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If 2020 has taught me one thing, 
it’s that life as we know it can change 
in an instant. This means not only  
appreciating what we have, but 
taking the time to notice the world 
around us and how it’s evolving. This 
is how we prevent ourselves from 
being caught off guard, and hopefully 
put ourselves in a position to take 
advantage of new situations as they 
present themselves.

Dr Spencer Johnson, author of Who 
Moved My Cheese?, said: “Life moves 
on and so should we”. In keeping 
with this ethos, our November issue 
of Glacier Globe is all about leaving 
2020 behind, looking forward and 
anticipating where the opportunities 
lie.

IN THIS ISSUE…

Entrepreneur and former CEO of 
BMW UK Kevin Gaskell shows how  
to be a leader who inspires long-
term success and how his team 
turned Porsche into a number-one 
brand. Francois Muscat, an internet 
consultant, says that much of the 
information investors need to make 
decisions is available online, high-
lighting the need for financial advisers 
to take the lead when it comes 
to their digital presence. Theesan 
Moodley, General Manager of  

SanlamConnect, states that the new 
landscape – how people are living 
and how long they’re living – needs 
to shape how we think about advice.  
Closely aligned to this, IntegraFin  
Director Ian Taylor outlines how the 
advent of investment platforms in 
the UK around 20 years ago changed 
the financial services industry – and 
how critical they’ll be in the future.

Peter Bruce, former Editor-at-Large 
at Tiso Blackstar, believes that 
President Ramaphosa is in a stronger 
position now than ever before, but 
that everyone has a role to play to 
help fix the economy.  And last but 
not least, futurist Jonathan Cherry 
points out how a global pandemic 
can be a catalyst to bring about  
positive change.

LOOKING AHEAD

We do hope this proves to be true 
and that the new year brings a turn 
for the better, for all. Thank you for 
all the advice and guidance you’ve 
provided to your clients throughout 
this challenging time, and for your 
continued support. We look forward 
to engaging with you in the new 
year.

Enjoy the read.
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AND PRACTICAL
way forward for SA

A POSITIVE
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By mid-October 2020, the effects 
of the COVID-19 pandemic in South 
Africa were beginning to dissipate. 
True, still more than a thousand cases 
a day were being reported, but 
deaths were relatively low. On some 
days fewer than 30 deaths were  
reported. And, to everyone’s surprise, 
the health system, fragile as it was, 
was able to cope with the pandemic 
at its height.

But at the same time the virus was 
still, somehow, in charge of much of 
the global economy. It had not been 
defeated, and many of its secrets 
simply remain unknown. South Africans 
wonder what a second wave might 
look like, and how the government 

may respond. In the UK, the govern-
ment was scrambling to contain its 
second wave as winter approached. 
It threatened to divide the country 
and, indeed, the union itself.

UNCERTAINTY REMAINS THE 
OVERARCHING SENTIMENT

The overarching sentiment in South 
Africa and abroad was uncertainty. 
When would a vaccine be produced? 
Would Donald Trump win a second 
term as US president?

The South African government has 
announced an ambitious economic 
recovery programme while at the 
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same time acknowledging that it is 
fiscally constrained like never before. 
Arguments raged about whether  
Finance Minister Tito Mboweni should 
target a medium-term debt-to-GDP 
ratio of 87% or 100%. The argument 
seems almost academic. In 2009, 
when Jacob Zuma became President, 
South Africa’s debt-to-GDP ratio was 
below 30%.

The fact is that our country is in an 
economic crisis, which the corona-
virus merely sharpened and made 
more difficult. Mboweni, preparing 
for his Medium Term Budget Policy 
Statement at the end of October was 
faced with two cold and undisguisable 
facts – he needed to cut spending 

(not debt or wages, but actual gov-
ernment programmes) by R230 billion 
over two years, and to pare the public
sector wage bill by R160 billion over 
three years.

The presidential economic advisory
council took issue weeks before 
Mboweni was due to speak, forcing 
him to delay a week. ‘Don’t cut  
government programmes,’ it said, 
‘but do cut the wage bill.’ And on  
the other side he had still to find 
R10.5 billion to get a now-defunct 
SAA back into shape so that it could  
attract a new equity partner and  
begin to fly again.

Then, just days after the council 
had spoken, President Cyril Rama-
phosa added another R6.5 billion to 
Mboweni’s cash scramble when he 
extended the basic R350 COVID-19 
monthly payment to the indigent for 
another three months, to the end of 
December.

THERE IS A PLAN

The government’s problem is that 
it just cannot stop spending. By 
some estimates we pay R2 billion a 
day now to pay just the ‘interest’ on 
the sovereign bonds we sell to raise 
money. Civil service salaries take up 
more than half of every rand the gov-
ernment (at all levels) spends. The 
president has promised to urgently 
assemble make-work programmes to 
keep people busy, and that will cost 
more money. Every time political 
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pressure is applied to the state, it  
appears to buckle.

On the plus side, Ramaphosa does 
have a plan. It was astonishing how 
quiet public opinion was when the 
government published its most  
recent Expropriation Bill early in 
October. The proposed legislation 
makes it quite clear what and when 
land can be expropriated without 
compensation and, in the process,  
almost completely defangs the original 
heated debate over expropriation. 
There is still a constitutional change 
to come, but it is hard to see it veering 
any distance away from the new Bill.

BRINGING OUR NEW  
RECOVERY PROGRAMME  
TO LIFE

The land question aside, much  
attention over the next year will focus 
on how Ramaphosa marshals his 
recovery programme into life. At its 
centre, or its ‘flywheel’ as he likes to 
describe it, is a large programme to 
construct new infrastructure.

The obvious benefit of infrastructure 
is that the public can actually see it 
and decide for itself if they are get-
ting value for money. This is a practical 
and sensible way forward, post 
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“The private 
sector has 
taken a huge 
hit during the 
pandemic 
but our big 
companies are 
still standing.”

COVID-19. A focus on the mainte-
nance of existing infrastructure,  
including roads, is also promised and 
is also sensible. What will matter is 
that the expertise and discipline exist 
to oversee and manage all the projects 
the government is planning.

Emigration of talent from South  
Africa has become a sad reality for 
the country, and while the pandemic 
has slowed down the movement of 
people, it is unlikely to stop or  
reverse it.

A FOUR-STEP PROCESS  
FOR SOUTH AFRICA

The most positive and practical way 
forward for South Africa when the 
virus is finally outwitted is to do four 
things.

First, we will have to understand 
that we are all in the same boat and 
that working together we can fix the 
country. Second, politicians, hard as 
it will be for them, will have to  
understand the limits of what politics 
can do and try to be practical. Third, 
the continuing arrests of state- 
capture corruption suspects will 
have a hugely invigorating effect on 
public sentiment and the way we feel 
about living here. Fourth, we must 
not forget that the most important 
part of our economy is still working 
– the private sector has taken a huge 

hit during the pandemic, but our big 
companies are still standing.

Ramaphosa’s job in the months 
ahead will be to convince private 
sector managers and shareholders to 
join him in getting the country right. 
He does that by setting the right 
example, by being transparent about 
our problems, by spending what 
money the Treasury has wisely, and 
by regularly taking the public into his 
confidence.

Politically, Ramaphosa is safer at the 
end of 2020 than he ever has been. 
You can’t say the same for the country, 
but at least that is something the 
rest of us can help fix.

Peter Bruce, 
former Editor at Large at 

Tiso Blackstar Group
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for financial advice

THE DAWN
of a new era
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People are living longer than ever 
before. With advances in medicine 
and technology, it’s now expected 
that those born in the early 2000s 
will live beyond 100 years. 

This means government will expect 
more from investors to ensure that 
they’re prepared for their future. But 
how do financial advisers rise to this 
challenge?

The new landscape needs to shape 
the way we think about advice. 
COVID-19 has been a catalyst to 
move us ahead a lot faster – but many 
of the changes we’re now facing 
were, in fact, there already before 
the pandemic started.
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RETIREMENT ISN’T WHAT  
IT WAS

Retirement as we know it is dead.  
Or is it just a new beginning? It’s 
pleasing to note that many people 
see this stage of their lives as a time 
to launch a so-called encore career 
and perhaps also to travel. 
Continuing to work beyond the  

official retirement date is a choice, 
and this shows us that work is not 
just about earning a living. It’s more 
than that. Work also brings a sense 
of accomplishment, mental stimulation
and social interaction. There are those 
for whom continuing to work is not 
merely a choice, but a matter of  
survival. These people are facing 
very real financial concerns.
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Living through hardship is nothing
new. People have lived through 
World Wars, the Spanish Flu, the 
Great Depression and the Vietnam 
War – to name just a few of the 
atrocities during the previous century. 
Looking back over the past can help 
us deal with the current situation 
we’re in. Here are just a few points to 
ponder:

1. It’s all about perspective
 People have survived hardship  
 before, and we can survive this   
 period now. We need to help each  
 other out and get through this  
 collectively.
2. We don’t always know what the  
 journey is
 Change is constant and we’re  
 always evolving. Right now, we  
 need to keep planning ahead.
3. Longer lifespans are a reality
 Technology and medicine will see  
 people living longer. We’ve got  
 Bluetooth-enabled smart devices
 that remind people when to take  
 medication and track their condition;  
 3D-printing to create implants and  
 joints; and virtual reality that helps  
 students get closer to real-life  
 experiences. The bottom line is we  
 need to plan for a longer, healthier  
 life.

DIGITAL IS NO LONGER  
A COMPETITIVE EDGE

Digital isn’t a competitive edge – it’s 
expected. There’s no more ‘e-business’, 
it’s all just business. Communicating
via digital channels has become 
mainstream and there’s no turning 
back. But more than that, communi-
cating with clients via their preferred 
channels is crucial to a successful 
customer experience. Clients demand 
the best experience overall; not just 
the best experience of the financial 
services companies they deal with. 

Research shows that 62% of South 
African consumers want shops open 
all the time, and one-third are  
prepared to purchase an inferior 
product that’s available, rather than 
wait for their preferred product that 
isn’t currently available.  

Knowledge is power. All of the  
answers your clients are looking 
for are a mere Google search away.  
Many clients have already researched 
and understood the product before 
purchasing, and with Generation Z, 
we know that’s a given.  

(Source: GFK. Growth from Knowl-
edge – including Future Buy and 
Consumer Life)
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Clients expect 
their advisers to un-
derstand them on a 
granular level - they 
want their advisers 
to know what their 
goals, dreams and 
desires are...

A NEW WAY OF  
INTERACTING WITH CLIENTS

If clients have already made an  
attempt to understand their situation, 
as well as the solutions required, 
this allows you to interact with them 
on a deeper level. Clients expect 
their advisers to understand them 
on a granular level – they want their 
advisers to know what their goals, 
dreams and desires are, and not just 
what the balance on their investment 
statement is. Customer intelligence 
will be the biggest predictor of 
growth in the future. Being able to 
predict your clients’ future behaviour 
will help to inform and add meaning 
to the conversations you have with 
them. Protecting your clients’ data is 
more relevant than ever and should 
be a critical legal consideration in 
your business.  

YOUR VOICE IS MORE  
CRITICAL THAN EVER

The fallout from COVID-19 in the 
markets has meant that many people 
have wanted to disinvest, move to 
cash, and reduce or even cancel  
premiums. In this environment,  
the voice of the financial adviser 
becomes more critical than ever. We 
need to help clients understand the 
long-term implications – and the 
magnitude – of the decisions they 
make today. Yes, Google has answers 
to their questions, but as an adviser 
who understands their clients, you’re 
able to guide them and provide  
different options for them to consider. 
In a time of fake news, clients look to 
their advisers for credible and reliable 
advice.  

I believe that financial planning will 
be a ‘seriously cool’ profession. It’s a 
springboard for ideas and for advisers 
to act as mentors and coaches. The 
client experience of the future will 
be a combination of face-to-face and 
digital interactions to deliver an all-
round value proposition. 

Theesan Moodley, 
General Manager:  

SanlamConnect
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THE FUTURE
of investment platforms: 

what does it mean for our industry?

The advent of investment platforms around 20 years ago in the UK 
has changed the lives of financial advisers, along with the financial 

services industry, immeasurably.
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FINANCIAL ADVICE AFTER 
20 YEARS OF PLATFORMS

In the past two decades we’ve seen 
that the price the average person 
pays for retail fund management  
has more than halved. Another  
significant change brought about by 
platforms is that open architecture 
is a standard feature for all wrapper 
products, providing a wide invest-
ment selection for investors and their 
advisers. Investors have benefited, 
since they have instant and transparent 
data along with online access to their 
portfolios. Platforms have further  
facilitated intergenerational planning.

HOW HAS ADVISER  
BEHAVIOUR CHANGED?

Advisers today don’t distribute; they 
are buyers for their clients and get 
paid by their clients rather than  
being the product providers. Platforms 
are also not in the business of  

distribution, but act as custodians for 
their clients.
  
PLANS VS. PRODUCTS

The advent of platforms allows advisers 
to focus on selling financial planning, 
rather than products, as their core 
service. The products themselves are 
not ‘stand-alone’ – they all have their 
own role to play as part of an overall 
financial plan with multiple goals; tax 
efficiency being one of them. Once 
the initial plan has been set up in 
accordance with the client’s circum-
stances and risk profile in mind, the 
remaining ongoing decisions revolve 
around how best to allocate money 
within the plan and to push funds  
towards the most tax-efficient  
component. An investment platform 
is the perfect base from which to run 
a model such as this. In fact, it would 
have been impossible to do this  
before the arrival of platforms.
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INVESTMENT ALPHA VS.  
TAX ALPHA

As we’ve noted previously, advisers no 
longer portray themselves as invest-
ment experts or distributors. Their 
value proposition lies in financial 
planning and providing tax advice, 
allowing them to instantly demonstrate 
the practical value they add to their 
clients. This, in turn, takes away the 
pressure of stock-picking and constant 
monitoring of funds. 

ACTIVE VS. PASSIVE

We’ve seen a considerable bias  
towards passive investing over the 
past few years, as this presents a 
simple way to buy and hold funds – 
and it’s comparatively cheaper than 
active funds. The implications of this 
for fund managers are also consider-
able, and present an opportunity to 
offer long-term market exposure at a 
cheaper cost.

SINGLE PLATFORM VS. 
MANY PLATFORMS

Efficiency logic suggests that a single 
platform is the ideal, but risk and 
regulation pressures push advisers 
towards using multiple platforms. 
There are a number of reasons for 
this – it could be that a particular 
platform better suits the needs of a 
particular client, or it could be a  
resistance to change, i.e. having always 
used certain platforms for particular 
reasons, the adviser continues to do 
so.

Result: a new market model

The table below shows what the 
split between roles looks like today. 
It shows how anything other than 
advice and investment management 
will fall into the infrastructure cate-
gory, which includes platforms.

LABEL ACTIVITY PROVIDERS
Financial advice Provision of recommendations 

to define the financial plan
Financial advisers

Investment 
management

Provision of assets to meet the 
goals of the financial plan

Discretionary fund managers 
and fund managers

Financial planning 
infrastructure

Everything else – custody  
(including tax wrappers),  
trade execution and reporting

Everyone else (platforms, life 
companies etc.)
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By Ian Taylor, 
Director at IntegraFin

WINNERS AND LOSERS

The winners of the future will be the 
holistic financial planners, making 
use of open-architecture, multi- 
wrapper platforms underpinned by 

low-cost, rules-driven investment  
intellectual property (IP).

The future is bright for financial  
planning.
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DIGITAL MARKETING

where to start?
for f inancial advisers
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With information that investors rely 
on to make financial decisions now 
freely available on the internet,  
financial advisers can no longer rely 
on simply meeting prospects face-
to-face. 

My advice is simple: digital marketing 
will get your practice noticed, help 
bring in potential clients and drive 
business growth. I’ve presented to 
financial advisers on various occasions 
and I know that your industry relies 
on referrals for the bulk of the business. 
With the help of digital marketing, 
your business can see an increase 
in online sales, and be distinguished 
above your competitors. 

The aspects of digital marketing 
might, however, be rather over-
whelming and costly if you are using 
a professional digital marketing 
agency. So, I want to encourage you 
to think about how you used to get 
prospects before the age of digital 
marketing and incorporate those 
thoughts into your approach to digi-
tal marketing.

1. BE YOUR BEST 

I call this ‘getting dressed for work’ 
– just as you would want to appear 
presentable when meeting new  
clients, so, too, should you in your 
digital marketing efforts. 

One of the easiest ways to give your 
prospects an opportunity to get to 
know you, and for you to offer your 
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expertise, is through content mar-
keting. The saying goes, ‘slow and 
steady wins the race,’ and this much 
is also true for your content market-
ing strategy. Instead of churning out 
hundreds of blogs or content posts 
in an attempt to catch the attention 
of a few leads, focus on quality over 
quantity. This will ensure that you 
are producing content that could be 
valuable to potential customers from 
which to generate steady leads. This 
content should be educational and is 
the key to online marketing success 
because it allows you to build trust 
with your audience, improves con-
versions, and helps you to connect 
with your customers. You are, after 
all, already an expert at developing 
relationships as a financial adviser, so 
this should come naturally to you. 

Distinguish yourself through your 
content marketing by providing 
unique, relevant, valuable, informative 
and brand-aligned content. To do 
this, establish who your audience is 
and what drives them or frustrates 
them by creating targetable personas 
for your content marketing. Don’t be 
broad in this approach – give your 
personas actual names and craft a 
narrative that is specifically geared 
towards that person. 

In short, content marketing allows 
you to reach your target audience on 
various platforms and engage with 
customers, while also adding value 
to their lives by providing information 
in snippets that are easy to under-

stand. Ultimately, content marketing 
allows you to be where your prospects 
are.

How to build a professional online 
presence
By owning all social media properties 
in your name you can build an online 
asset for yourself and for your practice. 
This allows you to control your  
message using LinkedIn, Facebook, 
Instagram, and Twitter.
 
Times have changed, and a large 
percentage of millennials say that 
they don’t trust ads from traditional 
marketing campaigns. If this is your 
target audience, judging by the  
statistics, if you want to build trust 
with your generation of clients, you 
will have to employ digital marketing 
strategies to win their favour. You 
need to connect with your target 
market, and the only way to do this 
effectively is through social media. 
In the current COVID-19 climate, 
people have come to rely heavily on 
meeting each other through virtual 
means; so, if you want people to get 
to know you or find you, you have 
to be on the social media platforms 
that they are on. 
 
Your website is an extension of you
Your homepage has only a few  
seconds to deliver a compelling  
message to trigger prospects or 
visitors to want to learn more. If you 
are unable to make an immediate 
impression, that visitor will move on 
and go search for the information 
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they are seeking elsewhere. If your 
website has grabbed their attention 
they will spend two to three minutes 
on your site to gather three types of 
information:
 
- Information about financial  
 advisers;
- Information about you and your   
 practice;
- Compelling free offers that solve   
 financial problems.
 
Providing this information will  
encourage people to connect with 
you.

2. BE CONNECTED
 
The landscape of social media mar-
keting for financial advisers is going 
through significant change. With 
new generations entering the fray 
with the internet at their fingertips, a  
digital presence has to be maintained 
if you want to continue gaining new 

clients. Social media networks offer 
the only alternative to meeting people 
face-to-face at events, so you should 
embrace all major social media plat-
forms and seek opportunities to  
connect with people. 
 
The first step to generating referrals
and leads on social media is to build 
your networks with clients and 
friends, as these are the people that 
would normally refer you to their 
friends. 

3. BE KNOWLEDGEABLE 
 
Sharing content is the best way to 
stay top-of-mind with your network 
and to demonstrate your expertise. 
You can get people to remember you 
if they ‘like’, share, or comment on 
your content – which will separate 
you from the rest and provide an  
opportunity to help start conversations 
to keep you top-of-mind.
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Blogging
This tactic takes time, money and 
energy, but it gives you a voice and 
fresh content. Blogging supports 
your website’s visibility and helps 
towards creating a long-term asset. 
Blogging can also drive search  
engine traffic to your website, while 
keeping your site content fresh. Blog 
content could achieve the following:
 
- Solve financial problems for  
 clients;
- Establish you as an expert in your  
 field;
- Increase traffic to your website;
- Produce contact data for your   
 email drip system.

What value does Facebook offer 
financial advisers?
Facebook is easy to use and provides 
you with opportunities to easily  
connect with current customers or 

perhaps even with potential customers. 
If you are strategic in your approach, 
you can also get increased website 
traffic by encouraging people to 
leave Facebook to go to your web-
site for an enticing offer. Facebook 
Ads offers streamlined targeted au-
dience marketing. You can also get 
analytics to establish whether your 
efforts are paying off.
 
If you feel intimidated by Facebook, 
don’t be. Financial advisers around 
the world are taking advantage of 
the opportunities it offers, and so 
should you. Simply think of it as 
sharing stories and introducing your-
self to people, which is something 
you are used to doing as a financial 
adviser. You don’t need to be a tech 
expert; simply type, speak or smile 
for a selfie and allow potential clients 
to get to know you.
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What value does Twitter offer  
financial advisers?
Twitter allows you to get further 
reach for your content, and it’s a 
good tool for keeping up with  
experts and your peers in the financial 
industry who share their content. 
Use Twitter to share your content 
and stories to reach your target  
audience, while also keeping an eye 
out for good content to share for 
your audience to engage with.
 
What value does Instagram offer  
financial advisers?
Instagram is popular among people 
under the age of 35, and gives you 
yet another opportunity to share 
content and to tell stories. Use your 
phone to take photos of behind-the-
scenes moments at your practice to 
allow the development of relation-
ships with your audience. Storytelling 
creates engagement, and every ‘like’, 
comment, or share is word of mouth 
in action.

What value does LinkedIn offer 
financial advisers?
This is where we can get serious on 
the best business-only network 
available, and build a professional 
online presence. This platform 
enables you to present the reputation 
you have developed over the years. 
Not only does it offer another  
opportunity to tell stories, but you 
can engage with other business owners 
and professionals in many industries.

- It gives you higher credibility;
- You can access quality relationships;
- It allows you to truly differentiate  
 yourself from competitors;
- It gives you a platform to show off  
 your accomplishments.

LinkedIn for financial advisers 
Your ‘first-level’ connections can 
introduce you to their connections 
who are people you may not have 
met. My advice for using LinkedIn is:
 
- Make connections;
- Maintain relationships;
- Listen for opportunities;
- Use its powerful search tool to  
 find people and companies.
 
Be sure to connect with your friends, 
as they will introduce you to your 
next prospects. When you connect 
with your clients, they will be able 
to introduce you to their networks. 
Connect with Centres of Influence 
(COI) for more profitable referrals, 
who might be able to refer clients to 
you on a monthly basis if it’s a strong 
COI partner. You can also target  
specific prospects and be introduced 
through your mutual network to find 
common points for discussion. 
 
Many financial advisers also find that 
they can be successful on LinkedIn 
when they focus on a niche. If you 
specialise in financial advice for  
families, as an example, shape your 
profile around this to create your 
niche for targeted connections.
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4. BE PART OF THE  
 COMMUNITY
 
As a seasoned financial adviser, it 
should be second nature for you 
to build solid relations and to start 
conversations to be part of the com-
munity. Many people that I talk to or 
train have asked me to teach them 
how to extend their reach into their 
neighbourhood, and the answer is: 
using social media effectively can 
help you build your local network 

and online presence by engaging 
with your community. It can also 
help you to engage with other local 
businesses to become well known in 
your area. Use social media to share 
local news and to associate it with 
your solutions to stay top-of-mind, 
and promote other local businesses 
to build your reputation as a positive 
networker. Social media helps finan-
cial advisers duplicate what they do 
in real life: 
- Get referrals from existing clients;
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- Meet new people – and specifically  
 people you wish to target;
- Find out more about their financial  
 needs;
- Provide guidance on the best   
 products by answering questions  
 through your content;
- Develop a relationship;
- Build trust that you are the financial  
 adviser of choice.
   

Be your best with a professional 
online presence; be connected by 
reaching out to people; be knowl-
edgeable by sharing interesting  
information; and be part of the  
community by engaging with others. 
Remember that it’s all about showing 
your humanity. Engage with others 
on social media in the same way you 
would in real life. Be real and be  
authentic. 

Francois Muscat,  
Internet Consultant
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How to be a leader who inspires

LONG-TERM SUCCESS
Kevin Gaskell – explorer, sportsman, entrepreneur, businessman, author and 
professional speaker; former CEO of BMW UK, largely recognised for the 
turnaround of Porsche GB during a time of recession

It may sound like a cliché, but it really is all about people. We can all be 
incredible if we put our minds to it. Most of the limitations we experience, 
we’ve placed on ourselves.  
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THE INDIVIDUAL AS PART 
OF AN ORGANISATION

People generally don’t come to 
work to increase sales by a certain 
percentage or to produce x num-
ber of units in a given time period. 
People come to work to be part of 
something that’s bigger than them-
selves, and to gain a sense of satis-
faction from being able to look back 
at what they’ve achieved and cre-
ated as part of a team. The team’s 

strength lies in the commitment of 
the individuals and the shared vision 
of success. Success without people 
to share the journey along the way is 
meaningless.

WHAT DO YOU DO WHEN 
THE WORLD GOES WRONG?

Our teams went into 2020 excited for 
the year ahead – and then COVID-19 
happened. They say everyone has a 
plan until the unexpected happens.
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That’s when we decided to build our 
1 000-day attack plan. I never plan 
for three years ahead; I prefer to 
break it down into 1 000 days, which 
gives us more flexibility to adapt as 
we go along. We’ve been through 
economic recessions before and 
we know that the current pandemic 
won’t last forever. The best companies 
will get through this by focusing on 
long-term success.

GREAT BUSINESSES CAN BE 
BUILT IN TOUGH TIMES

Porsche was built in a recession. We 
knew it was a great brand and so we 
planned what needed to be done. It 
all started with a dream: we wanted 
to be number one. That’s the approach 
I’ve taken with all the companies I’ve 
led, not just Porsche. Always dream 
big. Ask yourself if there’s any reason 

why you can’t be number one. 
Four years later Porsche was the 
number-one brand in customer satis-
faction. We got to know our custom-
ers and what they wanted. Also, we 
let the people in the company create 
the business.

It’s not about how successful you 
are. It’s about how successful you 
want to be and using a structured 
approach to achieve that. There are 
three stages to this approach:

1. Commit
The journey to success can be ex-
tremely difficult and painful at times. 
Are you fully committed to the journey, 
and is your team fully committed?

2. Connect
Connect the different pieces together 
so that everyone in the team knows 
what role they play, and how that 
role contributes towards the overall 
success of the company.

3. Create
You know you’re creating magic 
when the company is almost running 
itself because everyone is inspired 
and knows what’s expected of them 
and how they can contribute.  
Inspiration is being part of some-
thing extraordinary – it’s more than 
motivation.

Make a positive decision and dare 
to dream. Commit. We did that and 
then we were hit by COVID-19. But 
that has just made us more agile.

“Always 
dream big. 

Ask yourself 
if there’s any 

reason why 
you can’t be 

number one.”
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KEEP CALM AND AIM HIGH

Change your thinking and your limits.
As an example of this, two of my 
companies – and they’re mature 
companies – will grow by 100% this 
year. Don’t believe that something’s 
not possible, and don’t aim low. Why 
should you not be world class? Our 
team knows that wherever anyone 
touches the brand, it has to be a 
world-class experience.

THE VISION OF SUCCESS 
NEEDS TO BE EXCITING  
AND COMPELLING

Once you have your vision, move 
quickly, especially when it comes to 
the boring and difficult tasks. Make 
mistakes quickly, and correct as you 
go along. Look for opportunity share, 
rather than market share. Look for 
where the opportunities are to make 
a difference.

Start at the end (your vision) and 
work backwards, but remember to 
take the entire team with you.  Talk 
to your team about what success 
means – what does it look like, and 
how will the team know when success 
has been achieved, and how will they 
feel?

INNOVATION

Don’t be a genius; rather be a genius- 
creator. Bring innovation to the table. 
Innovation is simply focused imagi-
nation. We need new knowledge and 
the fresh thinking that comes from 
diverse teams.  

Create leaders at every level. These 
are not necessarily people with titles, 
but people with ideas of how to do 
things more efficiently and effectively.
These small increments in improve-
ment create the steps that take you 
forward. It doesn’t matter if things 
go wrong – just step back, learn from 
the mistake, fix it and move forward.
Treat your team as adults and let 
them get on with the tasks. Don’t 
interfere. Give them room to grow. 
Celebrate wins publicly and address 
mistakes in a quiet conversation.

In summary, winning comes down  
to a shared vision of success, a  
visible plan, and a culture of honesty 
and trust to make the impossible, 
possible.

Kevin Gaskell –  
explorer, sportsman, 

entrepreneur, businessman, 
author and professional speaker; 

former CEO of BMW UK
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2020: 
A CATALYST FOR
positive change?
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At the beginning of lockdown, I 
drafted a set of future scenarios for 
South Africa, to help me and my clients 
better understand the various futures 
South African businesses faced, and 
to carefully consider the key drivers 
that would influence each of those 
realities.  

What became clear to me during this 
exercise was that South Africa was, 
and had been for some time already, 
stuck. More specifically, South Africa 
was terribly stuck in its ways of 
thinking and doing. The same old, 
well-worn ways of doing business 
played out like a mindless mantra.

There was enthusiastic talk and 
seemingly careful academic consid-
eration of important issues. These 
included inequality, the need for 
innovation, and the adoption of new 
technologies all linked to the emerging
Fourth Industrial Revolution. But as 
much as conferences were held and 
vigorous handshakes were engaged 
in, the same old ways of seeing and 
doing things carried on as usual.

The funny thing about ‘stuck thinking’
is that it can persist for a long time, 
until one day, something radical  
happens – and then everyone wonders
how they didn’t see what they do 
now, before.

THE GIFT OF A GLOBAL 
PANDEMIC

Often when people are diagnosed 
with a life-threatening illness, they’ll 
label that traumatic news as ‘the  
best thing that could ever have  
happened to them’. The shock of the 
tragic news forces them to stop and 
reconsider their lives and their un-
challenged behaviour. It really can be 
a catalyst for a change for the better.  

The 2020 COVID-19 crisis is a result 
of global inequality, which is unsus-
tainable, and the interconnected glo-
balisation of our modern economies.

The spread and severity of the disease 
can be linked to our relentless de-
struction of the natural environment. 
Many experts say that these kinds 
of disruptions are what we can look 
forward to as a part of the increasing 
phenomenon of climate change. 

All of a sudden, intangible, meta-
physical concepts weren’t just things 
that socialist-leaning talking heads 
on Sky News, and those celery-eating
UN Sustainable Development Goals 
folk, were going on about; but were 
urgent issues that were closing down 
shopping malls, banning the sale of 
alcohol and cigarettes, and bank-
rupting airlines. 

https://cherryflava.com/the-future-of-south-africa-after-the-covid-19-lockdown/
https://cherryflava.com/the-future-of-south-africa-after-the-covid-19-lockdown/
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Overnight, the unquestioned practice
of importing cheap commodity goods
from developing countries on the 
other side of the planet suddenly 
became an enormous cost to every-
one. 

In an instant, those much-envied, 
razor-thin-margin value chains that 
only the well-capitalised multination-
als could afford to exploit, became a 
huge liability. 

RADICAL INNOVATION 
FOUND US

In a desperate response to our 
shocking diagnosis, futurist concepts 
like remote working, global video 
conferencing, e-commerce, online 

yoga classes and virtual schooling 
became an instant reality, for those 
fortunate to be able to make use of 
the technology. When the urgency
was firmly applied, radically innovative
solutions (that before the pandemic 
were only realistic if your business 
was based in Silicon Valley) were 
magically adopted by everyone.

This time last year you might never 
have believed that you’d be ordering 
your weekly groceries via the Checkers
Sixty60 app – delivered to your front 
door in just an hour. Or that you’d be 
effortlessly conducting a full day at 
the office, while still sitting in your 
pajamas in your lounge, while your 
kids learn geography online in the 
kitchen. 
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These innovative habits are not just 
popular with early adopters; we are 
talking about a significant change 
even for those who may never have 
considered working in this way.

MAKING LEMONADE OUT  
OF LEMONS

In 2019 the prime SA lending rate 
was 10%. Just 12 months later, it’s 
right down to 7%. Securing financial 
capital to buy a home or start a new 
business venture hasn’t been this 
cheap for a long time. 

Desperate to write new business, 
banks have eased their loan-approval
criteria to pre-2008 levels, which is 
good news for all of those people 
who have been retrenched during 
the economic shutdown. Those with 
the skills and experience, and who 
qualify for a loan, now have every 
excuse to put their skills and expe-
rience to work for themselves by 

starting their own entrepreneurial 
venture.  

We are now far more aware of the 
true cost of ‘cheap things’, often 
flogged aggressively at shopping 
malls and by discount online retailers. 

Even the South African government 
has a new-found commitment to 
what they call the ‘localisation of 
the economy’. Big clothing retailers 
are making astounding public state-
ments about their ‘new strategic focus  
to procure a higher percentage of 
their stock from local manufacturers’; 
and increasingly, consumers indicate 
that they are now actively seeking 
out products that are locally made.  

Selling ‘Proudly South African’ is no 
longer just a reluctant response to 
a cheesy marketing tagline – it has 
quickly become a crucial part of a 
sustainable, commercially-viable  
value proposition. 

https://www.enca.com/news/anc-calls-for-use-of-locally-produced-goods-to-create-jobs
https://www.enca.com/news/anc-calls-for-use-of-locally-produced-goods-to-create-jobs
https://www.businessinsider.co.za/foschini-mr-price-truworths-are-moving-away-from-chinese-imports-2020-10
https://www.businessinsider.co.za/foschini-mr-price-truworths-are-moving-away-from-chinese-imports-2020-10
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Jonathan Cherry, 
futurist, keynote 

speaker and 
entrepreneur 

These are not weak signals of change 
that foresighted professionals love to 
spot early; this is a full-throated roar.
 
LET US NOT BE DOGGEDLY 
RULED BY OUR OBVIOUS 
CHALLENGES

It would be delusional to be wildly 
optimistic about the crisis that we 
are in by just focusing on the positives,
without recognising the many  
challenges that the country faces as 
a result of this disruption and doubling 
our efforts to overcome them; this, 
added to the numerous historical 
issues that still prevent the country 
from realising its true potential.

The silver lining that we should be 
holding onto is that we now have 
exceptional evidence that by actively 
questioning and acting on our  
entrenched assumptions, we are able 
to unlock some astounding progress 
remarkably quickly.

Stuck thinking has, through this  
experience, transformed into  
commercially-viable win-win partner- 
ships and collaborations, and the 
widespread adoption of advanced 
digital-productivity solutions. 

I’m seeing a strong indication that 
we are moving in the direction of the 
most favourable scenario – which I 
named the Waka Waka scenario – 
that I created back in March 2020.

However, what I had not envisaged  
in that ‘best-case’ scenario are the 
multiple knock-on positive effects 
that this shift in perspective would 
have on the country and its economy, 
if I project this significant change in 
thinking further on into the future. 

Being forced to adapt, learn quickly
and grow under these conditions 
means that we are all now better 
prepared for an increasingly uncertain 
future. 

Resilience, agility and a much broader,
contextually-sensitive world view are 
values that I see much more of now 
in the businesses that I deal with. 

If Nelson Mandela were still with us 
today, he may have re-offered us one 
of his well-known quotes of wisdom, 
to help us all process the collective 
pandemic experience that we have 
all endured:

‘I never lose. I either win or learn.’ - 
Nelson Mandela

I have a feeling that as a country, we 
may end up achieving both. 
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