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What’s in, what’s the latest research and what do 
you need to know about brands and marketing 
right now? Enjoy Ornico’s latest newsletter and 
you’ll find out. 
 
Arthur Goldstuck says Mobile games are the next 
big thing, and he should know. He’s the head of 
WorldWideWorx and one of the most revered 
speakers and writers on the internet and mobile 
tech in SA. He’s also SA’s leading researcher on 
those subjects. 
 
Ornico has spent the last two years setting up shop 
in Nigeria, and the insights on consumer 
behaviour has been eye-opening. We share some 
of what we’ve learnt with you. 
 
The Loeries opened up to the rest of Africa, and in 
this issue we look at why Africa is not a country. 
Why business needs to embrace Afrocentricity 
more to become a more integrated part of the 
continent we live on. 
 
City Press celebrates its 30th birthday. This 
Sunday paper has grown, but is now having to 
come up with innovative plans to combat 
plummeting sales figures that beset the Sunday 
papers, and newspapers in general.  
 

Grazia magazine is launching in S.A. -- do we need 
another female-interest magazine, or does it fill a 
different niche? 
 
The new iPad has eye-candy -- no, make that eye-
heroin -- that has us reaching for our wallets. Once 
you try it, you won’t want to go back to any other 
tablet. On the social media front, Pinterest is 
making waves. In case you didn’t know, it’s a web-
based place for people to share their interests, 
their ideas and their passions. It’s easy to use, and 
growing at an incremental rate. 
 
If you want to give your marketing team the 
lowdown on what’s happening with logos in Africa 
please give us a shout. We’ve developed a 
definitive white paper on this and we’d love to give 
an in-house presentation to your team. Until next 
time. Stay warm. Stay inspired. And give us a 
shout if there’s anything you need help with on 
local or African media, reputation or brand 
research. 

Oresti Patricios 
CEO : Ornico 
 
Read Oresti’s Tumblr blog 
Follow Oresti on Twitter: 
Find Oresti on Facebook. 
 

http://orestipatricios.tumblr.com/
https://twitter.com/orestaki
https://twitter.com/
http://facebook.com/oresti.patricios


 It’s been two years since Ornico set up office in Nigeria. Here Ornico’s 
CEO Oresti Patricios shares lessons learnt from the West African 
market. 
  
“One of the biggest current demands from global and local brands is to understand the 
diverse and massive market that is Africa,” says Oresti Patricios, CEO of Ornico. “The 
genetic code of marketing is consumer insight, and research is the DNA of all marketing 
campaigns that seek to integrate into new markets, and offer consumers visibility, thereby 
generating consumer loyalty. The industry needs to grow insights and research from Africa, 
rather than always looking to the US.” 
  
Ornico had set up office in Nigeria two years back in collaboration with a local business in 
the country, and the learnings from West Africa had been profound, he said. “Did you know 
that some sectors of the market in Nigeria spend more money on airtime than they do on 
food?” the Ornico CEO asked. 
  
Sharing marketing insights from West Africa, Patricios said the biggest difference between 
emerging markets and developed markets were in consumer demographics, spending 
patterns and attitudes. “Developed markets like those in the Europe and the US tend to 
have older demographics, while consumer markets in Africa – generally speaking – are very 
young.” 
  
Patricios said: “Older markets generally spend less, and view the world with a more cynical, 
glass half-empty perspective. We are finding a greater optimism in younger African 
markets where people are spending more because they’re creating businesses, sending kids 
to school and setting up home.” 
  
“Chinese and Korean brands feature incredibly strongly in the Nigerian market so whilst 
South Africans or Americans might turn their noses up at these brands, in Lagos they’re 
common place and well entrenched,” he said. 
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“If you have a mass market product and are not advertising to the Nigerian elite or affluent 
classes, you need to look at share of wallet rather than to dominate in a marketing sector,” 
said Patricios, adding: “Often mobile usage can compete with staples like food, groceries or 
personal products when it comes to how much money consumers in that market spend on 
items.” 
  
The Ornico CEO said even the way people bought fridges in emerging and developed 
markets are different. “In West Africa when people buy a fridge, often they’re doing so for 
the first time, which means there’s a lot of excitement about the purchase. However in the 
US buying a fridge is commonplace, and a routine purchase. It’s crucial to show these 
differences in attitude when doing advertising or else you’ll miss connecting with your 
target market completely,” he said. 
  
Patricios said that the informal sector in Nigerian cities was massive, and that for the most 
part Nigerians bought food and drinks at informal vendors and street shops. “It is very 
normal for even more affluent consumers to buy food from street vendors during the day, 
although they might buy groceries at a supermarket on the way home in the evening.” 
  
“SA marketers will be flummoxed to find out how much Nigerians spend on airtime. On 
average one person will have about four phones to cover all the networks and will only call 
you with the phone that matches your network, that way the call is cheaper,” Patricios said. 
  
Patricios said mobile or food brands would be dead in the water if they wanted to establish 
themselves in Nigeria without marketing research. “The biggest lesson we’re learning from 
the Nigerian market is how critical it is to have real, relevant and authentic consumer 
context when marketing in Africa.” 
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Africa's growth trajectory remains positive 
despite the current global economic 
turmoil, with sub-Saharan Africa set to 
grow at more than 5% over the coming 
decade, Brand South Africa said as 
international business and political leaders 
gathered in Addis Ababa, Ethiopia for the 
World Economic Forum on Africa. 
 
"Africa offers the highest returns on 
investment of any region and is home to 
seven of the 10 fastest-growing economies 
in the world," Brand South Africa said in a 
statement on Thursday. 
 
The Economist projects that WEF Africa 
host Ethiopia's economy will grow at 8.1% 
between 2011 and 2015, making it the 
third-fastest growing economy in the 
world. 
 
Over the last decade, the continent's 
economic output has tripled, while sub-
Saharan Africa's grow over the coming 
decade, at a projected average 5%, would 
make the continent second only to 
emerging Asia as the fastest-growing region 
in the world. 
 
Read more at SouthAfrica.info. 
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http://www.southafrica.info/africa/wef-100512.htm


 
- get the whole picture 

When it comes to assessing your brand you need the truth 

the whole truth, and nothing but the truth. And you need it 

in a hurry. For an unbiased, objective and comprehensive 

view of brand performance speak to Ornico and get the 

know how to grow. Call Oresti Patricios, CEO of Ornico 

about Brand Intelligence™ today: 
 

T/  +27 11 884-5041 

E/  oresti@ornicogroup.co.za 

W/  www.ornico.co.za  

 

mailto:oresti@ornicogroup.co.za
http://www.ornico.co.za/
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MOBILE GAMES 
The Next Big Thing 

 

>>> “Expect 71% of South African cellphone users to 

be playing them,” says Arthur Goldstuck <<< 
 
The classic arcade games are making a comeback – on smartphones. Unpack the new era 
in gaming with @art2gee’s take on Mobile Games in MarkLives. 
 
Who remembers playing Space Invaders, Asteroids, Pac-man, or Galaxian at games 
arcades and in the back of corner cafes? That would be a sign of a miss-spent youth 
somewhere between the late 1970s and early 1990s, before the Internet began its own 
great invasion.  
 
I blame those games for the extra year or two it took to finish my university degree, but 
also for guiding me down the path to a fascination with computers. And they were a 
pointer to what social networking would become a few decades later: immersive, 
interactive and addictive.  
 
And now, even as new games arrive to offer just that terrible trio of attractions, the old 
games are back, this time in the form of mini-applications, or apps, for phones. Read the 
full story in MarkLives >>> 

http://www.marklives.com/wordpress/2012/04/mobile-games-the-next-big-thing-expect-71-of-south-african-cellphone-users-to-be-playing-them/
http://www.marklives.com/wordpress/2012/04/mobile-games-the-next-big-thing-expect-71-of-south-african-cellphone-users-to-be-playing-them/
http://www.marklives.com/wordpress/2012/04/mobile-games-the-next-big-thing-expect-71-of-south-african-cellphone-users-to-be-playing-them/
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THE PROS THE CONS 
Pro #1: The new Retina™ screen 
"It's hard to overstate the significance of the new 
screen," writes Shane Richmond of the UK 
Telegraph. "Apple has packed four times as many 
pixels into the same space and the improvement 
has to be seen to be believed. The display is 
extraordinarily sharp" 
 
Pro #2: the old iPad is cheaper 
According to Arthur Goldstuck, the iPad 2 is 
going to remain in production for the foreseeable 
future, but the cost has now dropped by around 
R1,000 - making it a very affordable tablet at 
R3999 for the entry-level model. 
 
Pro #3: Faster processor 
Apps load faster and response is even smoother 
and snappier, thanks to a Quad-core processor 
called the A5X. (A is for Apple, X is for … seXy?) 
 
Pro #4: Better camera 
The main rear camera is now 5 megapixels, like 
the iPhone 4, and it can capture video in 1080p 
HD. The front camera is the same as before - fine 
for videoconferencing. 
 
Pro #5: Cost 
The USD cost for the entry-level model is $499, 
which is the same as what the iPad 2 was 
retailing at. But you may want to look at getting 
bigger storage. (see Con #5) 
 

Con #1: Heavier 
The increased number of pixels (about 4 times 
more) needs more power, so the battery is 
slightly bigger, bringing the weight up by about 
10%.  
 
Con #2: More time plugged in 
It takes longer to charge, but reports say that the 
overall battery life is about the same as the iPad 
2. 
 
Con #3: Hotter 
More power being used means more heat 
generated. Not unbearable, but something to 
consider. 
 
Con #4: Old apps look bleh 
Some apps written for the iPad 2 have not yet 
been updated for the Retina screen. So PDF-
viewer GoodReader renders text a little blurry, 
while the New York Times app looks great. 
 
Con #5: New apps are bloated 
Apps that do conform with the Retina technology 
need a whole lot more space, so the entry-level 
16GB model may not be enough if you’re 
planning to install apps, music and photos to any 
great degree. The 32GB model is $100 more. 

TECH TIPS & INSIGHTS 
pros & cons of owning a newiPad 
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The Oh! so popular 

Pinterest… 
 
With growth faster than Youtube, Facebook, Twitter or 
Tumblr in their opening years, Pinterest has grown from 50 
000 to 17 million unique visitors.  
 
What is the appeal of Pinterest, where most of the content is 
user-generated? Is it because it’s so easy to copy-paste 
content from websites without needing to code or reformat? 
Is it the very open nature of its architecture, which invites 
one in without asking for a “Like”, a “Follow” or a “Please 
Join”?  
 
It certainly has a casual atmosphere about it, a village market 
where one can browse, sample and with very little effort set 
up a stall and start sharing your own “wares”. But it’s not 
about products per se, it’s about attitudes, thoughts and 
interests. Will Facebook pay a billion dollars for it sometime 
in the not too distant future? 



 

Pinterest clones flooding Chinese web: 
BBC News - Pinterest clones have flooded China's web world - only 

months after the social image-sharing website reached massive 

popularity. Read the story at BBC >>> 

  

SMEs make Pinterest work: 
SmartCompany - Many businesses are still grappling with how to use 

social media services such as Twitter, Facebook and YouTube. Do we 

really need another? Read the full article at SmartCompany >>> 

  

Pinterest growth may be slowing: 
Memeburn - Pinterest has been on a roll recently, as pins and sign-ups 

grew faster than most could believe. It was the second fastest website to 

hit 10 million unique visits (ever) and then went on to drive more referral 

traffic than Twitter. But, according to some indicators, the social media 

site is no longer gaining users as quickly as it once did. Read it all at 

Memeburn >>> 
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http://www.bbc.com/news/technology-17812903
http://www.smartcompany.com.au/information-technology/049341-meet-the-smes-making-pinterest-work-for-their-business.html
http://www.smartcompany.com.au/information-technology/049341-meet-the-smes-making-pinterest-work-for-their-business.html
http://memeburn.com/2012/04/pinterest-growth-may-be-slowing-shock-horror/
http://memeburn.com/2012/04/pinterest-growth-may-be-slowing-shock-horror/


 
 

10 ways to use Pinterest for your business 
 

By Jon Accarrino  on  PR Daily 
 
1. Do your homework.  
2. Add a “Pin” button to your site.  
3. Sign up your brand on Pinterest.  
4. Your boards should support your strategy. 
5. Create moments of engagement.  
6. Create infographics.  
7. Participate in the conversation.  
8. Optimize your account settings.  
9. Have a Pinterest content distribution strategy.  
10. Use Hashtags in your photos’ descriptions.  
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http://www.prdaily.com/Main/Articles/10_ways_to_use_Pinterest_for_your_business__11431.aspx
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Logos in africa 

Brand logo. Bland logo. Or bad 

logo. Want the low-down on logos 

on Africa? The good. The bad and 

the ugly. For insight on everything 

you need to know on brands in 

Africa let Oresti Patricios speak at 

your next conference or in-house 

marketing meeting. To book 

Oresti call Claire Lamb at Ornico: 

 

T/  +27 11 884-5041 

E/  clairel@ornicogroup.co.za 

W/  www.ornico.co.za  

 

mailto:oresti@ornicogroup.co.za
http://www.ornico.co.za/


SA GETS GRAZIA 
 

Media24 is set to bring Grazia (Italian for Grace) Magazine to our shores. The Italian 
weekly women's fashion and celebrity gossip glossy is already available in France, 
Serbia, Australia, United Kingdom, Greece, Portugal, Japan, the Netherlands, Indonesia, 
India, Bulgaria and Germany. 
 
Friday 18 May saw the launch of the first edition of the South African version of Grazia. Unlike 
other weekly magazines like You and Heat, Grazia will be glossier, have more pages (94 for the 
launch issue) and focus more on fashion -- although the celebrity news will also be there.   
  
Newly appointed editor Danielle Weakley believes there is a unique slot for the magazine. She says 
that while more than 200 consumer titles are published in South Africa, with a combined 
circulation of over 5.3 million, just 12 weekly magazines are currently published, of which only two 
fall within the women’s general interest category. 
 
“I believe Grazia’s irreverent mix ... appeals to the fast-paced urban landscape in which we 30-
something women live,” says Weakley. “Grazia has been a game changer in the international 
magazine market since it began syndicating its distinctive brand of fast fashion, news and 
celebrity, and I look forward to translating its smart formula into one that is relevant for – and 
resonates with – our fashion-loving, fingers-on-the-pulse female audience.” 
 
Glenday Nevill of themediaonline.co.za agrees:  “While it is true that there are magazines closing, 
we also have a number of brands showing impressive growth. These include both new brands 
aimed at untapped markets such as Kuier and well-established ones like Tuis/Home. The common 
denominator being well differentiated editorial and a clearly defined and growing target 
audience.” 
 
While 60% of the content will be international, all the fashion will be locally generated. Weakley 
will be active in online and social media, planning to keep the web content unique and dynamic. 
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file:///C:/Users/Mandy/Downloads/themediaonline.co.za
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Celebrating 30 years 
 
 
South Africa’s favourite Sunday paper, City Press, 
turned 30 in April. Here’s the back story on how it 
got here. 
  
 
The newspaper was launched on 28 March 1982 as the Golden City Press, 
with the tagline "It's black, it's beautiful, it's ours!", and sought to bring 
credible, relevant news to its black working-class readers. 
 
Since then, it has evolved into a Sunday read that competes with The Sunday 
Times and provides “cutting edge journalism and meaningful content to a 
multicultural demographic.” City Press reportedly has 1.6 million readers, 
compared to Sunday Times' 2.5 million. 
 
But both newspapers have been suffering a decline in readership, along with 
the industry in general. In response, City Press has been aggressively 
pursuing the Sunday newspaper market, including the incorporation of a 
glossy magazine called “i”.  
 
Mothership Naspers has also invested in recruiting top investigative 
journalists for the Media24 group, which is a resource that City Press can 
draw on. 
  
City Press acquired a new editor a couple of years ago in the form of Ferial 
Haffajee, now one of the most influential editors in Africa and online.  
 
Haffajee is reinventing City Press one innovation at a time, and it will be 
interesting to see how this affects the weekend ABC’s and City Press’ online 
and mobile traction. 
 
Read more about City Press at: 
BizCommunity and Daily Maverick. 
 

http://www.bizcommunity.com/Article/196/15/72570.html
http://dailymaverick.co.za/article/2011-09-26-city-press-heats-up-the-battle-for-sundays-press-market


VISI SWITCHES HANDS 
By Herman Manson of MarkLives 
New Media has taken ownership of  VISI, one of South Africa’s most iconic magazine 
brands, from Media24. New Media, a content marketing firm, has been publishing the 
title on behalf of Media24 for the past 14 years. Andrew Nunneley, Business Development 
Director at New Media, says that niche magazine titles have been facing tough commercial 
realities over the past couple of years. While VISI is highly regarded as an example of 
publishing excellence making it commercially viable in the current economy has been 
difficult. Publishing it on behalf of another company just added a layer of complexity to 
the business. VISI is considered the flagship title in the New Media stable, attracting 
business, prestige and staff to the publisher, says Nunneley, meaning it is in New Media’s 
best interest to ensure the title regains sustainability. While there was no discussion 
around closing down the title it was acknowledged that things had to change. Read the full 
story in MarkLives >>> 
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http://www.marklives.com/wordpress/2012/05/exclusive-visi-switches-hands/
http://www.marklives.com/wordpress/2012/05/exclusive-visi-switches-hands/
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Net#work ad for VISI 

Art Directors: Sonja Fahn, Kate Butcher 

Copywriters: Mike Pearson, Salomie Smith 

Creative Director: Sonja Fahn 

Executive Creative Directors: Mike Schalit, 

Ivan Johnson 

Account Management: Lisha Klopper 

Illustrator: Kate Butcher 



How 2 Be Creative: The Science of Genius 
by Josh Catone via Mashable 
 
“Creativity shouldn’t be seen as something otherworldly. It shouldn’t be thought of as a process 
reserved for artists and inventors and other ‘creative types.’ The human mind, after all, has the creative 
impulse built into its operating system, hard-wired into its most essential programming code,” writes 
Jonah Lehrer in his new book Imagine.  
 

LEHRER ON HOW TO IMPROVE CREATIVITY: 
Creativity is not some gift of the gods. While there are going to be inevitable differences in raw talent — 
human performance is a bell curve — that doesn’t mean we can’t all learn to become more creative. The 
imagination can be improved. There’s some good evidence that we can recover the creativity we’ve lost 
with time, that we can learn to think again with “controlled craziness.” Take this clever experiment, led 
by the psychologist Michael Robinson. He randomly assigned a few hundred undergraduates to two 
different groups. The first group was given the following instructions: “You are 7 years old, and school 
is cancelled. You have the entire day to yourself. What would you do? Where would you go? Who would 
you see?” The second group was given the exact same instructions, except the first sentence was 
deleted. As a result, these students didn’t imagine themselves as seven year olds. After writing for ten 
minutes, the subjects were then given various tests of creativity, such as trying to invent alternative 
uses for an old car tire, or listing all the things you could do with a brick. Interestingly, the students 
who imagined themselves as young kids scored far higher on the creative tasks, coming up with twice as 
many ideas as the control group. It turns out that that we can recover the creativity we’ve lost with time. 
We just have to pretend we’re a little kid. 
 

LEHRER ON THE FAILURE OF BRAINSTORMS: 
I think the failure of brainstorming is inseparable from its allure, which is that it makes us feel good 
about ourselves. A group of people are put together in a room and told to free-associate, with no 
criticism allowed. (The assumption is that the imagination is meek and shy — if it’s worried about being 
criticized, it will clam up.) Before long, the whiteboard is filled with ideas. Everybody has contributed; 
nobody has been criticized. Alas, the evidence suggests that the overwhelming majority of these free-
associations are superficial and that most brainstorming sessions actually inhibit the productivity of the 
group. We become less than the sum of our parts. However, in recent years, scientists have shown that 
group collaborations benefit from debate and dissent; it is the human friction that makes the sparks. 
(There’s a reason why Steve Jobs always insisted that new ideas required “brutal honesty.”) In fact, 
some studies suggest that encouraging debate and dissent can lead to a 40% increase in useful new 
ideas from the group. 
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http://mashable.com/2012/04/02/creativity-jonah-lehrer-imagine/


 

“There has never been a greater level of marketing 

clutter. Yankelovich Consumer Research charts that 

“we’ve gone from being exposed to about 500 marketing 

messages a day back in the 1970s to as many as 5,000 a 

day today.” At the same time, marketing communication is 

often little more than a string of adjectives: bigger, 

better, faster, cheaper, etc. So we marketers are 

interrupting consumers more, but with fewer meaningful 

things to say. Against this noisy backdrop, it’s 

important to remember that we can’t break through the 

clutter by adding to it. We can’t draw attention by 

shouting louder. Instead, we break through the clutter 

by sounding different.” – Tom Fishburne, Marketoonist. 
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http://tomfishburne.com/
http://tomfishburne.com/


 
 “Today we have more of 
everything. More brands. More 
products. More choices. But it all 
just feels like more of the same.” 
- Youngme Moon  in "Different". 
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“I call the process of doing your 
art 'the work.' It's possible to have 
a job and do the work, too. In fact, 
that's how you become a 
linchpin.” – Seth Godin, author of 
“Linchpin: Are You 
Indispensable?”  

Must Reads! 

"Researchers… have found that 
external rewards and punishments – 
both carrots and sticks – can work 
nicely for algorithmic tasks.  But 
they can be devastating for heuristic 
ones.“ – Daniel H. Pink in “Drive”. 



The tool kit 
TRENDS: 
TrendWatching 
The Trend Watch 
Springwise 
PSFK 
The Cool Hunter 
CoolHunting 
Mashable 
 
 
AFRICA: 
Africa Confidential 
How we made it in Africa 
All Africa 
ZAM Magazine 
The Business Eye 
The Guardian Nigeria 
Business Day Nigeria 
African Business Review 
Africa is a country 
 
 
READING: 
Harvard Business Review 
Fast Company 
Wired Magazine 
Malcolm Gladwell 
 

THE SMALL PRINT 
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ORNICO CONTACTS: 
 

Johannesburg 
Tel: +27 11 884-5041 
Fax: +27 11 783-693 

 
Physical Address: No.1 Stan Road, Crn 

Grayston Drive, Morningside, Sandton, 2146. 
 

Postal Address: 
P O Box 783691, Sandton, 2146 

 
Web: www.ornico.co.za  

 
Client Services & Sales: Tania Grobbelaar 

Email: taniag@ornicogroup.co.za  
 

Contract Sales: Julia Rakau 
Email: juliar@ornicogroup.co.za  

 
Online Tech Support: Inus van Wyk 

Email: inusv@ornicogroup.co.za  
 

Ornico CEO: Oresti Patricios 
Email: oresti@ornicogroup.co.za 

 
Operations Manager: Francois van Dyk 

Email: vandyk@ornicogroup.co.za 
 

PR & Marketing: Larry Khumalo 
Email: larryk@ornicogroup.co.za  
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