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Atmosphere is a 15-year-old mid-size communications
consultancy with 33 permanent staff and offices in
Cape Town and Johannesburg.
We believe there are nine good reasons for us to win PRISA’S
best Mid-Size Agency in 2016.

1. 2016 WAS AN EXCEPTIONAL YEAR
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We doubled our revenue in six years. During 2016 we signed new retainer
and project-base clients including Virgin, Unilever, Nestle, Takealot, Siemens,
Cisco and Mr D Foods among others.
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2. OUR RECIPE FOR SUCCESS IS STANDING THE TEST OF TIME

We strive to deliver results-driven innovative solutions. Every piece of work is an opportunity to do
something special, magical, ground-breaking – but we also link our magic to our deliverables-based
approach. Our work helps clients achieve their business goals.

3. OUR CLIENTS AND STAFF STAY WITH US FOR YEARS

This recipe for success helps us keep blue-chip clients – Sanlam has retained us for
10-years, MWEB, Windhoek Beer and Capitec Bank close to a decade.
We’ve kept the majority of our senior staff for over six years.

4. OUR BIGGEST ASSET IS OUR PEOPLE

We invest in our 33 Atmospherians through profit-share, incentive programmes, training,
conferences, creative indabas and fun dress-up parties. We operate in a flat, consensus-driven,
collaborative culture where we encourage our employees to be leaders, innovators and disruptors.
Ours is an industry moving at lightening pace so we call for people from every generation to make
a contribution in keeping us relevant and successful.

5. WE CARE DEEPLY ABOUT THE PR INDUSTRY

We were the first company in the PR industry to adopt an international client relationship measurement
tool, Radar, and we encouraged the rest of the industry to follow to develop a consistent measurement
benchmark for exceptional client service. We believe in creative, deliverables-based PR and we place
significance on the PRISM awards which rewards outcomes-based communications.
Our internship programme has been going for 14 of our 15 years and we remain deeply committed to
young talent. In addition, we were instrumental in working with our industry body, PRISA, to establish a
benchmark survey on salaries and benefits (to be released soon).

6. OUR BIGGEST REVENUE CLIENTS IN 2016 WERE BIG NAMES

(Private Wealth, Investments, Employee Benefits, Personal
Finance and Emerging Markets)

7. WE ARE STRONG ON BEE RATING

For the most part of 2016, our BEE status was 2.

8. INNOVATION IS IN OUR DNA

EXAMPLE 1: MEASURING CLIENT RELATIONSHIPS
In 2016, we scored a 7.6 out of 10 rating from our 30 clients on Radar, a relationship tool – considerably
higher than the ACA average of 7/10 - which rates over 100 advertising and marketing agencies
across South Africa.
Over half our clients (56%) would rate their inclination to recommend us as +8/10, and the most frequent
word to describe Atmosphere is ‘professional’ – all the other terms are positive.
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ATMOSPHERE OVERALL RADAR SCORES - 2016
People, resources and skills

8.8

Working relationship / chemistry

8.7

Client centric / commerciality

7.9

Responsive / exceed expectations

9.3

Quality of output

8.6

On time / on budget

6.2

Leveraging experience

7.9

Value for money

8.7

Recommendation

8.2

EXAMPLE 2: A NEW MEASUREMENT INDEX - SANTAM SEPTEMBER 2016
Tired of waiting for one best practice alternative to AVE, we developed the Atmosphere Media Index (AMI), which measures media coverage on a
broad spectrum of quantitative (media impressions, clippings and AVE) and qualitative (sentiment, key message penetration, top tier media and
spokesperson) indices. This gives us a 360-degree view of the results we’ve achieved and it is tailored to each client.
We worked with Santam to adapt the AMI specifically for their business, drawing a fuller link back to how our work impacts Santam
in the areas of lead conversion, brand affinity and engagement. Although early days, this new measurement tool (above) is
allowing us prove the impact we have on business leads.

9. OUR WORK WINS AWARDS

For us, industry recognition of our results-driven approach is confirmation of the calibre of work
we deliver for clients. In 2016, we secured 3 PRISMS (2 golds and a bronze), while our creative
approach – in association with our King James partners – was awarded a Loeries silver, bronze and
craft certificate at the advertising awards. We’re especially proud to have won the most gold awards
in the PRISM’s history to date. Full awards list below.

WE WON THE MOST
PRISM GOLDS
IN ITS 20 YEAR
HISTORY
2006
WIN A GOLD FOR MWEB
ENTERED PRISMS
FOR THE FIRST TIME

2007
AWARDS WON IN ALL
PRISM CATEGORIES
ENTERED

2008
3 GOLDS

2010
9 PRISMS
4 GOLD AND
5 SILVER AWARDS
FIRST PR AGENCY TO
WIN A LOERIE AWARD

2011
14 PRISMS

6 GOLD, 6 SILVER,
1 BRONZE AND COVETED
OVERALL GOLD
FINWEEK’S PR CONSULTANCY
OF THE YEAR

2012
5 PRISMS
2 GOLD, 2 SILVER, 1 BRONZE
2 IABC GOLD QUILL AWARDS

2014
5 PRISMS
CAMPAIGN OF THE YEAR
BEST MID-SIZED AGENCY OF THE YEAR
AD REVIEW PR CONSULTANCY
OF THE YEAR
GOLD ANNUAL COMMUNICATOR AWARD

2015
CAMPAIGN OF THE YEAR
4 GOLD, 2 SILVER
AND 1 BRONZE AT PRISMS
BEST MID SIZED PUBLIC
RELATIONS CONSULTANCY
SHORTLIST FOR PR CANNE
GOLD AT COMMUNICATOR
AWARD OF DISTINCTION
IPRA GRAND PRIX FOR EXCELLENCE
1 GOLD, 2 SILVER AT LOERIES

AMONG 5 PRISM AWARDS

2013
2009
9 AWARDS
MOST AWARDED AGENCY
AT THE PRISMS
AND THE OVERALL GOLD FOR SANLAM

6 PRISMS

2 GOLD, 3 SILVER
AND 1 BRONZE
SABRE INTERNATIONAL GOLD AWARD
GOLD ALLIANCE COMM PRIX

2016
3 PRISMS
2 GOLD, 1 BRONZE
1 SILVER, 1 BRONZE AND A
CRAFT CERTIFICATE AT LOERIES

CASE STUDY

THE PROBLEM
South Africans of all income levels are among the world’s worst savers. For the last two
years, Sanlam has used National Savings Month (July) to empower South Africans to save
by enabling them to gain a deeper understanding of their relationship with money. This
year we needed a different approach. South Africa’s emerging economy is in dire straits
making life hard for most people. How do you ask people to save when they can barely
afford to keep their heads above water? You don’t because you can’t. This year, Sanlam
wanted to help people spend less. Not save more.

THE OPPORTUNITY
Building on the success of previous campaigns, Atmosphere and The King James Group wanted to emphasise the psychology behind a
culture of spending that is driving the country into debt. For National Savings Month, we asked two renowned spenders in South Africa,
hip-hop superstar, Cassper Nvovest and celebrity star, Pearl Thusi, to do the exact opposite – to conspicuously save.
Celebrities utilised their social channels to have immediate access to millions of fans, all who aspire to live the lives they represent.
We tapped into these insights and channels.

THE SOLUTION
This is where the social experiment began. Instead of
posting their Rolex’s, champagne and Bentleys, we got
them to do the opposite and post orchestrated acts of
conspicuous saving – opting to mend their clothes, Airbnb
their house, get a roadside haircut, and use Uber instead
of expensive chauffeurs. Then we waited to see how South
Africans would react.
The reaction was immediate and impactful. Speculation
was rife. Were they not as wealthy as they seemed? Were
they broke? Media and bloggers were equally intrigued.
No one answered their questions. For three weeks we
let people ask and wonder. And then we revealed why,
through a series of targeted interventions: a commercially
released hip-hop track and an exclusive launch event,
a Cosmopolitan magazine cover, high reach media and
influencer relations and a documentary.

Casper and Pearl launched the idea of
conspicuous saving into the public consciousness
and gave it immediate social currency.
THE RESULTS
In four weeks, the avalanche of media exposure and online conversation
delivered over 82-million earned media impressions valued at R11.3-million
(AVE 1:1), with an overall sentiment that was 98% positive or neutral. 103
on-target media and influencers attended the launch event, 19 000 people
streamed the event on Facebook Live and the music video and documentary
achieved a further 1.2-million views in the days that followed.

Sanlam dominated the savings conversation during National Savings Month with a 54% share-of-voice across both traditional and
social media. This is outstanding considering that the second largest share-of-voice – Old Mutual – had only 17%. More importantly,
the staggering 1.2-million engagements highlighted how strongly the campaign resonated with South Africans.

The campaign got people to talk about their own spending behaviour and inspired them to make a change.
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