























execution. Attention to detail was paramount, even down to using Municipal issue
street pole paint, also none of the imagery was created by computer manipulation.

Making a Ben Hur production out of this campaign certainly paid off.

This was the first time street pole advertising had been seen in KwaZulu-Natal.

The reach and impact was remarkable. The posters were placed at schools and

major roadways and also outside competitive tertiary institutions.
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The posters were so well received that we produced a second phase of course posters.

Music
Computers
Science
Agriculfure
Education

&

UNIVIRSITY
OF NATAL

UNIVERSITY UHIVERSITY, UNIVERSITY UNIVERSITY
OF NATAL OF HATAL OF RaTAL OF NaTAL

The advertising campaigns produced for UON received numerous accolades. They
won a Gold Medal Award in the international 2001 CASE (Council for Advancement
and Support of Education) Circle of Excellence Awards Program for Communications
Programs, for the best advertising in a category that drew 61 entries from tertiary
institutions in the United States and Canada, including Yale and Cornell universities

(2001. University campaign wins top honours. Business Day, 19 June 2001:17).

The street pole campaign won a Silver WorldMedal in The New York Festivals 2001;
a Loerie Gold and Loerie Silver Award 2001; and was published in The Creative
Circle’s The best of South African advertising & design: 2nd edition. 2001-2002.

Campaigns like the university courses street pole posters will only see the light of
day if born in an environment that respects and nurtures creative product. They

need time for contemplation and planning as well as a hefty budget. My experience
has consistently shown that where energy and money is spent, the result is superior

and the communication more successful.

Learn the following from the UON brand story: executing creative ideas will only

work to build a brand if they’re part of a cohesive strategy of communication.
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CONCLUSION

Advertising is a challenging industry. You can find yourself in a creative-driven
agency and have the time of your life. Or you can work in an agency run by ‘suits’
(client service, marketing people, bean counters) and live in frustration. The former
is desirable. The difference is how you deal with it. You can’t rely on your circumstances
to do great work. It’s difficult arguing against excellent ads or designs so ‘let the

work speak for itself’ (Ranchod, n.d.).

Wherever you find yourself, to survive you need to be extraordinary. You must strive
to be poles apart. Be excellent in your conceptual ability, design or art direction
craft. Never look at a brief outside of it’s strategic context, doing ‘creative for
creative’s sake’ (Ranchod, n.d.) does not build brands, so remain conscience of what
you're doing. It never ceases to amaze me how many juniors fail to look outside
their vacuum. Even the most banal brief exists in a context. A poor logo design has
far reaching effects down the line. Basic things like legibility are often negated. I
have witnessed how irresponsible adverts have resulted in liability claims. It is
possible to grow brands, win awards and augment your portfolio while working
responsibly. Keep what’s right for the brand as your cornerstone and the rest should
follow. Take a long view of your career development as rightly pointed out by

Beverly Sills (n.d.): ‘There are no short cuts to any place worth going’.

I enjoy the advice of the old fathers. The dynamics of their world were conducive

to contemplation. Their knowledge and solutions were gained through years of

41



experience. Finally, from his knowledge gained through the trenches of an embattled
career, take this advice from Winston Churchill (n.d.): ‘Success is going from failure

to failure with no loss of enthusiasm’.
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