
This advertisement was written by self-confessed ad man Graham Warsop, founder & chairman of  The Jupiter Drawing Room & Partners (Africa).

Confessions 
of an ad man 

who no longer believes 
in advertising.

Admittedly, it’s not a headline that’s likely to 
win many friends in an advertising supplement.

Especially as it’s an argument made by 
someone whose spent their entire career in the ad 
industry, making a good living from it. What is it 
they say about not biting the hand that feeds you?

But, the reality is, advertising just ain’t what it 
used to be.

Unless you’ve been in hibernation for these 
past few years, you won’t have failed to notice the 
rules have been turned on their head.

The technology revolution has profoundly 
influenced how, where and when consumers choose 
to interact with brands.

How you identify your audience, how you 
reach it, engage it, persuade it.

But this is an advertising publication, so you 
already know this stuff, right?

All things considered, given the onslaught of 
these brand challenges and the ingenuity needed to 

solve them, expecting advertising to fix the problem 
seems, well, dare we say it, a tad superficial.

That’s the conclusion we’ve come to. And it’s 
the conclusion it seems clients are coming to.

So, what’s the answer?

Well, we think there are actually two answers.

The first, is to recognise that advertising 
agencies are no longer in the business of advertising 
ideas. Today, to remain relevant and potent, we have 
to be in the business of innovative thinking that 
extends way beyond the next media insertion or  
TV schedule.

We also have to execute our powerful, 
distinctive ideas across multiple platforms to ensure 
consistency of messaging and brand expression. 

Recognising that we have a toolbox that’s 
bigger than Ogilvy, Bernbach, Burnett or any of the 
greats could possibly have imagined.

And, lest there be any doubt, no longer 
believing in advertising as traditionally defined, 

does not mean it has no role to play. (Surely, it hasn’t  
escaped your notice that this message is coming to 
you in the form of a paid-for print ad?)

Secondly, to overcome the many challenges 
faced by advertising today, one needs to rid the world 
of ‘compartmentalisation’ and become obsessively 
focused on collaboration. 

Not only to ensure brand ideas are capable 
of being executed synergistically across advertising 
platforms, but as importantly, to ensure integration 
across the marketing disciplines.

Why is it that notably less focus seems to 
have been directed at integration in this space? 
In our experience, these ‘behind-the-scenes’ roles 
contribute mightily to the success of a brand’s 
communications strategy.

Yet traditionally, different marketing exponents 
have tended to work in splendid isolation, or been 
pressured to collaborate by well-intentioned clients, 
with varying degrees of success.

How much more effective (and efficient) would 
it be if the relationship between media partners, 
research, consumer insights and other marketing 
disciplines could be brought closer together? So 
close, in fact, that they share the same table at the 
outset (and throughout) a project or assignment.

With this end in mind, over the last 18 months 
we’ve been locked in meetings with the heads of 
some pretty formidable best-of-breed companies 
that provide complementary services to what we do 
as an integrated, beyond-the-line advertising agency 
(that was voted SA’s joint Agency of the Decade).

We’ve worked out that to be best at what we 
do, requires collaborative partners whose specialist 
disciplines complement, and augment, our offering.

So we‘ve formed a partnership. To deliver on 
the promise of integration taken to the next level.  
Where we move beyond the goal to integrate the 
communications platforms to the quest to integrate 
marketing disciplines that have traditionally operated 

in silos, both within and outside clients’ businesses. 

If that’s not enough, there’s more (to use a 
classic advertising promise). Our ‘higher form of 
integration’ model is not an offering aimed primarily 
at the SA market. It’s aimed at clients operating in 
Africa, or looking to expand into Africa.

We’ve called it The Cradle, to recognise a fact 
that any self-respecting palaeontologist will confirm; 
Africa is the cradle of humankind, the place where 
man first learnt to dream.

 And our dream is to offer a range of best-of-
breed marketing services – from research to strategic 
insight, from media relations to public relations, from 
branding, design and advertising (with a strong focus 
on mobile and its impact on buying behaviour in 
developing countries) to shopper marketing.

And to do this across Africa, with a footprint 
in 52 African countries.

The Cradle’s offering is no mere co-ordination 
role, (although that in itself can have real value 
for clients). It’s the ability to combine integrated 
marketing solutions at both a strategic and creative 
level that aims to set The Cradle apart.  

“How does that work?” you ask incredulously.

In The Cradle, an acute knowledge of each of 
the seven partners’ specialisations is centralised, with 
strategic and creative integration officers appointed 
to each brand or assignment. To provide a seamless 
range of brand solutions that extend, as we like to say, 
from conception to consumption.

Too good to be true?  

We invite you to find out more about The  
Cradle and its best-of-breed partners, by visiting 
www.cradlepartnership.com or reading our profile in 
this year’s edition of The Annual. 

Having done so, why not give The Cradle  
a particularly vexing assignment?  

We’re looking forward to converting the most 
hardened sceptics into born-again believers.


