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E L E V A T O R  P I T C H  

Retroviral has made more brands go viral – globally - than any other agency in South Africa 
and possibly even Africa. From Nando’s, to Douwe Egberts, and most recently - RocoMamas 

#ElectionBurger – these are examples of our unique breed of creative thinking and execution 
that encourages people to talk about, share, and ultimately buy the brands we represent. 

Retroviral is built on the four key pillars of strategy, content creation, content dissemination 
(paid, earned, shared, owned media) and reporting / analytical insight (distilling big data) 

 



V I S I O N  
2017-2020

To be the best digital storyselling (branded storytelling that converts to sales) 

agency in Africa. 

11 months ago, we set our intention for our clients to join us on this journey 
when we released our Manifesto – as individual Instagram videos, and published 

on our Facebook page. Watch here: 

https://www.youtube.com/watch?v=fbBOdyrgxKs  



M I S S I O N  –  3 C S  

•  Always produce remarkable CONTENT (social, video, gifs, cinemegraphs, 
snaps) 

•  Emotionally connect with an existing or target COMMUNITY 

•  When content connects with a community at an emotional and then rational 
level, we make an impact for the brand at COMMERCIAL level (sales, 
downloads) 



M O D E L  E V O L U T I O N  

1.  Retroviral had been structured - since inception – 
as a disruptor, albeit with a volatile business 
model, comprising months of super profits and 
super losses during a 12 month cycle 

2.  To prevent this volatility, we spent 18 months 
between 2016-2017 converting a traditionally, 
project-heavy agency to one that services brands 
with a retainer offering 

3.  This change had an impact on the business 
results for the short term, but it will reap greater 
benefits for the agency and shareholders alike, 
going forward. The pipeline for FY 2017, which 
concludes 30 June 2017, already points to 
success with our interim results suggesting we 
will end the FY with our best revenue and profit 
figures, ever, circa R14m revenue (40% increase 
YOY) and R2,8m PBT (22% increase from our 
previous best year, FY15) 

4.  As a nimble agency, focused on quality, we are 
trend forecasters and adapt according to market 
conditions. We have grown our monthly retainers 
from R190K, 14 months ago to R550K+. We 
have increased our margins, reduced COS, and 
built greater internal competencies to reduce the 
reliance on outsourced services 

5.  Staff turnover in the past 12 months has been two 
people, one of whom emigrated 



C A S E  S T U D I E S  

•  The Art of Savings – brought to life for pan European savings brand Raisin.com – and executed at London’s Southbank with 
one of the world’s most famous Instagram, origami artists who converted people’s savings dreams into realities with 
folded Euro notes. Pan European coverage secured (20 pieces), an increase from 40,000 – 60,000 customers over the past 
12 months, and 2B Euro invested via the fintech platform 

•  Championing South Africa’s most underrated citizens – cleaners – for Bidvest Prestige. By showcasing the human 
element of the brand, we have grown the Facebook community from 400 in July 2016 to 4,300 in March 2017 

•  Aiding young South Africans to create better CVs to get their foot in the door for potential employment opportunities for 
Clere for Men. We built a digital, CV-making template, with best practice suggestions and encouraged 250+ people to 
create better CVs over a six week period  

•  Personifying the ridiculousness of the U.S. Election for RocoMamas in the #ElectionBurger campaign with offerings such 
as The Donald, The HillBill, and The Joker. Tens of thousands of burgers sold. Global TV (BBC World) and online coverage 
(made it onto the front page of Reddit  - 200m monthly readers) 

www.marklives.com/
2016/08/ad-‐of-‐the-‐week-‐
raisin-‐dot-‐com-‐origami-‐
art-‐of-‐savings-‐retroviral/	  	  

www.goodthingsguy.com/people/
pres?ge-‐extraordinary-‐south-‐
africans/	  	  

www.bizcommunity.com/
Ar?cle/196/12/143279.html	  	  

hHps://www.youtube.com/watch?
v=ybABiYpR0eU&feature=youtu.be	  	  

Here’s	  our	  latest	  work	  that	  people	  are	  raving	  about,	  locally	  and	  interna?onally	  



C L I E N T S  



R E T A I N E R  C L I E N T S  ( D U R A T I O N )  

CECIL NURSE (12 months) 

BEENO (18 months) BIDVEST PREMIER LOUNGE 
(12 months)   

ROCOMAMAS (8 months) 

BIDVEST PRESTIGE (10 months) 

M-NET MOVIES (14 months) 

RUSSELL HOBBS (10 months) 

BRIGHTROCK  
(12 months) 

HUSKY (3 months) 



R E T A I N E R  C L I E N T S  

THE DAN NICHOLL SHOW  
(12 months) 

IFA (12 months) SPARK SCHOOLS (5 months) 



P R O J E C T  C L I E N T S  

FORD (24 months) 

SHOWMAX (12 months) BEVERAGE ASSOCIATION OF SA  
(8 months)   

CARTOON NETWORK (12 months) 

MICROSOFT (24 months) 

FNB (24 months) 



T E A M -  L E V E L  4  B B B E E  C O N T R I B U T O R  





W H Y  U S ?  



S M A L L  A G E N C Y  O F  T H E  Y E A R  

•  Retroviral is a proven hybrid-agency model that 
adopts a four-pillar approach to maximizing word 

of mouth spread for brands, which ultimately 
support business objectives. 

•  Strategy, content creation, content dissemination, 
and reporting are the four building blocks for any 

campaign, regardless of brand or industry, which 

we are commissioned to problem-solve. 

•  Strategy enables us to delve into the business 

case, research the target market and its 
psychographics – something we value far greater 

than traditional demographics or LSM thinking. 



•   Content creation is the result of truly knowing the 
customer we intend on engaging, from the brand 

perspective and what emotional, storytelling levers 
are required, in order to connect with that potential 

purchaser. What social networks do we leverage to 
make the greatest impact? Do we communicate 

with text (blogs / editorial), images (Instagram), gifs 

(Facebook / Twitter), or video (FB, YouTube, 
Snapchat) 

•  It’s not good enough to come up with ideas in this 
cluttered, noisy, digital environment in which we 

operate; we need to understand the ecosystem for 

content dissemination. As journalists and media 
were once the primary mouthpiece to 

communicate from one to many, we now have an 
abundance of channels through which to 

communicate. We utilise PESO (paid, earned, 

shared, and owned) channels to distribute our 
message and to make our campaigns go viral. 



•   Reporting is the most under utilised aspect of PR 
because there is so much insight, packaged in the 

data that is flowing through our clients’ social 
media channels, from the articles competitors 

publish, or via the contact forms on our brands’ 
websites, for example. We condense all of our 

monthly reporting into a mix of recommendations 

and strategic considerations and overlay the results 
with what we set out to achieve at the strategy 

stage.  

•  In this fast-paced society that now consumes our 
daily lives, it’s pivot or die as even established 

brands are no longer immune from death as a 
result of disruption. 

•  Retroviral has been operating for seven years (1 
June 2017). We have never wanted to be the 

biggest but we always want to be the best. Our 
approach to 2016-2017 has proven that you can be 

a lean agency, creative, and have an impact on your 

clients’ businesses, with industry-leading work that 
continues to pioneer a range of firsts: 



Brand highlights 

•  For Raisin.com we were briefed to pitch a guerilla 

style activation that would create word of mouth 
spread and increase brand awareness for a niche, 

pan European saving’s fintech platform. We 
successfully pitched against two other, European 

competitors, by offering the insight that we 

experience joy when we find a crumpled bank note 
in our pockets. The emotion is more than that piece 

of paper; it’s what can be achieved with the 
accumulation of multiple notes. Saving is an art, 

and by asking passersby what they were saving for, 

we converted their dreams from a single note into 
an origami artwork. 

•  https://www.youtube.com/watch?v=AVADxesiBsM 

•  130,000 views 

•  20 pieces of Tier One coverage across Europe 
(including a top six on Best Ads on TV, and an Ad of 

the Week on SA’s Marklives.com 

•  5,000+ leads for new clients 



•  The Russell Hobbs Rush – a 30 seconds trolley 
dash - was an in-store campaign, supported by 

promoters, as well as digital and social media. To 
enter, shoppers needed to purchase any Russell 

Hobbs appliance during the competition period 
and submit their details via SMS or online. 

•  The campaign cut through the Festive Season 

clutter, we received almost 8 000 entries between 
the end of November and mid-January, driving 

sales and culminating in this emotional branded 
content piece -

https://www.facebook.com/RussellHobbsSA/

videos/1203864223063845/  

•  Finally, for RocoMamas – as per our entries in other 

categories this year, by leveraging the US election 
for #ElectionBurger campaign, our client received 

global TV and online coverage, experienced a 20% 
increase in sales YOY, and the potential to be seen 

by more than 14m people, online alone. 



•  The feather in the cap of the RocoMamas 
campaign, however was a front page piece of 

coverage on Reddit.com – one of the web’s most 
popular news aggregators – a site that attracts 

200m monthly readers.
https://www.youtube.com/watch?

v=ybABiYpR0eU&feature=youtu.be  

•  The variety of our work, our consistently high 
standards and our ability to punch toe to toe with 

international agencies because we scientifically and 
creatively engineer global word of mouth spread 

with our holy trinity of marketing approach (digital 

plus activation plus PR) is the reason we truly 
believe we are worthy of the Small Agency of the 

Year accolade. 



T H A N K  Y O U  

mike sharman: +27 82 648 6249
mike@retroviral.co.za
www.retroviral.co.za


