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SIZE: 
Medium-sized agency

COMPANY
INFORMATION
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B-BBEE LEVEL:
ETIKET is a Level 2 QSE with 
51% black shareholding and
23.12% black female shareholding

COMPANY HISTORY:
ETIKET was established as a Close
Corporation (CC) in September 2007
(Reg no: 2007/038749/23)
ETIKET was converted to a (Pty) Ltd in
September 2011

YEARS OF EXPERIENCE:
ETIKET has been in operation as a 
creative consultancy and advertising 
agency since 2007 

LOCALITY: 
ETIKET is located in 
R21 Corporate Park, 
Irene, Gauteng
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We often get asked: “Why would you call a company 
ETIKET?” What does it mean? The short answer is that 
the word ‘ETIKET’ has two definitions.

ETIKET = LABEL
We create labels or brands that add value and meaning 
to your business, product or service so that it is noticed, 
recognised and, ultimately, sold.

ETIKET = BEHAVIOUR
By understanding people’s behaviour and their 
motivations, we are able to create real and impactful  
creative solutions that instil meaningful brand connections.

IT’S IN
OUR NAME
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We are a creative consultancy and 
advertising agency that makes human 
impact and experience the centre-point  
of everything we do.

We believe when businesses fulfil  
people’s needs in an impactful way, 
success is inevitable.
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Our four-tiered methodology is designed  
to maximise human impact through  
insights-driven creative problem-solving.

We help you:

Clarify your brand’s promise by identifying the 
human qualities and saliency of the brand, which 
gives people something to buy into.

Align the humans behind the brand to that 
promise, so that your brand and employees speak 
with one voice.

Understand the humans that your brand serves. 
By gathering unique human-centred insights 
through our Design Thinking process, we identify 
customers’ needs and pain points.

Create human experiences through creative 
problem-solving that communicates the brand 
promise and answers the customers’ needs.
 

FOUR-TIERED
METHODOLOGY

1

2

3

4

Our human-centred insights methodology leads 
to an understanding of human needs and pain 
points. Our creative solutions let your brand solve 
these needs in real and impactful ways. That means 
by working with us, you will achieve your brand’s 
promise to its market.

HUMAN BRAND
PAIN POINTS

WE
ACHIEVE 
THIS

IF WE
SOLVE 
THIS

PROMISE
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Within our methodology, we use Design Thinking and other 
human-centred design processes. This allows us to gain 
human understanding and deliver on our own brand promise  
of enabling human impact.

Our Design Thinking approach essentially follows a  
double-diamond process of gaining understanding and  
ideating solutions. 

DESIGN
THINKING
APPROACH

DISCOVER INSIGHTS
Use empathy to gain human insight into the challenges that the 
brand, employees and customers face.

DEFINE PROBLEMS
Through these insights, we are able to identify the challenges 
and pain points of both the business and the people it affects in 
order to (re)define a problem statement or brief that we use as a 
roadmap for the way forward. 

CREATE IDEAS
The problem statement is taken into creative ideation with our 
team, driven by both the client’s brief and our unique approach 
to finding solutions.

TEST AND DELIVER
By integrating human experience into the process, we are
able to test and deliver real and impactful creative solutions 
with human impact.  

1

2

4

3

UNDERSTAND SOLVE

1 3 42
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SERVICE
OFFERING

In the first tier of our methodology, we focus solely on your brand. 
Through our Brand Promise workshop, we help you understand the 
human qualities of your brand, who the brand is, what the brand stands 
for, what the brand’s promise is and how it should talk and present 
itself to customers.

Services include:
Brand Promise workshop
Brand audit
Corporate Identity (CI) development
CI guide design
Digital CI repositories
Product design
Package design
Label design

TIER 1: BRAND PROMISE

The second tier of our methodology focuses solely on the employees. Through 
internal campaigns, we help you align the humans in and behind the business to 
the brand promise, so that the brand and employees speak to the consumer in 
one voice across all touchpoints.

Services include:
Internal campaigns
Change management
Brand alignment
Activations
Intranet and communication platforms
Internal touchpoints 
• Emailers
• Screensavers 
• TV screen content
• SMSs and MMSs
• Posters
• Spatial design

TIER 2: EMPLOYEE EXPERIENCE
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In the third tier of our methodology, we focus solely on consumers. By making use of 
human-centred design processes and tools, we help you understand the humans that 
the brand serves. We identify the consumers’ needs, wants and pain points so that we 
can answer those in real and impactful ways.

Services include:
One-on-one interviews
Group interviews
Focus groups
Facilitated insights gathering sessions
In-field visual observation
In-field immersion
Surveys
Online polling
Data gathering
Desktop research

TIER 3: CUSTOMER EXPERIENCE

SERVICE
OFFERING

In this fourth and final tier of our methodology, we focus on advertising and 
communication. The brand’s promise has been crystalised, all internal stakeholders 
have been aligned, and we know what the end consumer desires. We are now able to 
focus on external communication to connect the brand and humans in an impactful way.

TIER 4: EXPERIENTIAL COMMUNICATION

Services include:

Digital design
UX/UI design
Website/mobisite design and SEO
Emailers and email signatures
HTML5 banners
Interactive PDFs
Interactive kiosks and games
e-Learning programs

Social media
Integrated digital strategy
Social media content strategy
Media strategy
Social media campaigns
Lead generation campaigns
Integrated digital campaigns
Community management

Audio-visual production
Scriptwriting and storyboarding
Videography and video editing
2D/3D animation
Character design
Motion graphics
Music composition
Voiceover recording
Photography

Retail and spatial design
Interior design
Floorplan layout
3D visualisation
In-situ brand development
Wall art and signage
Fly-throughs

BTL and direct marketing
Brochure design
In-store collateral
Direct mail
Emailers
Interactive PDFs
AVs and videos
Activations
Guerrilla marketing

ATL campaigns
TV ads
Radio ads
Billboards and OOH
Magazine ads
Newspaper ads
Digital integration
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FACILITATED  
WORKSHOPS

The Brand Promise toolkit was specifically designed 
to allow brands to identify and ultimately integrate 
their built-in emotional saliency into their marketing.

The toolkit’s underpinnings are further reinforced 
by a strong archetypal approach, which posits 
that certain human behaviours are represented  
in all cultures throughout time and civilisations.

In short, this means we give you the framework 
that will help your brand connect to its consumers 
on an emotional and instinctual level in a way that 
is completely unique to your brand. During the 
workshop, our creative strategists will assist you  
in pinpointing the qualities that make your 
business tick.

After your session, we’ll give you an in-depth 
rundown of your business’ unique personality, 
product type and purpose, as well as a unique 
promise line which you can use to create a  
unique messaging approach that will make  
you stand out and address your market like  
never before.

BRAND 
PROMISE 
WORKSHOP

1615

•   Brand Promise workshop

•   Customer Experience workshop

•   Design Thinking workshop
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CUSTOMER  
EXPERIENCE  
WORKSHOP
Our bespoke Customer Experience workshop is 
designed to assist brands in better understanding 
and communicating with their customers through 
meaningful insights.

The facilitated workshop comprises tools and 
processes for: 
• Gaining a better understanding of the context 

of the problem or customer
• Learning who you want to solve for and who 

to focus on
• Learning how to let go of preconceived 

assumptions and biases
• Learning how to ask the right questions and 

conduct insightful interviews
• Gaining empathy and understanding
• Developing personas
• Creating user journeys based on insights,  

not assumptions
• Learning how to pinpoint customer needs and 

craft powerful problem statements
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DESIGN  
THINKING
WORKSHOP
ETIKET provides one-day and three-day 
Design Thinking workshops that guide attendees 
in understanding and using the Design Thinking 
methodology for innovation.

The ETIKET Design Thinking workshops are 
designed to equip attendees with the knowledge 
needed for insight gathering and problem 
identification, and give a comprehensive 
overview of the tools and processes used for idea 
generation and concept development.

The workshops aim to be a platform from which 
every attendee can start generating better ideas 
to drive innovation in future.
  
The facilitated workshop comprises tools and 
processes for:
• Identifying pain points
• Learning who you want to solve for and who 

to focus on
• Learning how to let go of preconceived 

assumptions and biases
• Learning how to ask the right questions and 

conduct insightful interviews
• Gaining empathy and understanding
• Creating user journeys based on insights,  

not assumptions
• Learning how to pinpoint customer needs and 

craft powerful problem statements
• Learning about ideation techniques and tools
• Refining concepts
• Prototyping

2019
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SOME
OF OUR
CLIENTS
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OUR
ACCOLADES
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Wrestlerish: Sleep
Crowd-sourced music video

Sondag: My Buurvrou
Digital and social media campaign
 
LAPA: Hoofkarakter-soektog
Digital mixed media

FNB: Franchise  
Leadership Summit
International award for financial
marketing and advertising

Ads24: Son
International newspaper  
marketing awards

Medihelp: Soft Kitty
Bizcommunity Orchid

LAPA: Hoofkarakter-soektog
Digital mixed media campaign.

Kief Koekies: Website
Craft

Pendoring: Award show
Events and activations

Kief Koekies: Website
Interactive communication

Sondag: My Buurvrou
Digital and social media campaign

LAPA: Thomas@
Digital and social media campaign

Maroela Media: Afrikaner
Digital mixed media campaign.

LOERIE AWARDS

MIDAS AWARDS

OTHER AWARDS

PENDORING AWARDS

G

G

G

G

S

S

S

S

S

S

S

S

B
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There are many who can write beautifully, evoke 
emotion with a single brushstroke, or conjure 
up insights with ease. Yet so many with vast 
amounts of talent never shine. Instead, they fade 
into the background – unnoticed.

Then there are those whose lights can be seen 
from great distances – their talents amplified by 
their passion.

You see, while talent can be honed to perfection, 
passion can’t be taught or created. 
It is a part of who you are.

Talent can lead to success. 
But passion can lead to greatness.

OUR
WORK

26



2524

Maverick is an internal campaign run by 
Old Mutual that incentivises employees 
to submit innovative ideas geared toward 
changing the business and the industry in 
which they operate.

OBJECTIVE
The objective of the campaign is to create 
a culture of innovation throughout Old 
Mutual where employees understand the 
value of innovation and know how to apply 
it. Through the Maverick campaign, Old 
Mutual aims to become the undisputed 
leader of innovation in its industry. 

THE PROBLEM
Old Mutual approached ETIKET to assist 
them in driving submissions for the 
Maverick 2.0 innovation campaign in a bold 
and exciting way.

THE CONCEPT
ETIKET recommended a series of facilitated 
Design Thinking workshops, with the aim 
of providing employees with the knowledge 
of methodologies needed for creative and 
human-centred problem-solving.

THE SOLUTION
The result was two one-day Design Thinking 
sprints in Johannesburg and Cape Town, 
to which 50 Old Mutual Corporate staff 
members were invited. During the 
workshops, attendees were exposed 
to the process of Design Thinking and 
worked through various exercises and tools 
needed for insight gathering and problem 
identification, as well as ideation, concept 
development and rapid prototyping.

The workshops focused on the concept of 
human-centric problem-solving as a means 
to innovation, and taught attendees to work 
in multidisciplinary teams in order to identify 
unique and real problems for which they 
then conceptualised solutions.

The most significant outcome of the 
campaign was that attendees were able 
to understand that anyone can be an 
innovator, and that true innovation is the 
result of following a structured approach  
to problem-solving, which in turn generates 
solutions that are able to affect significant 
positive change within the financial  
services industry.

MAVERICK 2.0 
DESIGN THINKING
Old Mutual Corporate
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UPLIFTING 
BUSINESSES
FNB Business

OBJECTIVE
FNB Business is the main sponsor 
of the annual Wines2Whales event. 
Sponsorships like these usually cost 
millions of rands and are aimed at 
promoting the brand, but little thought is 
typically given to how the brand can add 
more value through their sponsorship. 
We were tasked to create an impactful 
concept that increases the value of FNB’s 
brand presence, while also creating an 
impactful experience.

THE PROBLEM
The Wines2Whales event attracts 
thousands of participants and spectators 
from all over the world. Although the event 
setting is surrounded by true South African 
experiences and businesses, they mostly 
remain undiscovered by non-local visitors. 
So how do we create an experience as 
FNB Business, known as the bank for 
entrepreneurs, that uplifts the businesses 
along the way?

THE CONCEPT
We came up with the idea to create 
3D interactive Google maps of the 
Wines2Whales routes, indicating where 
all these local businesses are located and 
what they offer.

THE CAMPAIGN
The 3D interactive Google maps were 
hosted on the event’s website. We added 
a little extra incentive to use the virtual tour 
feature and create more awareness for local 
businesses by hiding golden medals along 
the route. Those who discovered these 
medals first won free VIP team entries to the 
Wines2Whales event.

Participants could now plan their routes 
in advance, and spectators could plan 
their activities and stops ahead of time. 
Those not able to attend the event could 
experience it online, in real time. As a result 
of our campaign, the who, what and where 
of local businesses in the area got more 
exposure and increased foot traffic, with 
an impact that lasted long after the event 
was over.
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Gauteng is home to some of the most 
amazing townships, with some of the 
best tourist attractions in the country. 
Unfortunately, many of them are not well 
known. The Gauteng Tourism Authority 
approached us to help them document 
these great locations, with the purpose 
of creating short films for their digital 
awareness campaigns.

OBJECTIVE
The objective was to showcase these 
locations, focusing on townships and the 
fun activities available in these locations, 
to create awareness around alternative 
tourism hotspots. The broader objective 
was stimulating economic and  
community growth.

INSIGHT
The problem with involving big production 
houses in the filming of such content, is that 
the millions of rands spent on production 
predominantly enrich foreign companies 
instead of local ones. In the end, our clients’ 
rands end up in America or France. This 
is quite ironic as the money is primarily 
spent to uplift local communities.

IDEA
So, how could we keep more of these 
funds in local hands, and through the 
process of documenting or filming these 
areas, already start economically uplifting 
these communities?

There was plenty of creativity, based 
right where we needed it. There were 
enthusiastic entrepreneurs just raring to 
share their business stories. There were 
colourful video opportunities and ample 
attractions to feature. All we had to do 
was enable these people to tell their story, 
remunerate them, and thus make sure 
that the funds remained where it would  
do the most good: right in the township.

THE CAMPAIGN
We recruited up-and-coming talented 
storytellers living in these townships – 
from videographers and photographers 
to directors and designers. We asked 
these recruits to document and film 
these places and experiences of which 
they were the experts. We trained and 
equipped them with DSLR and 360 
cameras, and better yet, remunerated 
them from the funding provided by the 
Gauteng Tourism Authority.

The outcome was astonishing – stories 
were told, and places and activities shown 
that only locals would know about. The 
end-product was better than most ‘big’ 
outsiders could have produced.

We created a win-win opportunity for 
our client by increasing these townships’ 
exposure and foot traffic, while keeping 
our focus on the human impact.

UPLIFTING  
TOWNSHIPS 
Gauteng Tourism Authority
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On the corner of 7th and 4th Streets in 
Linden, there is a coffee shop. Everything 
in this shop is made or inspired by the 
local residents. This is the story of how 
we inspired a neighbourhood to regain its 
sense of community over a cup of coffee.

OBJECTIVE
Launch a new community coffee shop, 
The Whippet, in Linden.

INSIGHT
As the world moves forward with 
technology and becomes increasingly 
disconnected, we yearn ever more for 
human connection.

IDEA
To uplift a community by launching a 
new coffee shop, The Whippet, in which 
every product is made or inspired by local 
residents, and give these residents the 
chance to contribute their insights into 
the development of this new brand.

THE CAMPAIGN
The campaign was kicked off with a 
signboard in front of an empty store, 
inviting the people of Linden to help 
create a coffee shop and follow the 
progress online.

With a blogsite linked to Instagram, 
Facebook and Twitter, we created a 
strong social platform where residents 
could not only follow the progress, but 
also contribute, suggest, advise and 
ultimately help us build a brand for the 
community, by the community. We helped 
our client to create a supply chain within 
a street-block radius to support the 
local economy. From the butcher, baker 
and bicycle maker, to the beekeeper, 
carpenter, potter and photographer in 
the area – all contributed to The Whippet 
by supplying fresh produce or creating 
bespoke items to be sold in the shop.

Everyone in Linden sees The Whippet 
as their own. It is no wonder then that 
the locals queued around the block on 
opening day to support this new venture. 
Our client’s first two months’ sales
targets were exceeded within a week of 
the campaign launching, while turnover 
doubled month on month for the first year.
 
This had a positive knock-on effect on 
the community: the local butcher and 
baker also reported doubling turnover 
month on month, and the local potter 
started exporting to Australia shortly  
after the launch.

UPLIFTING  
COMMUNITIES
The Whippet
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OBJECTIVE
We were tasked with conceptualising and 
designing a Tourism Indaba exhibition 
stand for South African Tourism.

INSIGHT
Each year, hundreds of brands spend 
millions of rands to design and build 
exhibition stands for the Tourism 
Indaba. In some cases, these stands are 
showcased for a couple of days, are then 
destroyed and end up on landfills. Millions 
of rands that could have been put to 
smarter use is wasted in the process.

IDEA
Our idea was to design an exhibition 
stand that would create top-of-mind 
awareness and meet South African 
Tourism’s business needs, but more 
importantly could be repurposed for  
a greater cause – the upliftment of  
our country.

THE PROPOSED CONCEPT
First, we had to identify a cause: the 
former Shumishanang Primary School in 
Tshwane was a space that was greatly 
under-utilised. Buildings that used to 
serve as classrooms maintained some 
structural integrity, but were otherwise 
safety hazards.

We identified materials needed for the 
renovation of the buildings, from door 
frames and roof beams to tables and 
chairs, before we started designing our 
uniquely African exhibition stand. The 
stand was designed with these required 
materials in mind – specifically with the 
purpose of being easy to disassemble. 
The idea was for it to be flat packed for 
transport after the event, and reused 
as material to renovate the abandoned 
school buildings.

All possible items were considered. 
The workspace conceptualised for the 
exhibition stand was designed to be 
repurposed afterward to become the 
students’ desks, with a unique design 
reminiscent of traditional African woodwork 
and a Ndebele motif used across all 
designs. The desks were designed, like 
everything else, to be fully collapsible  
and fold flat for ease of transportation.

With this proposed concept, as with all 
others, we always aim to be smarter 
with the money we spend on marketing 
collateral – not only to benefit the 
business who spends it, but to keep 
South Africa and its underprivileged 
communities in mind.

Although this concept never materialised 
due to the cancelation of the RFP, we 
decided to share this idea. Who knows? 
Maybe we get the chance to do something 
similar in future.

UPLIFTING 
SCHOOLS 
South African Tourism
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What began as a fairly small campaign to 
disseminate legal knowledge in an easy to 
understand way has grown into a movement 
to empower South Africans with the legal 
knowledge they need to wield the power of  
the law themselves, rather than shy away from 
its complexities.

OBJECTIVE
Position Scorpion as the champion of  
the people.

INSIGHT
Being able to access justice is a human right, 
and yet the large majority of South Africans 
can’t afford legal help. While the legislation 
itself is available, the complex nature of its 
legal language is such that the very legislation 
meant to protect them is out of their reach.

IDEA
Partnering with key publications with access 
to the grassroots communities of South 
Africa and using these platforms to empower 
communities by providing a plain-language 
interpretation of the law, while also establishing 
a strong brand presence. We aim to show that 
everyone can afford quality legal services by 
proving Scorpion’s efficacy to the market who 
need it most.

THE CAMPAIGN
Our strategy led us to the Daily Sun, the 
largest daily newspaper in the country. While 
brand awareness is a critical outcome in this 
campaign, human impact and being able to 
help those in legal need is the core objective.

To this end, Scorpion lawyers partnered up 
with lawyers from Daily Sun to become the 
people’s champion. We created weekly ATL 
print ‘tips’ detailing a legal problem faced by 
the everyday person.

In addition, Daily Sun runs a parallel 
initiative to complement these legal tips 
by taking on real-life cases as submitted 
by the public for free. These cases are 
documented and presented back to  
the public along with free useful  
editorial content.

The campaign has been extended to 
Facebook. Every month, Scorpion and Daily 
Sun lawyers meet in person to hold a live 
video post, analysing cases and providing 
the answers to legal problems live and for free. 
As part of the goal of making a difference, 
we opened the Q&A up to anyone with legal 
problems – members and non-members. 
This year has, so far, seen tremendous 
engagement – with an average of about 4 
000 people reached organically with each 
post. In the same vein, our Facebook strategy, 
which is essentially a richer embodiment 
of Q&A, focuses on providing legal help and 
advice to everyday problems.

The proof of the (social) pudding lies in our 
followers – we’ve grown the Scorpion Legal 
Protection Facebook page from just 1 000 
followers to over 328 000 and counting in 
the space of just a few short years.

The Defender campaign ties in not only with 
Scorpion’s own values of giving back to 
the community, but also with the increasing 
trend among up-and-coming generations to 
be conscious of world issues and motivated 
to make a difference.

EMPOWERING 
THE PEOPLE
Scorpion Legal Protection
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OBJECTIVE
FNB Business asked us to come up with 
an overarching concept for the Franchise 
Leadership Summit 2016, based on the 
theme ‘Disruption’. The entire conference 
was centered around harnessing the 
changing business climate as a vehicle to 
help grow and better your business.

INSIGHT
Disruption in the business context can 
either hinder processes, or be used to 
adapt your approach toward creating 
optimised processes. If we could show 
business owners this abstract idea 
(disruption) in a practical and memorable 
way, we could inspire them to adjust and 
grow using this theme for the Franchise 
Leadership Summit 2016.

IDEA
How do you apply an abstract concept 
like disruption to an annual summit? 
How do you disrupt something that is, by 
default, about repetition? We knew we did 
not want to simply talk about disruption. 
The summit itself had to be disruptive. It 
had to be a physical representation of how 
a business functions, with the added force 
affecting positive growth in business.

THE CAMPAIGN
Using the laws of physics, we designed and 
built a harmonograph that would create 
the messaging for our campaign and 
showcase the ultimate representation of 
disruption. A harmonograph is a mechanical 
apparatus that utilises pendulums in 
creating a geometric image. The images 
created are typically repetitive spheres that 
create complex overlapping visuals.

The device was a perfect physical 
representation of how disruption works 
to affect positive growth in business. The 
disruptive forces of creativity, technology 
and innovation are represented in the 
variable weights of the harmonograph. 
A business’ adaptability in a changing 
environment is symbolised through the 
device’s flexible, lightweight arms, and the 
way carefully applied force can create an 
entirely new, unique pattern.

Digital elements created awareness around  
the disruption theme and all communication 
echoed the visual concept of beautiful, 
impactful lines of cause and effect, serving 
as teasers for the event. All additional 
elements were designed to create 
understanding around business disruption, 
including posters that were ‘disrupted’ 
when looking at them from the wrong 
angle. The campaign worked so well that 
we had to pull our digital media campaign 
earlier than expected, when tickets sold out.

During the event the harmonograph, which 
we built ourselves, was on display at the 
centre-point of activities. Guests arrived 
to the 4m x 4m edifice creating striking 
patterns in the name of disruption.  
The artworks created by the harmonograph 
were stamped and signed as one-of-a-kind, 
unforgettable handouts to visitors.

Disruptive. Exactly what the client asked for. 
The harmonograph ensured a memorable 
conference, and gave physical form to the 
abstract concepts of business growth, 
adaptation and disruption.

FRANCHISE 
LEADERSHIP 
SUMMIT
FNB Business
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OBJECTIVE
To create an authentic, non-stock library 
that Joburg Tourism could be proud of and 
that their market could 100% relate to.

INSIGHT
No-one knows their community better 
than the people that live in and 
experience these areas daily.

IDEA
Build an authentic Joburg Tourism  
library – by the people, for the people. 
Don’t tell the stories of Joburg without 
celebrating and recognising the people 
of Joburg – rather give them the chance 
to raise their voice about their city.

THE CAMPAIGN
Our strategic entry point was simple: 
always keep the end-user, as well as 
the residents who will be affected by 
a tourism campaign, in mind. More 
importantly, give them the chance to tell 
their stories and not those made up by 
an advertising agency.

Our strategy led us to create a Facebook 
content campaign that would rally the 
people who love Joburg – the Joburgers 
themselves – to help us build a library of 
images that reflects the true
Joburg experience.

All they had to do was ‘Capture Joburg’.

We gave local professional photographers 
and the public the opportunity to show 
the world what Joburg looks like through 
their eyes/lenses. In return, we rewarded 
the best entries with prizes ranging from 
photographic equipment vouchers to short 
courses at the Vega School of Brand
Leadership, to further develop their visual 
storytelling skills.

The results exceeded everyone’s 
expectations: 2 609 quality images 
uploaded, which reached 4 324 159 
people throughout the campaign.

Not only did we create one of the best 
libraries our client has ever seen, but we 
reignited a love for Joburg in the process.

CAPTURE  
JOBURG 
Joburg Tourism
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CAPE TOWN 12
ONERUN
FNB Business

OBJECTIVE
FNB Business approached us to help 
them launch a new and exciting race to 
the South African market, the FNB Cape 
Town 12 ONERUN.

We understood that to launch a race in 
a market already saturated with sports 
events would require us to focus not  
just on a cool concept or great 
advertising, but on how we would  
make the event shareable.

INSIGHT
Everyone – regardless of age, race or 
level of fitness – runs on something. 
From the desire to see the sun rise 
above the city buildings, to the joy of 
a quick run-related catch-up with a 
colleague, there is something in every 
single person that keeps going back to 
the road.

But while every person knows their 
reason for running, the one thing they 
didn’t have was a platform to share that 
reason, to bond with others over the 
reason they kept tackling the next step, 
the next kilometre, the next race.

THE CAMPAIGN
Using this insight, we developed a 
website for the Cape Town 12 ONERUN 
that would give runners a place to share 
the reason they run. To drive runners to 
the website, we created print and social 
media with a strong call-to-action. Once 
they registered on the website, runners 
were given the chance to input their 
reason for running – such as passion, 
strength or even the need to succeed.

Runners could see not only their own 
reason for running, but those of others, 
and we linked the site to social media to 
give runners a chance to share that reason 
with those in their social circles. Twitter, 
Facebook and Instagram integration 
allowed runners to tell everyone they knew 
what they run on.

The idea was used in on-the-ground 
activations at popular races, as well as in 
below-the-line collateral, further spreading 
the word and creating more interest. In the 
end, more than 10 000 runners entered 
the FNB Cape Town 12 ONERUN 2015 
inaugural race. 
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The FNB Business INNOVATION Awards 
brings together like-minded leaders in 
innovative thinking to expand already 
inspired ideas into game-changing, 
globally recognised businesses.

We assisted FNB Business in developing 
and positioning the Awards, and it 
has since grown into a powerful tool – 
one that not only gives FNB Business 
access to their target market (innovative 
businesses) – but allows them to help 
refine, advance and scale those with the 
potential to leave a lasting legacy.

We worked alongside FNB Business 
to craft the way the Awards was 
represented across platforms – from its 
dedicated microsite and detailed entry 
process, to awareness through social 
media, direct communications, and both 
digital and printed media.

Today, the promise of the Awards, which 
so masterfully reflects the promise of 
the bank behind it, has become so 
compelling for innovative business 
owners that it has doubled its entries  
year on year.

The Awards have become an anchor for 
FNB Business’ positioning in a relevant, 
impactful and positive way.

BUSINESS INNOVATION
AWARDS
FNB Business
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When it comes to tourism in South Africa, 
no marketing event comes close to 
INDABA. With more than 13 000 national 
and international delegates attending 
this mega Tourism Trade Fair, one thing 
was for certain: social media and the 
Twitterverse would be filled with travel 
conversations and contributions!

OBJECTIVE
We were briefed to capture all social media 
conversations and contributions, and 
make them visible to all attending INDABA. 
We created a nine-panel plasma wall, 
situated in one of the main passageways 
of the Durban ICC, and created a true 
Twitterverse experience for patrons.

THE CAMPAIGN
The INDABA social media wall continuously 
mined selected Twitter hashtags and 
handles, Facebook updates and photos 
as well as Instagram contributions. An 
algorithm gave all mined feeds a certain 
weight, and the feeds with the highest 
weight were visually represented as part 
of the INDABA Twitterverse.

The Twitterverse became a live community 
that visually showed the biggest 
contributors to the conversation and who 
was creating the most traffic at any given 
time. Tweets and Facebook updates were 
interspersed with photos from Instagram, 
creating an interesting visual tale of what 
INDABA, and South African Tourism, is  
all about.

This resulted in the creation of a massive 
social media database consisting of almost 
10 000 Facebook, Twitter and Instagram 
interactions over the period of INDABA.

At the conclusion of the campaign, 2 300 
people contributed to the social media 
conversations, and based on the number 
of likes on Facebook and Instagram, as 
well as the number of Twitter followers, 
our reach extended to just under five 
million people during INDABA.

TWITTERVERSE 
South African Tourism
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OBJECTIVE
ATKV approached us to help them 
change their brand as a family-holiday 
destination to a one-stop-shop for 
business events.

IDEA
We introduced and developed the 
‘Meetings, Incentives, Conferences and 
Events’ (MICE) business model within 
ATKV as a sleek business product, while 
staying true to their fun and quirky brand.

THE CAMPAIGN
We were given free range to come up with 
a design as well as a truly South African 
tone and style. Using African patterns, we 
created a logo for the overall MICE product 
as well as for each MICE element. Along 
with the logo and patterns, beautiful resort 
images were shot and used to bring the 
collateral to life.

By positioning ATKV as a truly South 
African brand with an all-encompassing 
solution for business events, we managed 
to change the perception of a family-fun 
resort to a professional conferencing 
venue, where conference-goers can join 
in the holiday-goers’ fun through the 
campaign line ‘Business events with a 
fresh approach’.

Through an integrated TTL campaign, 
we helped to put ATKV on the map as a 
serious competitor in the conferencing 
field, and placed them in a position to 
drive their conferencing product to a  
new level.

MICE 
ATKV

5049



4948

OBJECTIVE
Samsung asked us to conceptualise a 
campaign that provided South Africa’s finest 
up-and-coming design talent with a way to 
showcase their work, while also creating 
much needed exposure for our influential local 
talent on a national level.

INSIGHT
Rather than create our own content, we 
understood that we had a responsibility to 
the creative youth of the nation to create a 
dedicated platform to showcase their own 
compelling and visually engaging content.

THE CAMPAIGN
With this in mind, we created inspire[ ]design, 
a TTL campaign to showcase the creativity of 
designers in our country.

Our first task was to create awareness with 
creative on Facebook, Twitter, Instagram and 
YouTube. We also ran a job listing on LinkedIn 
and Bizcommunity, calling on aspiring 
designers to submit their designs.

Next, we needed to create engagement, 
which we did with a microsite on which 
entrants could submit their designs to our 
experienced and highly skilled judges. 
We moderated this content and featured 
the exceptional designs on the microsite, 
national TV and publications, and across all 
of Samsung’s online channels. This required 
a keen focus on copyright laws, and careful 
consideration to ensure that we did not 
infringe on copyright or privacy.

The campaign generated over 10.5 million 
social media impressions and the microsite 
saw nearly 11 000 submissions.

INSPIRE[]DESIGN
Samsung
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An aviation company founded in 1946, Comair 
Limited is managed and owned by South Africans 
through its listing on the JSE.

Comair, like many other businesses, struggled 
with the consistent use of their Corporate Identity 
(CI) throughout various internal departments.

We were tasked to help them refresh their brand 
and create a CI guide that included basic and 
detailed application guidelines for correct and 
consistent CI implementation.

We further created an online repository where 
internal staff could download all approved 
elements – from logos and imagery, to icons and 
colours – to further drive brand consistency.

BRAND AND CI 
DEVELOPMENT
Comair
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In 2015, Instagram launched its advertising 
platform in South Africa. Samsung SA was 
one of the first technology companies to 
take advantage of the benefits this platform 
offers to brands.

OBJECTIVE
ETIKET was tasked with coming up with 
a campaign that would create awareness 
around the Samsung Galaxy Note 5  
and its features, while simultaneously 
boosting followers for the Samsung SA 
Instagram page.

IDEA
The proposed campaign focused on 
the Note 5’s features and capabilities – 
especially in terms of creativity – by asking 
consumers ‘What will you create next?’

THE CAMPAIGN
The creative approach followed the 
Instagram trend of #ThingsOrganisedNeatly 
to demonstrate the different ways in which 
the Galaxy Note 5 enables users to create 
when inspiration hits in business, fashion, 
art, architecture or more.

This campaign contributed to the massive 
success we have had on Samsung’s 
Instagram account – a massive increase in 
followers of almost 1000% to date.

INSTAGRAM 
CAMPAIGN
Samsung

5655



5554

JVL, a fitness supplement brand, is at the 
forefront of bringing athletes, corporate 
individuals, housewives and just the entire family 
closer to their wellness goals.

OBJECTIVE
JVL tasked us to develop new packaging that 
would make the brand stand out in the saturated
retail environment.

THE SOLUTION
Not only did we develop packaging that truly 
stands out compared to their competitors, but 
as part of the design we developed a way-finding 
system to make it easier for the user to quickly 
recognise and find what they are looking for.

WAY-FINDING
SYSTEM
JVL
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OBJECTIVE
Old Mutual Corporate asked us to help them 
develop a hand-held retirement calculator.

THE SOLUTION
We conceptualised, did 3D visualisations and 
developed the inner workings of the calculator. 
The design follows the new brand look and feel, 
and is easy to use and understand.

DIRECT 
MARKETING
Old Mutual Corporate
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ETIKET has created a magnitude of new 
brand collateral for various departments 
within Old Mutual.

Some of these projects include:
• MFC – Funeral facts (brochure)
• MFC – Radio drama (brochure, 

social media banners, digital 
banners and emailers)

• MFC – Business Not As Usual event 
(emailers and stand banners)

• MFC – National Wills Week  
(digital banners)

• MFC – Internal process document 
(PDF documents)

• MFC – NDFA event (brochures and 
stand banners)

• MFC – No Waiting Period campaign 
(BTL collateral)

• MFC – Road to Listing (DL leaflet)
• MFC – Savings (naming convention)
• MFC – Foundation Market  

CVP (brochure)
• Corporate – Retirement calculator 

(product design)
• Corporate – MindSpace activation 

(pull-up banners)
• Corporate – Retirement document 

(Word and Excel documents)
• Corporate – PowerPoint update
• GMC – Brand refresh (CI update on 

all elements)
• GMC – CVP (photoshoot)
• GMC – Photo library (image editing)
• GMC – Flexi (digital banners)
• GMC – Funeral (digital banners)
• Personal Finance – Future Mirror 

(digital activation concept)

BTL 
COLLATERAL
Old Mutual Corporate
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OBJECTIVE
Samsung asked us to create fun, light-hearted 
animations for their summer campaign.

THE SOLUTION
We illustrated and animated a series of videos 
that were used online and as TV commercials.

ANIMATED TVCs
Samsung
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For this campaign, we used a 360-degree  
camera mounted to a drone to capture interactive, 
360-degree footage of Cape Town  
and Johannesburg.

ETIKET offers numerous photography and 
videography services, including:
• Drone photography and videography
• 360-degree photography and videography
• Still photography
• Videography
• Small to large productions
• Building of photographic repositories

DRONE 
VIDEOGRAPHY
Samsung
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MetroFibre Networkx recently launched a  
brand-new ISP, GigaGo, into the South  
African market.

Aimed at a younger market, we were tasked  
to develop a young and funky brand – from 
the name and logo, to the full CI and  
go-to-market strategy.

BRAND 
DEVELOPMENT
GigaGo
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MetroFibre Networx recently launched a second 
brand-new ISP, Aitsa, into the South African market. 

Aimed at the Afrikaans market, we were tasked  
to develop a light-hearted and fun brand –  
from the name and logo, to the full CI and  
go-to-market strategy.
 

BRAND 
DEVELOPMENT
Aitsa
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We created immersive experiences 
through film, animation and 360-degree 
video content.

OBJECTIVE
Samsung approached ETIKET to 
conceptualise, create and adapt global 
creative to form a TTL campaign for the 
December holiday period.

The campaign had to entice and 
encourage consumers to buy a Samsung 
Galaxy S7 or S7 edge device, to 
leverage the Samsung ecosystem in our 
communication, and to build trust in the 
Samsung brand. The bulk of the content 
created by ETIKET consisted of video 
and animation work.

IDEA
We decided to create a video campaign 
that is true to South African holiday 
traditions – whether you are out and 
about or staying at home.

THE CAMPAIGN
The campaign creative had to remind 
consumers of what the South African 
holiday season is like by placing Samsung 
front and centre as the hero. Different 
creative and video content drove the 
message that a Samsung device is 
more than a gift – it’s summer magic.
The creative approach was tailored 
to be rolled out across ATL, BTL and 
digital video content.

The creative exceeded expectations as 
it surpassed the industry click-through 
rate of 0.06% within the first week of the 
campaign being launched. We achieved 
a view-through rate of 100% on certain
mobile platforms. It was also mentioned 
as one of the best-performing campaigns 
on Adcolony with a view rate of 78.13%.

Other audio-visual work we created 
for Samsung includes:
Interactive 360-degree video 
experiences for the launch of the Galaxy 
S8 smartphone that could be viewed on 
the Gear VR (Virtual Reality) headset. It 
was also shared on YouTube and Twitter 
to wider audiences.

A light-hearted summer campaign where 
we created fun TVCs to launch Bixby, 
as well as various TVCs for Samsung’s 
aircons, TVs and fridges.

IMMERSIVE 
EXPERIENCE
Samsung
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WITHOUT HUMANS
you do not have a business and
you do not have a market.

71 Regency Drive
R21 Corporate Park
Irene
Centurion
South Africa

e: info@etiket.co.za
p: +27 (0)12 345 5650

www.etiket.co.za


