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OVERVIEW

Sanlam challenged us to conceptualise a National Savings Month campaign
to take on one of the biggest causes of debt and poor savings - conspicuous
spending, a phenomenon fuelled by ostentatious celebrities.

We persuaded actress Pearl Thusi and multi-platinum rapper Cassper
Nyovest — two celebrities known for energetic spending — to twist the lifestyles
portrayed on their social feeds from conspicuous spending to
#ConspicuousSaving. Their fans were shocked by, but approving of, their
frugal, penny-pinching behaviour.

Our approach led to measurable results, once again positioning Sanlam as
the leading voice on saving during National Savings Month.

“Another successful Savings Month! It encouraged South Africans to re-
examine their money behaviour, addressing the issue from a fresh
perspective. We were blown away by the response.” - Sonja Sanders, Head
of Marketing at Sanlam.
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q phindiswa_meka Dont u just love it when
KW celebs show us we dont have to live
expensive life save, save, save,

save, save save!

‘ kago_bm | suspect the money is
finishing s & &2 &2

.

m Rethabile Zigambo "You can't judge wealth by what you see on facebook”. |
S0 like that
Like - Reply - © 16 - July 2(

Nangamso Msele | love this! Just when many people thought Cassper was
broke, he reveals the real reason behind his saving!

Like - Reply - © 2 - July 20, 2016 at 12:40¢

E Sipho Ntobela Big up King Cass & Sanlam /. .#Mr_Madumane

L #The_Big_Spender We get the message fam.Keep slaying,Dope visuals | must
say.#FUOS #TeamNyovest the KING!
Like - Reply - © 18 2016 at 11:1

n - Edited

Khotso Selading Yo Cassper Nyovest & Pearl Thusi. .. Yall are doing great
things now. Teaching us that there's more to life than living it in a *flashy &
fancy" way that one cannot afford.. This is a major eye-opener.. Thank You!

Like - Reply

Don't
flash the

Time to save, say
Cassper and Pearl

N
o

CHALLENGES AND OPPORTUNITIES

?—"'1 7“5 . .

Why Cassper is keeping his coins: ‘A lot of young
talent go broke trying to act rich’

Hey Big Spendas, Cassper Nyovest’s latest release makes real cents

el the rest will follow™.  This attitude Is what inspired

e @casspernyovest with MrPrice and
iond street barbershop now @pearithusi and
second hand wow

* ndumiso_hustler First it was

“ Debby Mtd Great campaign'!!
. Like - Reply - July 27, 2016 at 7:33pm

mawadiboys A way to save teach the
nation

Rep

‘. Tebogo Raymond | love the song and the message behind it. “what you spend
< ¢ doesn't define you*true true true true that Mr Casper nicest.
Like - Reply - © 3 16 at 11:27am

“ c‘: Lill Teller The modern day youth is a handful//
BN Obsessed with looking rich more than being successful//
Heeei Africa 4, listen to Cassper for a minute through #MrMadumane.
...there's something that can change your life in that song!!!

Dube Kabo #HASHTAG Thank you for educating the youth dawg, it means a
lot.
Like - Reply - August 1

Daht Blacc Boy Jack Started saving no longer big spendah #halfDeprice
h always

Cassper disses
‘hashtag’
culture
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e SA financial services companies compete to stand out during National
Savings Month.

e Financial planning messages have lost impact — a novel approach
would allow Sanlam to generate real-impact nationwide interest.

e The environment was critical: 2016 was tough economically, making
life for South Africans hard. We couldn’t launch a campaign asking
people to save when they could barely keep financially afloat. Sanlam
flipped the conversation to encourage people to spend less. Not save
more.
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e We found the biggest opportunity lay in launching a conspicuous
saving counter-remedy to conspicuous spending.

RESEARCH

e Telephonic interview with Sarah Stanley Fallaw, US-based PH.D in
applied psychology, founder and president of DataPoints, to discuss her
white paper: Financial Behaviours and Wealth Potential. This revealed
building wealth is linked to ignoring others’ activity — difficult considering
social media’s omnipresence.

e Telephonic interview with Annamaria Lusardi, US-based founder,
academic director of the Global Financial Literacy Excellence Centre, chair
of OECD-International Network, on Financial Education’s research
committee, and NYT contributor. Her expertise in financial education
informed our strategy, showing shifting savings narratives change
behaviours. Lusardi came on-board as our third-party expert.

e Interviews with SA celebrities known for conspicuous spending: Bonang
Matheba, AKA, Cassper Nyovest and Pearl Thusi. These confirmed that
celebrities feel a responsibility to share the less glamorous side of their
lives, but aren’t sure how to do so. Nyovest and Thusi joined the
campaign. These sessions ensured absolute authenticity.

e Desktop research showed the media focus on celebrity lifestyles. This
informed media targets and online channel selection.

PLANNING OF STRATEGY

Communication Objectives:

e Create national awareness around conspicuous spending and launch
the counter-remedy of conspicuous savings.

e Provide relatable content to educate South Africans on the impact of
conspicuous spending, and drive engagement and participation.

e Generate public interest around the concept of conspicuous spending
(pre) and conspicuous saving (post) to drive high levels of engagement
and encourage participation across online campaign channels.

e Position Sanlam as the leading voice on saving during National
Savings Month — enhancing the brand’s credibility and commitment to
South Africans.

Key messages:
1. South Africans are high consumers — it's easier to incur debt than save.
2. We model the perceived lifestyles of those in our social feeds.
3. The confusing savings market means reduced awareness about saving
fostering economic development.
4. Sanlam aims to refocus attention onto the bragging rights of
#ConspicuousSaving.
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5. As Wealthsmiths™, Sanlam encourages South Africans to re-examine
our relationship with money so that spending today doesn’t impact our
ability to live well tomorrow.

6. Sanlam wishes to instill pride in managing wealth well — it's not how
much money you make but what you do with it.

Target audiences:

Primary: SA urban youth aged 18-35.

Secondary: Social, media-savvy South Africans.

Actions required: For audiences to change spending behaviour to live within
their means.

Media channels:

1. Earned: Editorial content pitched to consumer, celebrity, news,
lifestyle, trade, business, marketing and community media and their
online offerings; consumer and celebrity bloggers.

2. Paid: Native media partnerships with Cosmopolitan, GQ, Destiny
Connect, Destiny Man and Personal Finance.

3. Owned: Sanlam brand and campaign channels (website, YouTube,
Facebook, Twitter, Instagram).

4. Shared: Nyovest and Thusi’s Twitter and Facebook feeds.

Tools:
e Curated celebrity social feeds.
e Music video.
e Documentary.
e Live event.

EXECUTION OF THE STRATEGY

We needed to demonstrate how obsessive followership of celebrities’
lifestyles can impact behaviour — without saying it in so many words. Well, at
least not at first.

We followed a seed and reveal strategy where our celebrities did the seeding
and Sanlam followed to land the reveal mid-July.

Phase one: Seed (1 — 21 July 2016)

Suddenly frugal celebrity social feeds

From 1 July, Nyovest and Thusi’'s feeds switched from images of their usual
champagne and Bentleys, to the opposite. They posted orchestrated acts of
conspicuous saving. Buying at thrift stores, having street-side haircuts, DIY
manicures are examples.

The response was immediate as millions of followers speculated: Are they
broke? What'’s going on?
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16 763 likes

casspernyovest As good as it gets and half the price
#Dope #LocalStyle

vince_nana @casspernyovest and
@pearlthusi on saving mode #inpired

L1

Expensive gym membership for what? & & & | know it's great to workout
in a facility but just know you have options!

Gym home vibes working out for me this winter. My daughter joins me &
that's just everything
Saving on time & petrol #squatsandbicycles #Homeworkout

tlhomphodee Media will be reporting
like" cassper is broke he was even
spotted shopping at Mr price SA for

igeee

mr.kontrol_ At the side of the road you
have so much money and you worry
about such things wow

zeiemavuso U guys @pearlthusi n
@casspernyovest are on to
something...#savingmode u must be
working on something together

ﬁ Nils Langa wow pearl, saving and slayying
Like - Reply - July 15, 2016 at 11:53am

Ngoako Mannya Kinda interesting that you're doing this whole DIY thing.
Would have thought that you'd pay someone to do it for you. But it's really cool

to see you “laid back* and doing it yourself, cheaper this way also.
Like - Reply - July 15, 2016 at 12:06p Edited

e pleasure_07 Nigger is getting broke

e

kearabetswemokoene MrP yesterday,
street corner barber man today... You are

on a roll brogy

loadwickmayimele This man is doing
what | always wanted to see in all artists.
...shebeleza

b 2

lee_chana Mr Nyovest why are you
putting lowcost stunts? Why now?
@casspernyovest | hope you're giving us
a positive message

Speculation heightened by entertainment and news media

We hyped speculation by “leaking” images of Nyovest getting a street barber

haircut and Thusi thrift shopping.

It grabbed headlines instantly as journalists and bloggers joined the
conversation. What's up with Cassper Nyovest and Pearl Thusi's new
lifestyle? Frugal Cassper rents his house out online for R2K a night.

The earned exposure was contrasted with native articles placed across
Cosmo, GQ and Destiny’s online platforms, showcasing the hard work of the

‘real people’ behind the glamour.
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Cassper Shops At Mr Price Pearl Thusi shops at thrift store

TV porsonality and ip sync battie host Pear Thusi spotted shopping at a drt storo,

sems ditching designers for second hand out as the
1 in Joburg.

What is up WRTTEN BY
with Cassper (@) ze
Nyovest and

Pearl Thusi's

new lifestyle?

They're clearly not going broke but

Cassper and Pearl's new lifestyle is
raising a few eyebrows

Phase two: Reveal (22 — 31 July 2016)

Thusi appeared on the cover of Cosmo in a hessian sack

Showcasing the down-to-earth single-mother to debunk celebrity lifestyle
myths.

§
Pearl Thus| Cassper Nyovest with Louis George SA and 16 others.
Ry 19,2016 € N vy 20,2016 €

It's here ¢% # ¢4 I'm on the cover of Cosmo. Get a copy to find out the
unique story behind the dress on the cover and the reason my social media
posts look so different this month.

Pearl Thusi looking ¢ ¢ ¢ in a dress that cost less than R250 on the
cover of Cosmo.

NVEeens

‘ shawnee_reid | love this & .. To all - infin8tiyde Best cover and story we've
those killing their bank accounts for a read in a while. So inspiring!!! ©
good look or trend...Lovely to see your
humble streak ® 25w Reply
36 Reply
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Nyovest wrote a hit track about the pitfalls of living beyond your means

A “big-budget” music video was produced for “Mr Madumane (Big $pendah)”
but recycled materials replaced the usual bling.

! Cassper Nyovest u Cassper Nyovest
¢ . ¢

If you missed my live stream from my event with Sanlam last night. Check

A message for Mr Madumane. My new track and video!!!
out my new track and video here. www.conspicuoussaving.co.za

From my project with Sanlam #ConspicuousSpending

Get amongst it #TeamNyovest

LN

©O7% Jenn Kingwill and 3.7K others Top Comments ™

Sanlam hosted a reveal event — disguised as Nyovest’s music video
launch party

The launch had over 100 media, social influencers and super-fans.
Thousands more joined through Facebook Live and the positive reactions and
comments streamed in.
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We made a documentary chronicling the celebrities’ Sanlam journey

It was screened at the event and released on the campaign page for the rest
of South Africa to join the conversation.

€ sanlam

.

TWO EST
CAN TWO s GG
CELEBS SAVE AS VAGANTLY

As 7HEY SPEND?

sConspicuousSaving

Earned and paid media interviews and features

Media interviews with Sanlam, third-party experts, and celebrity partners
drove home the saving message.

This was amplified through native content across Personal Finance, Cosmo,
GQ and Destiny.

Cassper Nyovest releases ‘Big spendah’ video

Fresmm—-"

Cassper aims to save

big bucks

Famboyant
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Cassper Nyovest and Pearl Thusi Reveal All!

QOO0 # 1w rem

Cassper does #ConspicuousSaving for campaign

POPULAR STORIES.
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" 471; VED
AVA LY
AS ; ’(TR/ CRENT?

,wmu.—w

@CassperNovest & @PeariThusi Join Forces with
@Sanlam to Encourage South Africans To Save
Money

Managing your money responsibly ‘should have its own bragging rights’

ANGELIQUE ARDE our propensityto ﬁ somechengetosave, andwoudeagery  Lusassays. “srealyimporantopresen  yourchoios o consueless today canbea
= ipat bal ivation.

“Compounding o i, the savings market . to counterthe atitude  powerful m

Let'sfaceit:ts; . C . that
to save, which is why everyone and their \Who wark 10 saver Cora Ferancez he ciel — < option. | more, fl
Institutional N\ didn't even know what | was savingfor,but  fashions, xoasovgaages We learn from consumpton odey W\Haﬂawywloream
ofthemselves and their aspirational festyles  Business, says. likedthe idea of the money growing. The  othersaaround us,” shessays. your dreams,” she
. ' than having
my money, inthe form of interest, wasa highiight awishy g , focus your
investing, fascinating concept at a young age.” - . for example, ¥
aiof your friends an product investis not that 't save, this  acquire~in other words, your reason for
don'tevenesd o have the money. g jost fockatecknon Famandiz smye i g0 saving. Most people have aspirations to buy
need credit Your most i mpmmnmm are: “of y ide  ahome, oracar, or totake aholiday, but
your goal;the time course.ve ahuve o pay i butwensed  shoving tratheyouh e smviogmarmor - theycorthaea oadhvae” o gt e,
spendingis whent's done on tick. Youhave t save (your ~imehosson) and {ogetour spending prioesrigh, 5ot we behavi ‘It about planning,
access to credit and adecine n savings. Finaly, understand the product that you ol wedm!rmllyneed aisonot spendinga ot that they re using Consumers also aon\alwzysumsm
namaria Lusard, the founder and decide on and what you're being charged. It you
‘academic director of the Global Financial doesn'tneed to be more compiicated than SPEND ON INVESTING every day, but ratherding the opposite. This “I'snot about howmuch moneyyoumake
Literacy Excellence Centre and an adviser that, she says. y
tothe US Treasury, says Failing tisk than using ~nomatter how smal the amount. What's by others. Lusardi says financial meracy andnancial
J: nd veh»c&e‘smsa'ys. Thisis important is that we do it. The earlier we start % It doesn’
investing, the longer andsoif that can
lhshghes( rateofsaving Infact e worid cmsmersalsouomamaaxe the pol The other big A f peopl “
Lusardi says omoting i appealing. We need to empower
Lha\vmlg(hs is hard to explain, aa:&ss to economcguw\har\dﬂeve\epmer\( tumn their to money, volatility. i fulfiling life: one that
tsal issetatavery . Its very hard to L today”
come dc- about, Fernandez says. y that they
Greater access to credit, especially y y g of self-denial. But spotii
bl She , P ko
system that allows for ease of payment invest their money wisel, notn some ‘Get- g below your e Lusardi suggests. For example, imagining  hard and practising conspicuous saving,
- wihetherit's at the swipe of a card or an fich-quick’ opportunity,” she says. “Formost  means. In primary school, | hada Post Office. ~ products; ' foster  financially of
y flect peopk .andin bankbook secure or aresultof

Communication objectives Key results

Launch Sanlam’s conspicuous- e 82m  earned-impressions  across

saving remedy through on-target traditional and social media (73%

content and media channels. over-target) in four-weeks, valued at
R11.3m AVE.

e 625k music video views (25% over-
target).

e 92% of earned (traditional) media
exposure in top-tier-channels (15%
over-target).

Educate South Africans through | e 82% of earned (traditional) media

relatable insights. exposure included campaign key
messages (9% over target).

e 641k documentary views (28% over
target).

e 103 top-tier traditional media, social
media influencers and super-fans
attended the reveal event, and 19k

Page 9 of 11 PRISM, Sanlam #conspicuoussaving Entry/ Atmosphere



joined via Facebook Live.

Generate public interest to drive | ¢ 176k click-throughs to the campaign

high levels of engagement. page (181% over target), with visitors
spending 6-minute (average) on-site
sessions.

e 1.2m social media engagements with
online campaign content.

Position Sanlam as the leading | ¢ 93% of earned (traditional) media

voice on the topic of saving. exposure referenced Sanlam.

e 40% of earned (traditional) media
exposure quoted Sanlam experts.

e 93% of the earned exposure and
conversation across traditional and
social media was positive or neutral.

e Sanlam owned the majority share-of-
voice across news and social media,
driving 3x more conversation than the
nearest competitor .

CONCLUSION

The approach ignited a national conversation around living within your means.
The response was immediate and the Sanlam conspicuous saving message
got people reflecting on and changing their spending behaviour.

Dy example. The youth are Dig SPENCers and we are Quics

because of the poor financial decision we make whie starting out at e ths n

turm Imprisons us In bS where we are NOt happy just because we QOt 10 pay

he Dills thus kiling true potential within that is meant 10 propel Us 10 greatness.
Regly ©

. .
Living the message of Vv s stk b S s P G
YOU've Shown us something that pubiic figures rarely show and that s leadng

Thatoinnocentmotolo Mofolo Mofoio amen 10 Nyovestiwe ke spendng on
things that won't benefit us at the end of the day and trying o please
otherslimagine working for 29 or 30 days then in 1 or 2 days you broke
againiet s 3ave people

Reply - ©

Thatio Modise | remember this other day teling my sis that you up to
something. those pics talking about saving and etc | knew t from the start that
YU Up 10 Something big, something business wise Mr Ceo. Big Lps bro, we'l
be wating &3

ke Reply - ©

' Kabo Phillip Good message! | can relate 10 the song! 's more ike a wake LD
& cat

Reply ©

& Wandile Vena deep fam... thanks for the wake up call
ke - Reply ©

Bongakonke Mzimela
n thank you saniam. best video on youtube for me today.

w»”
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