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BEWARE
OF THE ZOMBIES

“Like vinyl records and polaroid cameras, print is strangely alive for
something that’s supposed to be dead. It’s time those of us who love
the medium to start telling a diﬀerent story,” - Brandon de Kock

Brandon de Kock is the director of storytelling for WhyFive, a data-driven consumer insights consultancy based
in Cape Town. He has been a writer, editor, photographer and speaker for the past 25 years, including 13 years
at RamsayMedia where he ﬁrst edited the Compleat Golfer magazine and then moved on to group editorial and
creative director.

In a world seemingly obsessed with bad news, it’s
hardly surprising one seldom sees a ‘glass-half-full’
view of the world of print. You know, the kind of
things that would provide some counter-punches to
the ignorant argument that ‘print is dead’. At very least,
is there any evidence out there to show that it’s an
overly simplistic assertion? Well, as a matter of fact,
there is.
For starters, consider the PWC Entertainment & Media Outlook 2017-2021 report that indicates, with no
bias, that South African consumers spent R11,5 billion
on newspapers, magazines and books in 2017. That’s
a substantial chunk of cash blown on supposedly
deceased material!

2014. What has changed is that in a busy, ‘on-demand’
world, in stressed ﬁnancial times, peoples’ habits have
changed. We buy magazines far less frequently than
we used to and pass them on more regularly, which is
a challenge for publishers who built their models on
regular monthly purchasing, but doesn’t mean people
have stopped loving magazines. Maybe that’s why a
global digital leader like Air BnB started publishing a
print magazine in 2017!
So perhaps it’s time we started ﬁghting back and
changed the narrative, particularly when it comes to
the advertiser funding that is needed to bridge the gap
between where print media is now and where it will
end up in the fullness of time.
For example, have I mentioned how promiscuous radio
audiences are or how, in our surveys, 80% of DSTV
subscribers who have PVRs say they use them to avoid
watching adverts? In the ‘skip ad’ YouTube world we
live in, it’s perhaps worth pointing out that if anything’s got a terminal advertising disease, its television.
But let’s set emotions aside and concentrate on the
one story that has the potential to change our world.
If print dies, we might as well close up the country
and turn oﬀ the lights. A literate population is one
with hope and potential and illiteracy remains a threat
marginally less dramatic than running out of water.
According to the Progress in International Reading
Literacy Study that digs deep into reading habits
of children up to grade 3, out of the 50 countries
surveyed we came stone last. This is nothing short of
a time bomb because, as the lead researcher on the
survey said, “From grades 1 to 3 you learn to read‚ and
from grades 4 to 12 you read to learn.”

Then there’s concrete proof that people love reading.
In the BrandMapp 2017 survey of more than 28
000 South Africans*, we asked people what they like
doing and reading came in third place behind music
and movies, ranking higher than travel, cooking and
dining out by some margin. We revealed that 85% of
middle-class South Africans buy printed books and
purchase around 10 million a year. That’s one heck of
a zombie army.
Newspapers really are dead, though, right? Well, that
depends. Traditional newspapers are an increasingly
hard sell in a digital world and by nature, news that
takes time to print is a contradiction in terms. But if
you think there’s a digital solution to low-income footprint community newspapers, you don’t understand
the challenges that most of our 55 million people face.
So deﬁne ‘news’ before you declare papers dead –
and remember that 77% of people say they regularly
read local freesheets that connect them with their
communities.
Our research shows that 88% of people still read
magazines regularly and 65% still buy magazines –
and those percentages haven’t changed much since

Here’s the rub: there is a mounting body of evidence
to show that, because humans anchor memory and
emotion to physical structures, there is nothing better
than print if you want or need to remember facts or
ideas. Use Google for what it’s good for and search
for related stories. You’ll ﬁnd headlines such as “Kids
don’t want e-books”, “Readers absorb less on Kindles
than on paper, study ﬁnds” and my personal favourite,
“Why e-books are banned in my digital journalism
class”!
So what does this all mean for print? In simple terms,
without ink and paper and words and pictures, our
people will be considerably less educated and our
country will be inﬁnitely poorer. Print isn’t about
weekly circulation or newsstands: it’s about the future
of our country and the ability of its people to achieve
their dreams and live better lives. Now there’s a story
worth putting in print.
* The annual BrandMapp survey, now in
its seventh year, is an online survey that
primarily describes the hopes, dreams
and habits of South African adults
living in ‘middle-class-and-up’
households: approximately 11
million people.

SITTING ON A GOLD MINE OF
OPPORTUNITY
Article by Julia Raphaely, the South African board member of FIPP, a network for global media, Julia is
also the CEO at Associated Media Publishing (AMP). FIPP is a global trade association, whose purpose
is to improve all aspects of the media content industry through the sharing of knowledge, mutual cooperation and strategic partnerships. FIPP membership comprises 700 enterprises, including nearly 60
national magazine associations globally.

Many of our industry players have already learnt that the only way
to survive and thrive in any form these days is to evolve. This was
spelled out yet again in a variety of ways at the FIPP summit in Berlin
this year.
Delivery, engagement and monetising our platforms
were the main themes presented, with developing
new kinds of media for a new generation seen as
most urgent and essential. This has led to a shift to
‘direct brands’ – brands centred on direct consumer
relationships, and new forms of distribution that are
ﬂexible enough to serve consumer needs as they
evolve. If you are not deeply feeding consumer needs,
you will disappear, said speaker after speaker.

We need to interrogate our brands. What does each
of them need to do to satisfy a consumer – and would
a consumer pay for it? Juan Señor from Innovation
Media Consulting presented on Top Media Innovation
Trends from around the world, stressing the urgent
need to migrate from advertising revenue to reader
revenue, with readers paying for content either in data
or in dollars. Moving forward, reader revenue should
amount to at least 40% of the digital revenue model.
He also believes paywalls are essential and should
be there from the beginning – and that we should
stop looking for visitors and concentrate on paying
customers. Readers will pay for content if they believe
it has value for them. (Netflix is a prime example
of this.) If you want quality and convenience, you
have to be prepared to pay. Fundamentally, we need
to continue to invest in really excellent content,
something we have always believed in and stuck to.
Today, the need to produce exceptional content all
the time and at every consumer touch-point is more
important than ever.
Most importantly, there was a lot of discussion around
the creation of new business models and unpacking
what brands that have a valuable audience and a
trusted voice still have to oﬀer.
Our advertisers’ needs are just as pressing. While in
the past we carried their messages and delivered an
engaged and trusting audience to them, we now have
to package these messages in a more compelling form,
and pursue the sales process to a fruitful conclusion. As
magazine and media brands, we do not just carry sales
messages: we craft them, and we engage in actively
selling the products or services. Being trusted is more
important than any other characteristic for a media
brand. Trust gives us the power to sell.
But if we don’t really learn how to sell ourselves as
brands, we cannot help a modern advertiser. We
need to reframe our mind-set from talking about our
audience as readers (they are consumers) and from
talking to our partners and advertisers about selling

them space (as opposed to a commercial win-win
partnership). Remember: every single touch-point with
our audience is an opportunity to sell, so measuring
the yield of every user is very important to monitor the
proﬁtability of every customer we curate for.
Content is still the only thing that truly drives
circulation. Bearing this in mind, the role of the editor
is crucial. A great editor is still the most creative,
connected person on the team. They are experts
on human behaviour, which is still at the heart of all
creative communication. They evolve before their
audience does, and they now need to be experts at
mining data for insights. They should have a deep
understanding of what people want before they know
they want it. Most importantly, they are guardians
of quality journalism because they are omnivorous
consumers of data and can anticipate trends.
Data will, without a doubt, become increasingly
important in our world. Seen in its simplest form, it’s
about understanding people – and our consumers.
This area requires proper data proﬁciency, which
will ultimately lead to better partnerships with more
trust. We need to really understand data and use
it to transform our business into more innovative
partnerships in the future.

The warning that we cannot become dependent on
one platform rang very true for me. Each and every
platform has a diﬀerent role to play in our brands’
transformation from a single-channel to a multichannel brand ecosystem. But without the strongest
brands, incredible agility, constant innovation, listening
to your market, brilliant service-minded teams of
people and a complete reinvention of what used to be
publishing magazine media, you will not survive.
Another one of the messages that resonated with
me was that only journalism can save journalism.
Journalism consists of searching out news or secrets or
tips that people want to know, and passing them on to
consumers in the form they most like to receive them:
as shareable, authentic content that has value. It is
essential to have ‘deep’ engagement and always to keep
focused on creating interaction between the brands
and the consumers.
This was yet another good reminder to stick to the core
principles of delivering information that is trustworthy,
believable and new, and continuing to produce pure
magazine journalism and story-telling that’s worth
paying for.

IT IS MORE THAN JUST A LABEL...
IT’S PERSONAL

Paarl Labels recently conducted a comprehensive research exercise
looking at new technology trends. Some key customer requirements
that were identified included quality, turnaround times, food safety
and cost effectiveness.
The research also revealed the need for shorter label
runs, higher number of stock keeping units (SKU’s) per
order and for more personalised content with shorter
lead times.

“The trend towards personalised labelling or mass
personalisation is being driven by the advent of
targeted online content, putting consumers in the
driver’s seat,” says Luke Papadopoulos, Managing
Director of Paarl Labels. “Consumers want something
unique to them. Companies operating in the labelling
space that want to remain relevant in an era of mass
personalisation will need to oﬀer clients value that
goes beyond conventional labelling and printing
requirements.”
SKU diversity is another trend that allows labelling
companies who have excellent service, technical knowhow and a digital print oﬀering, to stand out from the
crowd. In order to test the market, brand owners are
experimenting with limited and unique ﬂavours, pack
sizes and designs that may not be on the shelf very
long. During this testing phase brand owners are cost
conscious, want to be able to move quickly and have a
lot of ﬂexibility creatively.
Luke comments that digital printing technology is a key
piece in the innovation puzzle allowing printers such as
Paarl Labels to oﬀer added value and solutions in the
labelling space.

Paarl Labels recently installed a new digital press at
its operation in Paarl. The narrow web digital printing
technology from Hewlett Packard in the form of the
state-of-the-art HP Indigo WS6800 press ensures the
best print quality on any substrate; coated, uncoated
or synthetic. The press not only prints the highest
quality available on any digital press, but it also
ensures food safety to clients as it uses Food and Drug
Administration (FDA) approved inks, which make the
labels suitable for secondary packaging applications
for the food and beverage market.

To compliment this investment in digital print
technology, Paarl Labels also purchased a digital
ﬁnishing line from AB Graphics. “With this machine, we
will be able to add metallic colours, hot foil, embossing,
silkscreen, apply speciality varnishes, die-cut and slit,
all in a single pass on any material printed in-house on
the digital press,” says Luke.
He concludes; “The label, often referred to as the
silent salesman, is an important component to any
product. At Paarl Labels, we believe that we have
a duty to represent the brands that we work with
properly, and that is by producing exceptional labels.
Listening to the needs of our clients has always been
at the heart of Paarl Label’s investment decisions and
with the newly installed equipment, we are well placed
to respond to current market trends”.

EXPANDING LEADERSHIP IN
PACKAGING AND TISSUE
Novus Holdings announces exciting appointments within its senior
team, which include the following:

Group Executive of Packaging – Tim Stewart
Tim previously held the position
of Managing Director at ITB
Plastics since 1983. He is well
established and connected with
major role players within the
packaging and plastics sector.
With his wealth of industry knowledge and expertise,
Tim will conﬁdently lead the team that looks after all
the packaging aspects within the Group, encompassing
both Paarl Labels and ITB Plastics. While reporting
directly to Group CEO, Keith Vroon, Tim will focus on
expanding the Group’s packaging and label interests
organically and by acquisition.

ITB Plastics Managing Director - Trevor Davies
Trevor started with ITB Plastics
as the Operations Director in
2007, which saw him overseeing
many diﬀerent functions including
production, procurement,
planning, maintenance and
logistics, as well as despatch. With more than 10
years’ experience at the company, Trevor was the
worthy successor to take over from Tim in the role of
Managing Director.

Operations Director for Novus Packaging and Novus
Tissue – Andre Smit
As the previous Operations
Director for Novus Print, Andre
has been extremely inﬂuential in
many of the division’s successes.
In his new role, Andre will be
able to implement similar practices
within Novus Packaging contributing to growth and
eﬃciency at ITB Plastics and Paarl Labels, and support
other potential acquisitions within this division as
well as drive stability within Novus Tissue. Having
been with the Group for over 20 years, the transition
is a natural progression for Andre and the business.
Andre will report directly to the Group Executive of
Packaging, Tim Stewart, and to Group CEO, Keith
Vroon, in respect of Novus Tissue.

Congratulations to Tim, Trevor and
Andre on their new roles, we wish
them all the best. We look forward to
their continued contribution to our
Group’s diversification strategy and
we are confident that they will make a
notable impact to both the Packaging
and Tissue divisions.

