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Bayer, the trusted brand around the world,

: has implemented a refresh on its branding.

: To stay competitive, they have been

:through an identity development process

:and branding refresh using typography,
colour and graphics for building marketing
awareness in this ever-changing
environment. The identity while creating

:amodern feel has kept true to Bayer's

i traditional colours of blue and green and

i goes a long way in maintaining Bayer's
iconic status worldwide through a
consistent branding strategy. The corporate

. office in Johannesburg has implemented

i this new identity starting off with pull-up

: banners for their offices, laboratories and
production facilities.

THINK AND & ~°
D0 GREAT \"\/°
THINGS

Seth Godin’s sweet spot is
marketing but his quotes easily
span business, change, greatness,
innovation, leadership, mediocrity,
and strategy.

Since initiating its first four-year funding period in

2008, the Swiss-South Africa Joint Research Programme
(SSAJRP) has been enabling knowledge creation and
dissemination, transfer of knowledge to society, and
innovation in industry and policy in both Switzerland

and South Africa.

It was felt that it would be appropriate to put together a coffee
table publication that would tell the story, encompassing the
many research projects and include the people who have
contributed to this important research programme.

TO READ MORE GO TO PAGE @

Seth's quotes teach us that the
individual is a powerful force, that

WHY A COFFEE TABLE BOOK?

A coffee table book, also known as a cocktail
table book, is an oversized, usually hard-covered
book whose purpose is for display on a table
intended for use in an area in which one entertains
guests and from which it can serve to inspire
conversation or pass the time. Subject matter is
predominantly non-fiction and pictorial (a photo-
book). Pages consist mainly of photographs and
illustrations, accompanied by captions and small
blocks of text, as opposed to long prose. Since
they are aimed at anyone who might pick up the
book for a light read, the analysis inside is often

: more basic and with less jargon than other books
: on the subject. Because of this, the term “coffee
: table book” can be used pejoratively to indicate
. a superficial approach to the subject. In the field
. of mathematics, a coffee table book is usually a

: notebook containing a number of mathematical

. problems and theorems contributed by a

: community meeting in a particular place, or

. connected by a common scientific interest. An

. example of this was the Scottish Book created

© by mathematicians at Lviv University in the

: 1930s and 1940s.

multiplies when we dare to be
different, take action, test our ideas,
stay true to our authentic self, tell
inspiring stories, make things
meaningful, and lead tribes of like
minds and shared values.

Perhaps the most important lesson
we learn from Seth Godin is this:

Think and do great things. And do
the tough stuff, because it’s worth it.
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CURRICULUM VITAE

Wayne Rietveldt

Personal Details

Name Wayne Rietveldt

Address 6 Casa Grande 16 Spey Drive Vereeniging

Contact number 082 634 5295

Email address wayne@propella.co.za
Nationality South African

Gender Male

Languages spoken English and Afrikaans
Date of birth 26 November 1966

Achievements
PAST

[l

Education
1986
1993
2019

High school
Athlone Boys' High School

Tertiary Education
University of Johannesburg

Elite Inc
Digital Marketing Course

Athlone Boys' High School Prefect
South African Sea Cadets Petty Officer

South African Navy 1987-1988

PRESENT

African Sea Cadets

Interests

SAILING

TESTIMONIALS

| have worked with Wayne in various
capacities and have always found him
to be the consummate professional. In
addition to his superior graphic design
skills, he has a positive attitude, a strong
work ethic and a pleasant disposition.
| highly recommend him both as a
person and as a service provider.
Sarah de Villiers

Director

Typostudio Corporate Publishing

For many years Wayne has been a
trusted resource. Be it creative design
or web needs we have found his team’s
expertise and turn around time excellent.
Wayne also keeps us informed about
trends in digital marketing and he is
obviously keeping up to date in this
ever evolving space.

Martin Deacon

President

Teach Every Nation

Wayne and | first worked together more
than 20 years ago. Since then we've '
worked as colleagues, as well as client and
supplier, and every project we do together
confirms that he's one of the most reliable,
versatile, knowledgeable, down-to-earth
creatives in the industry. He's a great

University of Johannesburg Tertiary Studies in Graphic Design - 1991-1993 :
University of Johannesburg Lecturer at Faculty of Art, Design & Architecture - 2001 :
Elite Inc, Delaware, USA Advanced course in Digital Marketing - 2019 :

Marketing and Public Relations Consultant and Commissioned Officer South

Chairman of the Board of Directors Athlone Boys' High School Trust

a?2a®

PERCUSSION PAINTING

: communicator, is easy to work with, and he
. keeps on top of trends and developments.

. More than design, layout and illustration,

. Wayne is also adept at communication and
i marketing strategy, making him a fantastic
. generalist-specialist to have on your team.

: Cathy Nolan

i Head of Communications

. King Price Insurance

i | have had the privilege of working with

: Wayne for many years, on multiple award-
: winning projects. His combination of

. superior graphic design, artistic flair and

. pragmatism results in solutions that deliver
. real business value, and in a way that is

. as artistic as it is impactful. He is a true

. professional and master of the art.

: Sophia Dower

. Programme Manager

. Strategy Enablement at Absa Group Limited

. Wayne is a talented graphic designer

: and artist. | have worked with him for

: many years on a variety of publications

. and can recommend him for his creativity,

professionalism, and cooperative and

© supportive temperament.

: Charmain Lines

. Director

i Business Writing and Communication

'r-i Employment History

Responsibilities

Reasons for leaving
Notes

SELF EMPLOYED - DESIGN AND MARKETING BUSINESS

Managing business, working with clients, design,
layout and branding
Slow down in business

Numerous awards for design including excellence in
internal and external corporate communication media

~

Responsibilities

N~

FOX STRATEGIC PUBLISHING - SENIOR DESIGNER
Manage studio and work on large corporate
communication projects design programmes
Reasons for leaving  Start my own business

N

/

Responsibilities

N~

SHINE DESIGN - SENIOR DESIGNER

Branding and design, worked with interior as well
as industrial designers

Reasons for leaving  Better position and wanted to learn more

>

Responsibilities

N~

SL GRAPHICS AND PRINT - DESIGNER - DTP DEPARTMENT

Design and layout, finished art, printing ink and
paper make ready, finishing

Reasons for leaving Owner relocating to Australia

v

Responsibilities

N~

TIMESQUARE ADVERTISING - JUNIOR DESIGNER

Assisting the creative team with concept, design
and implementation

Reasons for leaving  Better position and wanted to learn more

REFERENCES

References are available on request

: Wayne and Words'Worth have enjoyed

: atwo-decade working relationship in

: which he has committed, delivered and

. over-delivered. Wayne won't just walk the
. extra mile for you and with you, but he'll

. map out the most scenic route as well.

: Wayne is one of the most creative people
i | have worked with and also one of the

: nicest. He should clone himself.

. Ingrid Clarke

. Director

. Wordsworth Publishing

i Over a period of fifteen years, Wayne

. has been a go-to person on print project
: management, graphic design, promotions,
. brainstorming and so many more areas. '
: Committed to customer satisfaction, Wayne :
. goes the extra mile in making sure projects
. exceed expectations. Multi-skilled, eager,

. patient, knowledgable — all wrapped in an

: encouraging sense of humour. Highest

: recommendations!

. Lee Helling

. General Manager

i Walk Thru the Bible Southern Africa

: We have been using the services of
i Wayne for our school marketing collateral
: since 2009. He has consistently matched
i or bettered competitive quotes for a

: top-class product suited to the school's
i needs. His service is user friendly and

. the product delivered on time to

. specification.

. Nicholas Greyling

. Principal

i Winchester Ridge Primary School

: Wayne has put our advertising on a new
. level. From the onset the best interests

. of our school have always been put first.
i His professional approach and amazing
: ideas has brought about a high level of

: communication within our community.

. Michelle Webster

. Owner

. Yellow Brick Road Pre Primary Schoo!

. | have worked with Wayne for 21 years
: and have always found him to be reliable
i and professional. His work has won

: awards for clients over the years. He

. always met demanding deadlines and

. high expectations by going beyond the
. call of duty throughout the creative

: process and its implementation. |

. would most certainly recommend him

: to anybody.

: Janet Marsden

i Office Manager

. Wordsworth Publishing
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IDENTITY DESIGN | Client: Anglo American Medical Scheme

Rock-solid stability and trustworthiness

The Anglo American Corporation . RATIONALE BEHIND

Medical Scheme was first registered : REVISED AMS BRANDING

as a restricted scheme in 1968 and .« Position AMS as a premium brand:

in 2005 the name was changed to i Not only is it a closed scheme available
Anglo Medical Scheme (AMS). It © only ‘by appointment’ (upon employment), :
was established for the benefit of © but future member companies will come
employees of Anglo American and its : on board by invitation only.

associated businesses in South Africa. : * Offer stability and trustworthiness:
While all is changing in members’

FAST FACTS

something secure to
® AMS membership

hold onto.
is only by appointment

e Modernise
or employment.

the brand: While
attracting new

e AMS holds by far the

highest level of reserves

membership is not
the motivating factor,
of any other scheme in
South Africa.

To provide cost-effective
benefits to its members,
Anglo American and its
associated businesses
have provided significant
funds resulting in a level
of reserves that is by far
the highest in South
Africa. The Scheme aims
to deliver exceptional
services to its members
at all times and designs its
benefits accordingly.

the reassuring of
members of ongoing
evolution and
enhancement.

e Align Scheme

to employer groups:

weorswves BN mom @

Because of the many changes within Anglo Aspects of the members’ employer
American, it was realised that the scheme  : groups needed to be included in a
needed to look at revising its branding. . sophisticated manner.

SOUE MrICEME PN MDPROCUCTS WFOCENTRE CONTACT U8

Newsleltter

et (] s e s oA Parets Ofie

Website

Simplicity is
the ultimate
%”"’N., - o . )
y sophistication
/Bj Affalw anlj
Addressing the :
lifelong healthcare . | The AMS logo has been pared
BT needs of our . | downto its absolute essentials:
members | alogotype in basic black and white.

. | This gives credence to that famous
quote by Leonardo da Vinci: “Simplicity
is the ultimate sophistication.” This ‘no-
frills’ approach underlines the simple,

Benefit guide : Promotional banner gnequwocal vision of the Scheme: '
lifelong healthcare through high-quality

VISUAL STYLE products and services. Since 1968,

| the AMS brand has been perceived
Style is an essential part of the AMS employer-related imagery to help all express concepts that cannot always be i | as stable, reliable and trustworthy —
identity. It helps to illustrate the Schemes  members identify with the Scheme. This put into words: genuine, caring, health, i | an anchor amidst changing regulations
relationship with the real world in which style is unique, identifiable, and reduced to nurturing, joy, reliability. The photographs i | and financial uncertainty. The new logo
real care to real people are provided. The ~ monochromatic use. Publications may apply  are inspirational — you want to share their | : | reinforces the gravitas of this tradition,
visual language speaks to health and sophisticated, avant-garde, artistic or lives and emotions — and leave a lasting : | giving members the security that
wellness issues in general subliminal imagery to transport a message.  impression that continues to engage the . | while the logo may have changed,
communication, while the information Visual style brings the spirit of Anglo viewer long after the page has been i | the underlying fundamentals are
tools, such as the website, carry Medical Scheme to life and can powerfully ~ turned or the computer shut down. | rock-solid.
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DID YOU

Step on the gas oW

Compressed natural gas is
a fuel which can be used

After extensive research a huge opportunity within the South African P P
CNG combustion produces

Compressed Natural Gas (CNG) sector was discovered. fewer andeitable gase.

than the other fuels.

CNG Holdings is a company that
works with public and private sector
partners to unlock the potential of
our country’s Compressed Natural
Gas (CNQG). In so doing, they provide
industry with cleaner, more
environmentally-friendly fuel, offer
business and consumers a cost
effective alternate energy source and
stimulate job creation in the sector.

A corporate identity was developed that
needed to work in many areas and extend
across all media used for promotion and
the support of sales and marketing of
CNG Holdings products and services and
that was congruent with the companies

core values and personality. : B
: Business cards

LOGO John Smith A The ONG group of companies consists
The logo design incorporates a flame E \ (o 12355790 b ¢
.. . . Email hnBcghaldngs coza 4 i
symbolising power and the visible, : O s P Vi
. ek 18, o Poes.
Compressed Natural Gas - Fuel of the Fuue { w

H H . B Felrined Averva Nt Rabig dohamsestiory
gaseous part of a fire caused by a highly CNG 55t

exothermic reaction that takes place. HOLDINGS

Sally Jores é
S St Ry MG | Labels
Joharnesborg

Promotional banners

HOLDING DEVICE
A flame swirl holding device was
designed to extend the identities
colour and presence.

CNG

HOLDINGS

45 degrees
Flame swirl holding device

B VIBRANT
/ : (]
. A palette of complementary ; D
. colours that set NGV Gas Fue”’ng
i apart from traditional fuel [T i Natural Gas Vehicles
0 degrees . suppliers was decided upon. o e
Their high contrast created a

VRN = : vibrant look especially when
HOEBDINGS] used at full saturation.

PHASE ONE

Phase 1 consisted of establishing a
flagship filling station in Langlaagte,
Johannesburg and funding the
conversion of 1 000 taxis to convert to
Natural Gas. This filling station also
operates as a training and information
centre. As a gas supplier, NGV Gas
will expand its footprint by working with
existing filling station owners to establish
their suitability to be retro-fitted, as

well as with fleet owners who wish to
establish their own filling stations.

Station Totem SN S
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COFFEE TABLE PUBLICATION DESIGN | Client: Swiss-South Africa Joint Research Programme

Addressing complex research

issues and glohal challenges

The Swiss-South Africa Joint Research Programme

On the 7 December 2007, a Science
and Technology Agreement was
signed between South Africa and
Switzerland.

Since initiating its first four-year funding
period in 2008, the Swiss-South Africa
Joint Research Programme (SSAJRP) has
been enabling knowledge creation and
dissemination, transfer of knowledge to

society, and innovation in industry and policy
i challenges, not only for the benefit of the
: people of Switzerland and South Africa,

Since the inception of the SSAJRP in 2007,

in both Switzerland and South Africa.

both Switzerland and South Africa have
experienced exponential growth in their
publication outputs, a clear indicator that
progress has been made in creating new
knowledge. There has been a significant

increase especially in SA-Swiss co-authored
papers over the period since the Agreement

: was signed, demonstrating the keenness for
. scientific and technological exchanges
: among the researchers from both countries.

: South Africa and Switzerland are strongly
: committed to extending and actively

: encouraging cooperation in the fields of

. science and technology in the years to

: come. The cooperation is valued as an

. important contribution towards addressing

. It was felt that it would be appropriate

. to put together a publication that would

. tell the story, encompassing the many

. research projects and include the people

complex research issues and global

but also for mankind as a whole.

Cover

who have contributed to this important
research programme.

SocRA

DEVELOPMENT OF
SWISS-SOUTH AFRICAN RELATIONS
1988-2018

Introductory spead for chapter one

oo | 7 B SIS SOUT AFIICA JONT RESLARCH PROGRAVI

Switzerland and South Africa in Education, Research and Innovation

It was felt that it would be appropriate to put together a publication that
would tell the story, encompassing the many research projects and include
the people who have contributed to this important research programme.

170 | SWISS-SOUTH AFRICA JOINT RESEARCH FROGRAMME

Production and application of terbium radionuclides
as a potential cancer diagnostic and treatment tool

WISS-SOUTH AFRICA JOINT RESEARCH PROGRAMME | 171

One of the many project spreads that includes research data shown in the form of an infographic

Country comparison: Switzerland and South Africa

. GDP iz et
- T eI S w-

= .
g ' 6.0 e '
Fyiig poo 5.1 T8 T

Spread from chapter two

DESIGN

To give the publication a different look
and feel, a square format was chosen.
A versatile five column grid was
developed to force white space and let
the design breath. An important part of
the brief was the use of large images
specially showing projects. Another
important feature was the development
of a bold infographic style. These
features were used extensively
throughout the publication especially
when to came to illustrating project
information and data. The Avenir
typeface was used and lends itself
very well to the look, due to its
extensive range of weights.
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COFFEE TABLE PUBLICATION DESIGN | Client: MAC Consulting

Let’s celebrate

MAC MATTERS

A publication designed to celebrate the year and the accomplishments
of people that work on life-changing projects with blue-chip clients.

MAC Consulting is an Organisational
Effectiveness consultancy, based in
Johannesburg, South Africa, focused

on Operational Excellence, Human :
Capital Excellence, Strategy Execution :
and Business Transformation. From '
humble beginnings in 1994, today

MAC Consulting are proud to be one

of the largest privately-owned players
in the South African consulting
industry, having created sustainable
business value for our blue chip

clients for over 25 years.

e

Celebration

To celebrate the year and their
accomplishments MAC Consulting '
publishes a yearbook. It tells of their people :
and their unique stories. Some tell about
the privilege of working on life-changing
projects with blue-chip clients, extending
their reach into the rest of South Africa,
Africa, and beyond. Others are thought
leadership pieces by people who make it
their business to contemplate beyond the
surface of things. Others are personal

reflections by astute professionals,
DID YOU

seriously. In each case, there

is a glimpse of the life at

MAC, and the type of ]

people that are invited MAC Consultmg has a range

to join the team. People of clients that span many
industries, including mining,
oil and gas, financial services,
the public sector, ICT, FMCG,

that the company are
honoured to associate

manufacturing, retail,
and construction.

with, and people who
contribute to the unique
DNA — the inimitable
fingerprint — that MAC is.

Cover

Inside spreads

DESIGN

The design presented a challenge. An American
sized format was chosen to create a unique size. It
was important to reflect the companies identity.

grid system and typographic style a design was
developed. This, combined with the many interesting

Working with their corporate colour palette, a flexible :
i with a dust jacket. The books were then slipped into
© rigid boxes designed for protection.

i photographs made available, created an attractive
. and easy-to-navigate publication that was well
. received by all. Making for an extra-special feel, the

book’s hard cover was spot UV varnished together

EDITORIAL DESIGN AND ILLUSTRATION | Client: Aurum Health Research

RESPECTABILITY ® RESPONSIBILITY ® CONSISTENCY

Cover

Comic book heroes

HIV/AIDS Research Among

Adolescent & Young People

Aurum Health Research and Johns Hopkins
researchers were funded by Sub-Saharan African
Network for TB/HIV Research Excellence
(SANTHE) to conduct an HIV prevention project to
improve uptake of HIV testing services among
adolescents and young adults. The aims of this
study were to understand what would motivate

2'

mmu..m
o 18 S Ao

adolescents and young adults to test for HIV
and adhere to treatment.

It was decided that a publication in the form of

a comic book would be an effective starting point
to incentivise and engage adolescents in HIV
testing services. A story line was created around
township life that young adults could relate to.
This was developed into copy and comic book
style illustrations.

The study was conducted in Ekurhuleni district
of Gauteng.

Inside spreads
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EDITORIAL DESIGN | Client: Alt

Talking

4 BUSINESS PROFILE

PCa NEWS IN BRIEF

Bytes MS beefs up in-house
professional services division

Altron bullds strategic relationships

]
ey

BUSINESS PROFILE  §

12 ANNIVERSARY FROFILE

1965- 2015:

1999-2000

ANNIVERSARYPROFILE 13

Altron, through its subsidiaries Allied

and Power Technologies, is invested in
the telecommunications, multi-media,
information technology and power
electronics industries. Being in the
communication business, Altron
realised the importance of talking to
its shareholders, customers and staff.
And so Altron Profile came into being.

The hallmark of Altron’s strategic vision is
sustainable growth — which differs from
market-related growth because it is driven
by the company’s long-term commitment to
improving internal efficiencies, growing
organically through intelligent technology
partnerships, and investing in its people and
their businesses. For Altron, sustainable

and reflected in the care it accords its staff
and customers, and their communities — in
equal measure.

Hence, a platform for communicating with
all internal and external stakeholders, from

. suppliers and customers to directors and
Technologies, Bytes Technology Group :

entry-level trainee staff was needed.

: Working with award-winning corporate

: communication specialists Words'worth, a
i magazine called Profile was developed. Its
: aim is to profile the developments within,
: and successes and plans of, each of

. Altron’s subsidiary groups and their staff.

. Talking to so many stakeholders via one
: medium can be tricky, and so strict

. editorial guidelines were put in place.

: Each article is considered in terms of

: predetermined criteria before being

. selected for inclusion. The quality of

. the visual material is also paramount.

Deadlines required to produce this
: newsletter are certainly not fun. With
growth is underpinned by values and people, :

up to 20 pages per issue, timing is tight

. and there is no leeway for mistakes.

i That Profile goes out (impeccably) on

: time, every time, is credit to an efficient
. partnership built over many years of

. working together. Altron is communicating
. loud and clear.

AIMING
FUR A

This publication provides an overview
of what climate change means to Anglo
American, the actions that are currently
being taken to address its causes and
impacts, and the companies contribution
into the future. It responds to society’s
calls for transparency around climate
change, expressed by initiatives such
as the ‘Aiming for A’ coalition and the
recommendations of the Financial
Stability Board's Task Force on
Climate-related Financial Disclosures.

Design

Working within the corporate identity
guidelines of Anglo American, a design
structure was developed as a starting
point for this publication. This corporate
identity has catered for everything from

EDITORIAL DESIGN | Client: Anglo American

AngloAmerican Real Mining. Real People. Real Difference.

CLIMATE CHANGE:
OURPLANS,
POLICIES AND
PROGRESS

Cover

grid structures to the style of
infographics.

Many of these items can be found on
their website which makes the design
process much easier. Time spent on
creating icons is not nessesary due
to the large library of graphics.

The company also has an extensive
photographic library from thier
operations around the world. There are
strict guidelines as to how to incorporate
photographic elements. Again, this

helps from a timing point of view.

Although many icons were available,
a lot of work had to be done on
infographics specific to this publication.

POLICY AND POSITION

We see climate change as one of the defining
challenges of our era. We recognise the
science of climate change and acknowledge
that we have a role to play in limiting global
warming to 2°C.

Cheate change O slars, proms wnd progress 5

Spread incorporating Anglo American corportate identity icons
used to construct infographic on climate change

CLIMATE CHANGE
AND OUR PORTFOLIO

2 Chrate changee Our s, pobeies e progres

We are a globally diversified mining business with interests in diamonds (through
De Beers), platinum groupmetals (PGMS), copper, nickel, iron ore, thermal and
metallurgical coal. Of particular importance to climate change is our role as a
producer of copper, nickel and PGMs - critical products in enabling low-carbon
technologies- as well as a producer of thermal coal.

Spread showing one of the images taken from the companies

extensive photographic library
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EXHIBITION DESIGN | Client: Bayer South Africa
Bayer employees go-to spot

Bayer’s commitment to
innovation and their passion
for science has influenced
the design of not only their

Bayer head office in Johannesburg seems to have understood this
and decided to revamp their canteen developing the space into

their employees go to spot.

The Bayer head office in Johannesburg
was excited to announce that their canteen
has opened its doors after a much-needed
makeover. After an extensive renovation,
the canteen has been transformed into a
modern and inviting space with refreshed
decor, new seating, and more. They are
even serving up some more diverse

menu options for our hungry patrons. With
all these changes under their belt, it would
be good to take some time to pop in.

: go or enjoying drinks with friends at happy
. hour. The staff can't wait to show you 5
: around!

. The application includes wallpaper as well
. as stretched canvas frames. Typography,

. imagery and content have been used and

. taken from Bayer's corporate international
: internal communication branding system

© library. This includes adverts and concepts
: highlighting important points around the

. four areas that they specialise in being

The canteen is now Bayer employees go-
to spot whether it's grabbing lunch on the

ENHANCING ATB:QYER
DRIVEN | AT BAYER LIFE R OE | ERPECTED
BY | YOU’'RE BETTER? | TO.
CUSTOMER | EXPECTED
NEEDS? | TO BE.

. pharmaceuticals, consumer health, crop
. science and animal health.

uate | Power 10 change Sclence For

products but also how they P

present themselves in
both print and digital / A

mediums.

i Bayer's commitment to innovation and

© their passion for science has influenced
: the design of not only their products

: but also how they present themselves

© in both print and digital mediums. Bayer
© wants people who work with them or are
© considering working with the company

! to understand that they are a company

i where they can find fulfilment through

! creativity as well as purpose.

vato | Pawer to change

B
A

E
R

Science For A Better Life

DID YOU
KNOW?

Genuine Bayer Aspirin
can provide pain relief
from headaches, backaches,
muscle pain, toothaches,
menstrual pain and minor
arthritis pain — and
has for over 120

years.

Sclence For A Better Lite
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EDITORIAL DESIGN | Client: Bayer South Africa

striking

Bayer is a leading global

health care company. Their offices
in Johannesburg, South Africa
launched a new local magazine
that is in line with the international
global corporate identity project
Bayer has undertaken.

Working with the corporate communications
department, a flexible design template and
outline was established and included
corporate typefaces, colours and
photographic styles.

The redesign will help them stay on top of
their game and will be a step in the right

. direction when it comes to communicating
. to readers in need of their products. In an

. effort to better serve stakeholders, the

. magazine has also been restructured

: adding new exciting content encompassing
© every area that Bayer's vast range of

. products are used and where they touch

: lives. This includes research and product

: information from around the world.

: The new look is fresh, modern and striking
. — designed with a focus on clarity of

© purpose for an audience that includes

© investors, employees and clients alike.

KLAUS ECKSTEIN

K[Au!
CEO and COM for G s - Mepar Scusthaen Aica

2

Heritage Day

Celebrating our Diversity

Bringing
families

together

asvernews JJ]]]

Youth AG-Summit 2017

A ith Afrira
in

vell renrecente
Alrica well represeried

Accounting

Inside spreads

MARKETING AND SALES | Client: Bayer South Africa

The power
to engage

Bayer South Africa recognised that
the world is evolving and the demands
of customers are increasing they need
to be open to changing their ways of
working in the digital era.

A new marketing and sales platform was
identified and needed to be introduced
and promoted to all parties involved.

The platform is an integrated system
that offers marketing and sales teams
a holistic view of their customers.

The capabilities of the platform needed to
be worked through over a period of time
that included a series of workshops.

The platform includes Multi-Channel
Planning which is a process of customer
and market analysis that defines optimal
strategies and channels to engage
customers for maximum impact.

A content factory which is a new single
platform for all Bayer brands and where :
they can be managed, approved, distributed :
and where promotional materials and

study publications can be accessed.

Digital Channels which is a set of digital
. channels that deliver tailored information
. and services to healthcare professionals.

A customer relationship management
. system where information can be captured
. and shared and that helps customer-

facing teams engage most
effectively with their clients.

And, a data, reporting and analytics
tool to track marketing and sales
performance and measure channels
returns on investment.

SAVE THE

ower

vV V \L/I/

More effective data analysis,
r nd analytics /
gen |

d at ‘5;)1}r}r1/

DESIGN

A superhero theme was decided upon and incorporated into the branding of the new platform.
This was integrated with the Bayer international corporate branding system guidelines using
specified typography, corporate colour palette, graphic elements and photography. Formats
were developed for an automated email campaign as well as a mobile phone application.
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Bayer IT Department Roadshow

Meet IT - on T(_)_ur‘ .

¢

The Bayer corporate
communications
department was

perception of the IT
department within
the company.

tasked with

teaming up One employee shared
with the Bayer with us that following the
IT department exhibition, he was able to
in developing see how many innovative
a roadshow technologies are available
showcasing at employees fingertips.

technologies and

support structures
available to Bayer
employees across

Converged networks and

storage systems have

taken a front seat in IT
departments across

the country. all industries.
The exhibition
A campaign was provided him

with valuable
insight into
what is needed

for an efficient digital
workplace of tomorrow that will

. be reliable and secure regardless of

i where you work or travel. He said that

: the roadshow has been one experience
: that he won't forget anytime soon!

developed based on the

companies international

corporate communications

identity guidelines. The team
developed different items for the
rollout that included promotional
material and exhibition elements from
interactive tasks to games to develop
a more friendly, warm and accessible

. @_lf_qgeach ‘

. Bayer is convinced that scientific

. knowledge is essential to face future

: challenges. For this reason, the company

. focuses not only on its own research

. activities but also on the general promotion
: and strengthening of education and

. research. The aim is to get young people

. interested in and excited about our topics,
. and to encourage them to take part in

. these disciplines. To enable them to have

 Baylab on the move

To contribute to education outreach
contact us at penreach@penryn.co.za /" _{———

== Gremeact

.41

\ a gj—j Baylab /

(\
[ W=
I

/‘,,
P
/

. their first contact with this world, to promote
. their joy of discovery and to support them in
. developing their individual skills.

Working with Bayer and Penreach

: Education, branding was developed for a
. mobile Baylab program reaching schools
. and used at events that included science
: kits for teachers and opportunities for

. teacher training.

EXHIBITION DESIGN | Client: Bayer South Africa

Working with Bayer Corporations
corporate communications department
at their head office in Johannesburg, an
exhibition within the reception area was
created that showcased the German
pharmaceuticals and materials giants
range of products. Various sections

were identified so as to include the

v

crop science

DD

‘
\ /
V5

A HOT SPOT at Johannesburg office

v

about us

four areas that they specialise in being
pharmaceuticals, consumer health, crop
science and animal health. Design and
branding was developed drawing on
their corporate identity guidelines

and included displays of their products
and as well as market related siluette
cutouts in greens and blues combined
with typographic headlines and
descriptions.

DID YOU
KNOW?

In 1912, Bayer introduced
synthetic rubber by
showcasing two tires that
had driven 2500 miles —
without a single blowout.
Burnin” (Bayer) rubber,

1900s style.

v

<hotspot>

animal health

DD

pharmaceuticals
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DIGITAL DESIGN AND ILLUSTRATION | Client: Bayer South Africa

Health and Safety have
the highest priority at Bayer

Safety management and the
continuous development of a
safety culture are a cornerstone

of corporate responsibility in the
Bayer Group. Preventing accidents
and incidents in day-to-day work,
when operating production facilities,
and on work-related travel and
transportation routes where people
or the environment may suffer harm
or damage has top priority for us.

Safeguarding the occupational health and
safety of our employees, and of the
employees of contractors under the direct
supervision of Bayer, involves preventing
work-related accidents and occupational
illnesses, assessing potential hazards,
ensuring comprehensive risk management
and creating a healthy working
environment,

Working with the Bayer corporate
communications team at their head office
in Johannesburg. It was noted that mobile
phone safety was a major concern. A
campaign was developed that included
specific messaging that address specific
issues. The look and feel was taken form
Bayer Corporate branding system and the
campaign was rolled out via monitors in
various spaces that included reception
areas, laboratories, productions facilities
and canteens.

sharing an adventure through calm waters and dangerous seas

Established in 1973 as the Whitbread
Round the World Race, the Volvo Ocean
Race is the world's premier global yachting
race. The race is the longest race in the
world, covering 37 000 nautical miles and
taking over nine months to complete. The
teams cross some of the most treacherous
seas on earth in their bid to be first
across the finish line. Onboard
communication is becoming
more and more advanced
and this is reflected in the
sophistication of the
reporting tools being
used to relay information
back to fans all over

the world.

Ericsson has participated
directly in the race since 2005.
As long-term partners the pair have
developed a strong relationship and as
such Ericsson was the perfect partner to
help Volvo Ocean Race deliver the next
level of service. Ericsson's role is to make
sure no Volvo Ocean Race fan ever had
to leave the race. Volvo Ocean Race's
role was to make sure nobody ever
wanted to.

Be aware of your
surroundings and avoid
that blind spot when
using your mobile

HEAD UP

LOOK STRAIGHT
Make safety a priority

Mobile safety should
be a priority

HEAD UP

LOOK STRAIGHT

Make safety a priority

I
DON'T

TEXT WHILE
WALKING

1 HEAD UP

T LOOK STRAIGHT

Make safety a priority

iy

DON'T

TEXT WHILE

- WALKING

Put an end to that traffic jam and stop on the side  DON’T

when using your mobile

§ |
E HEAD UP

LOOK STRAIGHT

TEXT WHILE
WALKING

DID YOU
KNOW?

All-male teams will be
limited to seven sailors for
this edition, but teams can

also name 7 men plus
1 or 2 women; 5 men and
5 women; or 11 women
on an all-female
crew.

i Ericsson South Africa Corporate

: Communications Department were all

: onboard. One of the stops being Cape Town.
. Ericsson's waterside presence took the shape

. of a two-storey, 312 square meter pavilion.
. The impressive structure packs into eight

* shipping containers and journeys across five
continents before being assembled

in the ten stopover ports.

Bottles of champaign
and water were especially
designed and Ericsson
personnel were on hand
to distribute these as
well as guide guests
through the pavilion's
different zones, where the
atmosphere was created
by an inventive use of lights,
sounds and imagery.

© Visitors can share the adventure through
© calm waters and dangerous seas, capture .
© the experience through the eyes of the crew
: and even endure a bout of seasickness. The
© 10-meter video wall of the wave tunnel is a
© graphic depiction of the calm beauty and

© perilous treachery of the world's waters.
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CATALOGUE DESIGN | Client: Tiffy Safety

Safety and peace of mind

Helping companies save lives and livelihoods

2

With its vast inventory of safety
equipment, Tiffy Safety is a

Fitting Instructions

[ High dust environments.

one-stop-shop for any job.

From head to toe and everything in

| @,

between, they offer an array of top quality
gear that will suit your needs no matter
what industry you're working in.

! Dust/Mist/Metal Fume

]

| Welding

The company was founded on and has
always strived to provide a comprehensive

service that would give clients the security
and peace of mind they deserved and
their mission focuses on protecting people
from harm while upholding their dignity
and individualism at all times - no matter

Protect their Lungs

-
| ———
S wﬁk

Respirators
are a must for
vapour, mist
or dust!

E Helping you save
lives and livelihoods

how different one may be from another
wearer or customer!

Tiffy Safety has always strived to keep

service levels at their best because they
believe that this is the crucial factor that

separates them from the rest.

DID YOU
KNOW?

A chevron is a V-shaped
mark, often inverted and
used in military or police
uniforms to indicate rank
or length of service, or

Inside spreads

DESIGN

e Authorized Distributor
A LU
Cover
5 6 7
ﬂ |
> R Cartridge life extender —
. G Warning
- o =) —
Common definitions
Explanation of filter classes
=
5]
g
=]
CEEL
=]
~ "
__TIEEY| TEEY ——
A A

in heraldry and the
designs of flags.

could extend the identity across their entire line of safety equipment.

INFOGRAPHICS DESIGN | Client: Bayer South Africa

From farm to plate, make food safe

QO S Asicars shvays wash
ther hands when they Jook cirty

wath vetory ar
80% ater prapanng food

aon orv
85% cocaning anc ewecing

it %)

®)

LARAAAAR RS

ittt

The company needed to develop a corporate identity system that could be implemented and incorporated into a template for
their vast range of safety equipment. Working with the client a logo as well as a bold black and yellow safety chevron design
feature was developed. This worked extremely well with their corporate typeface was developed into a template so they

Visuals help readers process

content more efficiently

Bayer South Africa wanted to communicate to and
educate staff as well as clients with regard to the
vast list of products used in the four areas that they
specialise in being pharmaceuticals, consumer health,
crop science and animal health and that brought
solutions to the worlds extensive needs.

Infographics help cover “heavy” topics in an enjoyable
way. People rather look at an infographic than read a
lengthy text containing the same content. Facts and
figures lend authority and give readers a tangible
point of reference. Visuals help readers process

the content more efficiently.

Design was taken from Bayer's corporate identity
guidelines that included corporate colours,
typography and photography styling.

Infographics help cover “heavy”
topics in an enjoyable way.

WORLD MALARIA DAY
Invest in ine future, defeat malaria
World Malaria Report

207 MILLION CASES WORLDWIDE EACH YEAR

\4

ESTIMATED 627 000 RESULT IN DEATH

90% OF THESE DEATHS OCCURIN SUB-SaHARAN AFRicA. i ™

Science for A Better Life (BAYER
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MENU DESIGN | Client: Con Gustos Restaurants
= ™ ™ i
Delicious design =~

A
//

If you're looking for some good pizza, pasta, or other
authentic Italian dishes then Con Gustos is the place
to be. The restaurant has been around for a number of

years and has been serving up delicious food ever since.

They have everything from traditional spaghetti and meatballs to
lasagna with spinach and mushrooms! You can't beat that!

A revamp of the restaurant's identity and branding was the brief.
Working with the owners of the restaurant branding and design
was developed together with a set of illustrations showing Italian
village life. These elements were incorporated into various items
that included packaging design and menu design. Careful use of
colour and typography were considered so as to bring the identity
together.

CON GUSTO
VL

Cover

Please allow approximately 30 minutes for preparation time.

Oun secret is freshly prepared
de;oodfowlﬂ/wmwd/b
at’olo/&n/e/o‘nmatweda

Thant you

Con Gusto would like to thank family, friends and
loyal clients for your support over the years, you
have made our new venture possible.

ANOTE TO ALL CUSTOMERS
As a guest of Con Gusto, you indemnify and hold
N

dam:
arising out of your attendance during intervention

* No cheques accepted

* No separate or split bills

 A10% surcharge will be added to tables
with a party of 10 or more quests

N,

CON GUSTO

2

PROMOTIONAL DESIGN | Client: Words'w

Brochure excellence
for packaging excellence

Our footprint

Ili? qupak

e

‘Nampak has not stopped bel
this country ... | admire the fact th
en the initiative
by empowering
take Nampak fo

Nampak Graduate

CHALLENGE

Development Programme

EXCITED

LOQISTCS Ivianagement
y \Y]
oA s

st et STt Ve Rl H

DESIGN

All the divisions within Nampak,
Africa’s largest packaging company,
are leaders in their respective areas
of expertise and were for potential
leaders who can maintain their
competitive edge and position

the company in the vanguard of
packaging excellence. A gatefold
brochure was created and the
companies corporate identity
guidelines were observed as a
starting point. The imagery was
sourced from the companies vast
library of stock images. Because

it is a recruitment brochure liberty
was taken in using a bright green
to highlight important points and
was included in graphics and
headlines through the brochure.
Much of the copy was broken up
and used in an illustrative style. As
they say, people rather look at an
infographic than read a lengthy
text containing the same content.
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CATALOGUE DESIGN | Client: Saint-Gobain

Shaping the future of Africa

As a business, Saint-Gobain designs
manufactures as well as distributes
building and technical solutions.

Their collective strength and leadership
address major challenges facing humanity,
including climate change, resource
protection and inclusion.

They operate both internationally and
locally and are fully integrated within local
communities supporting their vitality and
help build a fairer and more sustainable
world. Their purpose is to innovate openly,
with the profound ambition to act every day

. This client looked at developing an online

. catalogue to showcase their range of

. products. The challenge was an intricate set
. of products that needed to fit into different

. categories. The international corporate

. identity guidelines that included typography
. and colours worked well in developing a

. catalogue and building out sections for an

. extensive range of product offerings.

. The result was a clear and concise

. catalogue with colour-coded sections

. that made the purchasing process simple

: and easy to understand. The customer

. experience became one of simplicity, which

to make the world a more beautiful and

. contributed positively to their purchases.
sustainable place to live. 3

BENEFITS

A cailing to suit every nesct oMices, thops, Incural buldings, cuttare ard
et stuces, edvcalinn Suklings, heathiare buldrgs.

KU Com
el 43300156 3702 42

Inside spreads

BILLBOARD DESIGN | Client: M4Jam

Revolutionising lives in Africa

M4Jam was founded in 2014 to
reinvent work in a mobile world for DID You
KNOW?

the Gig Economy. M4JAM enables
M4Jam allows people to earn

brands, start-ups, SMEs or big
between R15 and R30 for a

businesses, as well as NGOs

and governments alike, to connect
job that takes less than ten
minutes, which is well above

directly with the largest staff-on-

demand community of real people

in Southern African. Working the minimum wage if you

with the M4Jam team, a set of had to break it down in
terms of time spent

doing the work.

DOWNLOAD OUR APP
AND REGISTER TODAY

For cheap data and airtime, plus micro-jobs
you can complete on your phone

f\ ;
@.: - 5

RESEARCH TN
.

SURVEYS BB
billboards were conceptualised,

designed and developed, to build
awareness and connect with this audience.
Fondly known as Jobbers, this community is the
evolution of the human cloud — they're the human mist, your
cloud on the ground. They're everywhere and they're hungry
to engage. Armed with smartphones, they're rewarded for

completing tasks that we've broken down into smaller micro
jobs, ranging from surveys, education and mystery shopping
to product, advertising and concept testing and much more.

Working with the M4Jam team, a set of billboards were conceptualised,
designed and developed, to build awareness and connect with this audience.

EARN MONEY
FROM YOUR SHOP

EARN MONEY
FROM YOUR COUCH

WANT TO KNOW HOW EFFECTIVE
YOUR SALES STAFF REALLY ARE? HIRE OUR

} MYSTERY
SHOPPERS

AND FIND OUT

JAM JAM

www.mdjam.com
CALL: 011 100 3800

P> Google Play

www.mdjam.com
CALL: 011 100 3800

P> Google Play

www.mdjam.com
CALL: 011 100 3800

P> Google Play
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MARKETING | Client: Lima Food Machinery - United Kingdom
Rohust and reliahle  Peace of mind for parents

New campaign gains traction and builds client | parent are struggling to oot tencion, E—
relationships for Lima Food Machinery (| find the thtors to flt all thelr BT =

child’s educational needs.

FLOE Education offers a ' Total Value: 4666

A Trty Rich Structured

Caperance
Now Only R1400

variety of educators from
around the world to help
children with all their learning
needs including homework
provision, assessments and
extra offline help.

The campaign was developed

. . At FILOE Ed tion we understand
using a PAS [Problem-Agitate- and are here to help
Solution] framework and T S
included strategy, creative
L Why we do what we do
and copywriting. o e
This works extremely well e s S e ol
because it is market-centric Q
forcing one to think from the e 1480
perspective of your audience. :
The campaign included an ——
ComTACTUS Now | email nurturing campaign PRI
S s et and leads were managed . o)
O otk ot and o s 9060 Wo 0k r o 4 . Oy s t|  from a customer relationship e
mstal I capoir twnes. They ore -gote with tha most odvenced devel d solt . ety
o Ol ey o o ki Fo oo o i s b e b B T e | management system. " —
Training and safety D - .y m . To—
Troining i2 on important phase In the uso of ol machinory. Sofety first is awoys o opproach ond thorefore extensive ensite eSIgn

traning i proviked by our Ribe Engineers during every moching nstaliation and further infensve traning oon be offered of

o prochctn fostory i Germony | FLOE Educations corporate [—— [——

. identity is fun and colourful - —
Warranty and long-term quality : : s o
The confidence In the robustness and relabiity of our mochines dlows Us 10 offer a full 2 yeor warrenty on o our RiNs . and thelr COFpOI’ate typeface P 2t
mochinery. Wo guaronzee the functionolty of the complete machine with the oxception of the expendabie ports. This I3 N
1300 01 1h frochings ot exceeing 2000 operctng hours/manh | and colour palette was used R =
:|  throughout the campaign. — —
Happy stories from our clients
of our clients had to say obout our quality and service. .
ok ok k | Atemplate was also developed IR
| .| for organic posts on social %’
media and lent itself many
options and subject material. =
=l
s i
4v | FLOE Education e Partaems & hote conien [O—
Group Chief Engincer Chiof Enginaering Managor oro T, o S -
Concerned about your child’s education? e ——
Get rid of tension and anxiety around schoolwork o S
once and for all, Ut e o B S e ot e

A mnqooftobmtmdroll‘d’io jrery . FLOE Education are here to help.
ontact s now for more infor onge of ochinery : We were established in 2017 with the goal of
Sah : providing dynamic and progressive education.

- Take advantage of a simple yet highly effective
solution that we have created and that supports,
builds, and works for you and your child.

You will find that our program is reasonably
priced and cost-effective as an investment for vioinmran fuars
your child's education.

Our focus is to let our students grow at their own _
pace with the correct measure of support.

We aim at preparing your child for both tertiary
studies as well as the working world and
emphasize higher-order thinking skills that are
transferable in the future.

> : : Select the link below to get your discount on our
REEINTOUCH 3 : Private Class Diamond Package today!

Get rid of tension
and anxiety around
schoolwork once
: and for all.
Website/landing page 5 isad
especially for you!
Lima Food Machinery imports, supplies : out and connected with decision- § ::E’a‘z%mhm
and services capital equipment to : makers, and included the development § vt W
companies within the United Kingdom.  : of a vast library of educational content ' ol i
! that supported and educated engineers
They are agents for Rihle Food within the United Kingdom food industry. ! ‘ 4' ) i
Processing Machinery based in the ; Lomng Experoncs SRR
Black Forest in the south of Germany. © A sales funnel was developed that T A et
included strategy, creative as well as e it
They have one of the most advanced : copywriting. The audience were taken :
manufacturing plants in the world and from a Google Ads campaign throughto  : ok (O Commemt 2 share
are dedicated experts in assembling a : alanding page that collected prospects '
range of machines. contact details. The campaign included Facebook Conversion Campaign
© an email nurturing campaign where '
Working with Lima Food Machinery, a ! leads were managed from a customer Website/landing page
campaign was developed that reached ! relationship management system. :
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Strategic jumpstart for Battery Business | Getting the word out | 4 ==--

"'"'Wnysbnnd-
trusted instityfi Mm'!acmdm
""“Mytndm"""“""’""m:ncg

‘ Now you can
be proud of, m‘“"""’“ﬂmusyouun

It's always been difficult to find a credible
and trusted institution to study at when it
comes to the beauty industry.

MEMS is a Beauty Academy is spearheaded
by industry experts and has created several
leading products that offer customer-centric,
flexible, affordable, quality training and skills
development. Their graduates are highly
qualified, professional and innovative
accredited entrepreneurs.

| We produce
skills to run amm that have the
More jobs in their communigiog. - 2" Create

Stuck and need a start, check or help choosing the correct battery for your vehicle? Battery Box understands

D i i ead it b et e MEMS needed to get the word out.
Have you been left high and dry? ' ' Build a
e i é bustomer relationship gusinesssex?ou
products, tp service and peoce of mind, . an
o | management system was e Bo Proad of
' — : vital in managing leads el
g g : Z,‘,‘;’ ;ecfmam

You ring and we bring your"‘w
Wo hovo put together 3 srmpic four-3tep process 1o hep you out f.gm

Wo'll supply or replace
your battery (f needed

Soloct the contact us now Wo'll give you a ring to We'l pop in to help & do

button & fill in your detois ousess whot the problem s free battery check/stort
WWW IMEMSACAD;

EMYPROMO co.
30% off 2A
FnNomv“

OO“M 2 Share

Satisfaction guaranteed

VWi Fove Gone & kng way ) puttng the

@Uh

Facebook Conversion Campaign

Comprohenaive range

A1 Sortary s we Lncoritend your
s ond mckes Bur (hot wo stock ooy
P ety g pertormance, rolaio
Gotterma W ugedy 0 GO prohenive
ronge for rucka. cors motortakon. becrn
o uode

FAST FACTS

The AIDA model is used
to develop the campaign
looking four stages a

S consumer goes through before
-:}_T;ingf making a purchasing
e s decision. The stages
[ ———— are Attention, Interest,
| ——— Desire, and Action
A—— Battery Bo: oee st hm—h
lo
|M\ _— — Stuck and need a start, check or help choosing : Our eamy Bree sten srocens The AIDA model was used to
PORTANT T upaon  the correct battery for your vehicle? : w . .
CAR BATIERY s : : R , develop the campaign looking
3 Remermper M" oo H N M.
s et e s ; % o] ’ at four stages a consumer
We'll make sure that your battery is in proper ] goes th I’Ol.Jgh befpre mak”?g
working order or supply you with a new top . a purchasmg decision. Durlng
quality battery to ensure you are safe on . —
the road. : - these four stages, the content
Advice ond insights to help... : was developed that attracted
, : Sarntac ton g srtend p
wer et [ @ Prretty pickle? | s attention to the brand, generated
. S TR O e g, e T\ Pt 0T (atemar N . .
We are here to help... : BT i interest, stimulated a desire and
Free... e = spurred the targeted audience
I — 5 - into action.
o Battery fitting : et s
+/ Charge rate test . .
+ Battery service A campaign was put together and
g iErgaT s used a sales funnel that included
strategy, creative and copywriting.
ERYX(BOX 9 Pywriting
A SPARK ABQVE THE REST \ »
016 933 6846 P——] The audience was taken from
a Facebook Ads campaign

WWW.BATTERYBOX.CO.ZA

el o e R through to a landing page that

collected data and the campaign
included an email nurturing
campaign as well as a customer

Website/landing page

[b Like (D Comment £ Share

Stuck and need a start?
Stuck and need a start, check or help Facebook Conversion Campaign relahonshlp managemqnt system
choosing the correct battery for your vehicle? : that was vital in managing leads.
Battery Box understands its not fun, and developed in structuring messages and e ‘:‘:
they are here to help. They will make sure worked extremely well being market-centric : Ay fx i@‘
that your battery is in proper working order forcing one to think from the perspective of et s : et
or supply you with a new top quality battery ~ your audience. — -
to ensure you are safe on the road.
The audience was taken from a Facebook E
A campaign was put together that reached Ads campaign through to a landing page I A -~ N\ Mems
out and connected with this audience. The that collected data. The campaign included T T ==
campaign used a sales funnel and included an email automated campaign and leads '
strategy, creative and copywriting. A PAS were managed from a customer relationship @ | Website/landing page

[Problem-Agitate-Solution] framework was management system.
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