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E XC LU S I V E 

Trend Report
Brand Trends
2018

Pure is an experienced branding and creative agency based in 
Cape Town but working globally. We take design beyond the 
computer screen, applying our work to diverse areas such as logo 
identity and branding, design and packaging, websites and digital, 
magazines and books, content marketing and advertising.
www.purecreative.co.za
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Introduction

Welcome to Pure Creative Agency’s 2018 Trend Report on branding. 

Keeping ahead of the curve when it comes to brand and marketing trends is 
key to any business’s success – having insight into the future can make or break 
a company. Below, we cover a few of the trends we think will be shaping the 
marketing landscape in the coming year. 

Contents
• Multi-channel Brand Marketing
• Brand Personality and Appearance
• Brand Infographics and UI design
• Interactive Branded Infographics
• Branded Content Marketing
• Branding in a VR and AI world
• Branding Tips
• Case Studies
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Multi-Channel Brand Marketing

Branding in the near future will 
embrace a multitude of mediums 
and new content approaches. 
Savvy agencies will need to 
master this to stay relevant.

The world of branding is fast-
paced and ever-changing. 

In the past, marketing, advertising 
and publishing operated in 
connected, but distinct, silos. 
Today, advertising agencies are 
offering digital services, digital 
agencies are offering branding and 
advertising and design agencies 
are producing publications. 

The categories are blurring together 
so much so that they have almost 

TRADITIONAL  
AGENCIES

MODERN 
AGENCIES

 PR

Advertising
BTL + ATL

Marketing Design

Media
TV + Radio + Print

Brand Identity 
+ Design 

Virtual Reality 
+ AI

Social Media 
+ PR

Content 
Marketing 

(Print + Digital)

Infographics 
+ Motion Graphics

Video + 
Story Telling

(Short + Long Form)

Customer 
Journey + CRM

Paid + Organic
+ SEO Advertising

become one, so agencies will 
need to deliver a lot more 
services across a wider variety  
of disciplines. 

In 2018, it’s less about 
reinventing the wheel and 
more about expanding where 
possible. We will see new 
agency models emerge that 
adapt to each client’s needs, 
and focuses on delivering core 
strengths to build a brand. 

A combination of brand  
strategy, brand personality,  
branded content marketing,  
and digitisation will form the 
basis for effective branding 
in the near future.

Websites +
Digital Content
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With all the diverse mediums in the 
modern marketing world, having a 
defined brand personality is all the 
more crucial.

Successful brands like Apple, Nike 
and Jeep have one thing in common 
– brand personality in droves. The 
personality of a brand can often be 
compared to the personality of an 
actual person. 

Take for example the characteristics 
of some of today’s leading 
international and local brands:

Jeep: individualist, adventurous, and 
living life to the fullest.
Nike: noble, steadfast and able to 
overcome adversity.
Rolex: The boss, powerful and 
expecting the highest quality.
Gucci: Edgy and confident.

The look and feel of your brand will 
help convey this personality. The 
way that your company or brand 
looks in 2018 will be even more 
important than ever, and could give 
you the edge over your competitors. 

Customers today are savvier than 
ever, thanks to the growth in 
design awareness originating from 
the internet. It has been proven 
that if given a choice between 
a professionally designed brand 
identity or a poorly designed 
‘homemade’ identity, customers  
will immediately choose the 
professional option. 

Reputation and old-school word 
of mouth are much less important 
than they used to be – looks are 
everything when it comes to how  
a consumer chooses a brand. 

Brand Personality
- what do you look like as a brand?



5

Infographics are here to stay as an 
engaging way to simplify information 
and draw consumers in.

One of the most distinctive trends 
in the design world in the past few 
years has been the flourishing world 
of infographics. Infographics are by no 
means dead, and will continue to play  
a major role in 2018. 

Perfectly primed for a low-on-time, 
information-drenched age, infographics 
incorporate complex information into a 
visual image. Instead of having regular 
text structured paragraph by paragraph, 
infographics adapt text into a visual 
style, using images and graphics.

Brands are taking their infographics so 
seriously that brand agencies like Pure 
Creative are being commissioned to 
develop complex infographic designs 

and content systems that match 
the brand’s identity. These systems 
are designed in such a distinctive 
way that they connotate the brand 
through visual language, making it 
not even necessary to show the logo. 
The brand’s look and feel basically 
speaks for itself.

Brand Infographics 
and UI design
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Interactive Brand Infographics 

As technology marches ahead, 
infographics are also advancing, 
making interactive infographics 
a popular option for showcasing 
branded content. Designers and 
developers can help companies 
visualise complex data into a 
single motion graphic, providing 
a dynamic user experience for  
the viewer. 

The current drawback with this 
approach is loading speeds, plus 
the is the lack of support on the 
iPhone and iPad. Whilst a limitation, 
the engagement rate (up to 80% 
more) can often outweigh this 
consideration and still create a  
very positive net effect.

actualising change

consulting

SERVICE LINE FACTSHEET
CYBERSECURITY

STEP ONE 
UNDERSTAND THREATS  
AND CRITICAL ASSETS

a.  Identify critical data and system assets
b.  Identify potential cyber-related threats
c. Develop a threat profile 

STEP TWO 
ASSESSMENT OF CURRENT 
AND FUTURE STATES

a.  Assess how prepared the organisation 
is to deal with a cyber-attack  

b.  Decide on a desired states of 
cybersecurity capabilities

c.  Determine remediation across  
people, process and technologies

STEP THREE 
ROADMAP AND  
PRIORITISED PLANS

a.   Prioritise remediation projects
b.  Develop project plans and  

overall roadmap

STEP FOUR 
INCIDENT RESPONSE

a.    Develop incident response process
b.    Consider integration of the process 

across organisational functions  
STEP FIVE 
IMPLEMENT  
IMPROVEMENTS

a.  Implement and embed the 
incident response process

b.  Implement projects according  
to defined roadmap

c.  Improve organisational and 
security capabilities required

DETECT 
RESPOND 
RECOVER
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Branded Content 
Marketing

As advertising and marketing 
continue to evolve, brands need to 
focus on producing content that is 
meaningful to consumers. 

Content marketing is the process of 
creating and distributing high-quality 
information in a multitude of formats. 
This could encapsulate copy, imagery 
or video, presented either as print or 
digital, with the objective of attracting 
and engaging a clearly defined 
audience to spur on profit.

The distinction between content 
marketing and traditional advertising 
lies in how consumers are 
approached. It utilises an editorial 
approach in order to bring its 
consumers genuinely useful and 
entertaining information, giving the 
brand influence through association. 

Content marketing is part of the 
world of ‘pull’ marketing, seeking to 
draw the consumer in, rather than 
‘pushing’ product upon them. In push 
marketing, the idea is to promote 
products. In pull marketing, a brand 
tries to establish a loyal following and 
draw consumers in through value-
added content.

Where content marketing has been a 
buzzword for a while, it has continued 
to evolve into something called 
branded content marketing. This 
approach, like content marketing, 
associates a brand with informative 
content that might not directly relate 
to the brand itself. But whereas 
content marketing is focused on 
being useful to a consumer that 
uses their product, branded content 
marketing tells an emotive story,  

OWNED MEDIA: 
PUBLICATIONS  

& MOBILE  
MAGAZINES

(ONLINE)

PAID MEDIA:
ADVERTISING:  

BANNERS,  
DISPLAY & 
ENDORSED

TYPES OF 
CONTENT

EARNED MEDIA: 
BRAND  

AMBASSADORS, 
AFFILIATES

OWNED MEDIA: 
BRAND MAGAZINES 

& PUBLICATIONS
(PRINT)

OWNED MEDIA: 
VIDEO & MOTION  

GRAPHICS

EARNED MEDIA: 
SOCIAL MEDIA

PLATFORMS
(ALL)

EARNED MEDIA: 
INFLUENCER  

ENGAGEMENT & 
BLOGGERS

COPY + IMAGES + VIDEO + 
INFOGRAPHICS + OTHER
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Branded Content  
Marketing

and associates it with a brand.  
When executed correctly, it can be  
a powerful marketing tool.

Content has the power to facilitate trust 
between businesses and customers, 
creating stronger connections. Brands 
therefore have to tailor their messages 
to a bespoke audience for the best 
engagement. Customers will choose to 
engage with a brand if they feel it brings 
them value, which will encourage brand 
loyalty and sales.

A last consideration is the importance 
of strategy. Through careful planning, 
content strategists can decipher the 
best type of content for your audience, 
the message you want to convey, and 
the ideal time and place to reach them. 
Content adapted to your target markets 
needs will deliver strong sales results.

Continued: 
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Branding in a VR  
and AI world

Technological innovations that  
will have us rethinking marketing 
in the near future, both virtual 
reality (VR) and artificial 
intelligence (AI) are opening up 
new possibilities for engagement.

Virtual reality is still in the early 
stages of development, but in 2018, 
brands will already be starting to 
embrace it as a key marketing tool. 

As VR technology advances, it won’t 
be long before it becomes easily 
affordable to the general consumer. 
From hosting global gaming events 
to business meetings, to customers 
sampling products in a virtual world, 
virtual reality will gain ground.

Artificial intelligence is still relatively 
new, but offers the opportunity to 
direct consumers to specific brands 
and marketing opportunities. For 
example, consumers who ask:  
“Hey Siri, where can we eat tonight 
in Cape Town,” will be pushed to the 
latest foodie websites and blogs, 
therefore encouraging traffic to 
their sites and sales. 

This type of marketing is called 
Artificial intelligence marketing, or 
AIM. It is a form of direct marketing 
leveraging database marketing 
techniques as well as AI. 
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We take a progressive approach 
to branding and marketing, 
incorporating a wide range of 
disciplines to create work that 
ensures results.

At Pure Creative, we see the 
importance of good branding. 
We’ll help you instil in your brand 
a clear and distinct personality 
that will resonate with your target 
audience, differentiate your 
business and act as a blueprint 
for further marketing executions 
down the road. 

As a modern agency, Pure 
Creative is a combination of 
content marketing company and 
creative branding agency, utilising 
a strategy that emphasises 
native and branded content. 
Pure doesn’t aspire to displace 
traditional agencies. 

Instead, we form part of a new 
category of marketing houses 
that address the needs of 
businesses struggling to handle 
content production needs.  

“We do what a lot of agencies 
do, and we do a lot they 
can’t do,” said Andrew Burke, 
Managing Creative Director. “But 
we play well together. We don’t 
consider ourselves a ‘one stop 
shop’ which would commoditize 
services. We keep it simple. We 
collaborate. We just want to do 
great work for our clients.” •  Commission a brand strategy with 

a professional brand strategist or 
brand agency

•  Develop brand guidelines, to 
ensure consistency for any future 
application of the logo and 
associated colour palette.

•  Find your voice, which is 
dependent on your company 
mission, audience, and industry.

•  Be consistent with this brand 
personality across all points  
of contact.

•  Be visible and reflected in 
everything that your customer sees 
(and doesn’t see).

•  Keep your brand consistent so as 
not to confuse your customers, and 
make long-term brand building 
more difficult.

Pure 
branding

Pure’s tips for good branding:
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Case studies
We have worked with many global  
luxury brands at Pure Creative,  
helping them to integrate the  
complex worlds of branding to  
optimise their effectivenessand  
marketing to best suit their needs. 

For more case studies visit:

https://purecreative.co.za/projects/

Vital Health

“We tasked Pure with the enormous 
challenge of transforming a print 
publication belonging to a brand over  
70 years old, into something that was 
fresh and resonated in the digital space.  
It was no easy task, but the end result was 
beautiful design that carried the brand 
message in a digital format that was easy 
to use and appealed to all users.”  
– Alison Ritchie, Digital Content Manager, 

Vital Health Foods

Shimansky

At Pure Creative, we love creating 
custom magazines. We adore the 
process: brainstorming, writing, editing 
and designing a publication that is  
simply unforgettable. 

Pure Creative was commissioned to 
create a branded magazine for South 
African diamond and jewellery  
pioneer Shimansky. 

The magazine offers a moment to 
reflect on life’s beautiful objects and 
the people we share those moments 
with. Through crafted copy and elegant 
design, Captivated speaks to the heart 
of what Shimansky is all about. 

The first issue of Captivated is  
available from Shimansky’s  
V&A Waterfront showroom in  
the Clock Tower precinct or  
online in digital form.



12

Pure Creative Agency
www.purecreative.co.za

-
Office Hours

8:30am to 5:30pm  
Monday to Friday

-
Email

accounts@purecreative.co.za
-

Telephone
+27 (0)21 424 6918

Let Pure Creative assist you with your 
brand strategy and identity


