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Drive sales through simplicity and save time in the
process

Spending the past two years in a pandemic-state has not only changed the face of the media landscape but has meant that
the media sales industry has had to evolve to remain relevant. There is a vast amount of information around the expanding
media landscape that one might feel overwhelmed by the torrent of changing advertiser needs. However, at this point when
time is our most valuable commodity, simplicity is taking centre stage when it comes to driving profit.
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Time saving is directly linked to brand success

It's been said that following the stresses and strains of the last two years, time is now even more valuable than Bitcoin. We
know that many of the most successful brands of late have had time saving as their core benefit — just think of Checkers
Sixty60.

Brands that help us spend more time on the things that matter most are in the greatest position to win. This way of thinking
should be embraced not just by brands that are servicing the end consumer, but also by businesses that service the
advertising sector.
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At Mediamark we’re embarking on a digital transformation journey with the goal to save time, by removing unnecessary
complexities and streamlining efficiencies that help drive greater purpose and priorities.

Shop and go for advertisers

Click and mortar has exploded in South Africa. Our e-commerce sector grew by 66% in 2020, with an increasing number
of businesses now having an online response to sales. While the growth rate is expected to slow somewhat, online retail is
still projected to top R40bn in 2021 when figures are released.

Just as consumers have modified their consumption patterns, so too have the buying habits of our media industry changed.
The rules of engagement have shifted radically with an increased need for a hybrid service approach, flexibility, simplicity,
and speed. Sales teams and companies that have adapted their approach to mirror this change will, in my view, be best
positioned to sustain meaningful relationships.

Simplicity is central to speed

Companies are constantly developing strategies to improve the customer experience and shorten the buying cycle through
consumer insights, automation and other ‘shop and go’ models.

The increasing number of platforms and channels is overwhelming for marketers who simply wish to access the right
audiences at the right time. As media professionals, we know that the audience takes priority ahead of any platform.

Fortunately, having an increased focus on the audience's insight and journey provides an in-depth understanding of
consumer buying triggers and short circuits the route to market. This allows one to craft less complex and more effective
solutions. Sometimes, the simplest mechanism can often create the most impact.

To sum it all up business needs to continue meeting the consumer wherever they are now, simplifying clunky processes

through automation, and making complex solutions seem simple. The nett effect of all this is happy staff, happy clients, and
more time at the salon.
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