what they want: choice.

KEITH LINDSAY
New Busines Director, Prima Arc
@KeithLindsayCT 

Big Data is sexy right now. However, proof will 
be agencies actually delivering on these lofty 
promises. Prima Arc has over two decades of 
experience in data-driven communications, CRM 
and loyalty and fully embraces this game-chang-
er where successful agencies will engage with 
the client’s “always on” consumer in real time. 

Those agencies that are able to serve up 
personalised content and customised offers 
based on past engagements, on the fly, will be 
the ones highly sought after. They will add real 
consumer value to clients’ brands. 

Combining great data strategy with killer creative 
across traditional and digital channels, including 
social media, will be key in 2015 and beyond.

GUSTAVE TRUTER
Managing Director, MIX digital 

We see three meaningful digital media trends 
that will mature in 2015.

Programmatic buying. This media channel, with 
it’s cost effective behavioural media buying 
capabilities, will continue to take an increasing 
share of media budgets.

Content advertising. In 2014 we observed 
exceptional performance from campaigns 
that leverage content (articles & video) as an 
advertising medium. In 2015 we anticipate that 
more publishers will offer content advertising 
opportunities. We also expect content 
advertising to become a default campaign tactic.

Data synergy. Media channels are increasingly 
cross-mapping campaign data. As a result in 
2015 our ability to deliver deeply segmented 
and highly targeted media campaigns through 
multiple data-integrated channels (email, 
social, exchanges) will become the norm.

Big Data is sexy right now.

KEITH LINDSAY

https://twitter.com/GraphicMailSA
https://twitter.com/KeithLindsayCT


SOCIAL

DIRK TOLKEN
Founder & Chief Marketing Officer, 
Semantica Digital

semantica.co.za
info@semantica.co.za
021 555 1050
Cape Town
@SemanticaSA

CANDISE JACOBS
Social Media Manager
Web SEO (PTY) Ltd

webseo.co.za
021 551 7052
Cape Town
@WebSeosa

 
ADELE BEZUIDENHOUT
Founder & Social Media Superhero
Wonder Women Media

wonderwomen.media
adele@wonderwomen.media
076 655 0048
Cape Town
@WonderWomanCPT

BAREND POTGIETER
Social Lead
iProspect

contentking.co.za
barend@contentking.co.za
079 719 3704
Cape Town
@barendpotgieter

BRIAN MAWDSLEY
Managing Director
InsideMan Media

www.insideman.co.za
brian@insideman.co.za
074 854 6507
Cape Town
@brianmawdsley

PR & MEDIA
 
KISHA VAN VUUREN
Strategist
Tin Can PR

tincan.co.za
kisha@tincan.co.za
021 413 7500
Cape Town
@quichekish

ANDREW FRANKS
Director
Tag 8 Media

tag8.co.za
media@tag8.co.za
021 418 0873
Cape Town
@TAG8Media

LUANNE SLINGERLAND
PR Manager
The Jupiter Drawing Room Cape Town

thejupiterdrawingroom.co.za
lslingerland@jupiterct.co.za
021 442 7000
Cape Town
@LuanneS

 
ESTELLE COOPER
Managing Director
Cooper Public Relations

cooperpr.co.za
estelle@cooperpr.co.za
082 557 4818
Johannesburg
@Cooper_PR_SA

GALIA KERBEL
Managing Director
Greater Than

greaterthan.co.za
galia@greaterthan.co.za
021 812 2670
Cape Town
@greaterthanpr

WEB & MOBILE
 
DAMIAN CANNON
Creative Director
BNRY

bnry.co.za
damian@bnry.co.za
021 810 7600
Cape Town

JOHAN WALTERS
Director
Digital Narrative

digitalnarrative.me
074 103 6259
Cape Town
@diginarrative

 



NICHOLAS SOPER
Head of Digital Marketing
Fontera Digital Works

fontera.co.za
nick@fontera.com
021 418 2811
@FonteraDigital

 
CRAIG ROSSOUW
Digital Marketing Manager
Channel Mobile

channelmobile.co.za
021 200 5955
@ChannelMobileSA

EUGENE SMIT
General Manager
Easy IT

www.easy-it.co.za
support@easy-it.co.za
021 949 1551
Cape Town, Johannesburg 
& Durban
 

SEARCH

CHARLIE STEWART
Chief Executive
2Stroke

2stroke.co.za
Query@2stroke.co.za
021 975 8181
Cape Town

 
SETH VAN ROOYEN
Owner
VR Squared

vr-squared.com
info@vr-Squared.com
072 939 1907
Cape Town
@VR2SEO

 
NEIL PURSEY
Founder, Owner
Webgrowth

webgrowth.co.za
support@webgrowth.co.za
216856083
Cape Town
@webgrowthsa

CHANTELLE BOWYER
Managing Member
Metis Online

metisonline.co.za
chantelle@metisonline.co.za
083 233 5455
Cape Town
@metisonlinersa

DEAN CLAASSENS
Head of SEO
World Wide Creative

wwc.co.za
info@wwc.co.za
086 193 2226
Cape Town
@heavychef 

DIRECT

NATALIE HENSHAW
Creative Strategist
Boomtown Strategic Brand Agency

boomtown.co.za
jane@boomtown.co.za
083 449 3100
Cape Town, Johannesburg & Port Elizabeth
@BoomtownSA

RIAAN AGGENBAG
Owner
More Clicks Internet Marketing

moreclicks.co.za
riaan@moreclicks.co.za
082 792 5457
@more_clicks

 ANDRE STRAUSS
Country Manager, 
GraphicMail South Africa

graphicmail.co.za
info@graphicmail.co.za
086 010 6135
Cape Town
@GraphicMailSA

 
KEITH LINDSAY
New Business Director
Prima Arc

prima-arc.co.za
keith@prima-arc.co.za
021 468 4004
Cape Town
@keithlindsayCT

GUSTAVE TRUTER
Managing Director
MIX digital, a division of Mediology

mixdigital.co.za
gus@mixdigital.co.za
011 7074800
Johannesburg



http://oneupagency.com
http://www.marketingupdate.co.za
www.kerithpretorius.com



