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Overview 
 

Decorex Joburg celebrated its sixteenth exhibition at Gallagher Convention Centre with a 

sell-out show and highly satisfied exhibitors. The South African Handmade Collection, the 

trade craft expo organised by the dti, once again co-located with Decorex SA.   

With close on 52 000 trade, consumer and international visitors flocking through its doors - 

an astounding 25% more than the previous year - Decorex Joburg confirmed that the South 

African decor and design industry is alive and well, walking with a new-found swagger, 

showing pride in its own abilities and confidence in the future.  Not even a flattened 

economy could dampen the enthusiasm of our exhibitors and visitors. It is clear that our 

strategy to combine excellent value with innovation was right on the money. Visitors 

expected something special, cost-saving and trend-driven, which our exhibitors delivered in 

true form. 

We were very pleased with the exceptional calibre and a steady stream of high end, brand 

conscious and discerning public that attended the five day exhibition. Decorex Joburg 

boasted over 633 exhibitors and covered 22 000m² of the Gallagher Convention centre in 

Midrand, Johannesburg. Feedback from exhibitors and media indicated that the 2009 

marketing campaign was very effective and played a big role in achieving the above figures.   

In times of an economic downswing consumers shop around a lot more significantly. They 

are also a lot more discerning when making purchasing decisions. Having such a plethora of 

choices under one roof made Decorex Joburg the best place to shop for quality products at 

bargain prices, ranging from high-ticket items and investment pieces to smaller appliances 

and decor items.  

 

One of the campaigns that added to the show’s success and increased visitor figures was the 

Curves and Bevels Campaign. Below is an outline the campaign concept and mechanics, the 

branding and exposure the sponsors received as well as the summary of the campaign’s 

success.   

Objectives  
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One of our exhibitors, Curves and Bevels, a kitchen manufacturing company came on board 

with a R 300 000 kitchen makeover including appliances and installation.  

 

• With such an exciting and large prize, we wanted to ensure that we used the right 

platforms to get a strong call to action out to the correct target market 

• The aim with the campaign was to get feet through the door 

• To ensure that all partners got a great return on investment 

• Brand exposure for all partners involved in the campaign as well as a subscription / sales 

drive for the newspaper group involved  

• Kaya FM wanted to strengthen the their relationships with listeners and get more 

involved with the public  

• Both Decorex SA and Curves and Bevels wanted to target the Black Diamond market 

(black upper LSM consumers) in particular and build a relationship with them  

 

Challenges 

• The budget available was not enough to give the sponsor a 1:1 return on investment 

and we have to ensure that we secured added value from our media partners involved 

• Not only did we have to ensure exposure for all brand involved, but we had to ensure 

that the campaign translated into sales for the main sponsor Curves and Bevels 

 

Concept, Mechanics and rollout  

• Based on the show and sponsor’s target markets, LSM 7 - 10 and the fact that both 

parties wanted to tap into the Black Diamond market, we approached Kaya FM and the 

Times (Sunday Times and The Times) newspaper group to come on board as media 

partners to the campaign. Research discussed during a Black Diamond marketing 

seminar in 2008 showed that both Kaya FM and the Times reached LSM 7 – 10 and were 

hugely popular under Black Diamonds. We also felt that this was a great prize for these 

two media partners to be associated with  
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• Due to limited budget we offered each media partners added value through the other 

media partner and then added to that though the Decorex SA marketing campaign 

• The mechanic we proposed to reach this goal as well as promote the show and all 

brands involved was to run a two week campaign in the Times and on kaya FM. The print 

campaign included advertorials with detailed information on the sponsor and 

competition. It also included a series of advertisements, with entry forms that had to be 

filled out and dropped off at the show on the Curves and Bevels stand.  The radio 

campaign included a series of promotional advertisements as well as power spots by DJ 

George Biza 

• Kaya FM in particular wanted to boost brand loyalty and wanted to get their DJ’s more 

involved with the community. We decided to make one of their popular DJ’s Georgie 

Biza our campaign ambassador. For a small endorsement fee, the DJ mentioned the 

competition on air, did 4 live crossings from the show as well as a photo shoot and meet 

and greet on the Curves and Bevels stand.  

• We mentioned the Times in each of the advertisement that ran on Kaya FM during the 

two week period. In return, Kaya FM was mentioned as a media partner in each of the 

advertisements / advertorials that ran in the Times / Sunday Times. 

• It was also arranged that the prize draw would take place at the Kaya FM studios and 

that a representative from the Times, Curves and Bevels and Decorex SA would be 

present for an interview 

• In addition to the above, Curves and Bevels, Kaya FM and the Times received added 

value through the below marketing activities that supported this campaign.  

o Newsletter: We introduced the competition in our monthly newsletter, sent out 

to an opt-in database of over 35 000 subscribers 

o E-postcard: A competition mailer was sent out to the Johannesburg database of  

12 000 subscribers  

o Website: A write-up was placed on the Decorex SA website, concluding mention 

of all brands involved with a logo and click through to their websites. The Times 

placed a write-up, logos and a banner on their website for the campaign period 

o Branding and signage: Signage was placed at the show entrances, on the Curves 

and Bevels stand and on the Times stand, including mention and logo’s of all 

brands involved 

o Stand space: The Times received a 12m² prime position stand next to the Curves 

and Bevels stand where they could sell newspapers with entry forms and drive 
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subscriptions. The Times had exclusive rights to sell newspapers inside the 

venue and at both entrances to the show 

o Floor plans: Mention of the competition and brands involved was included on 

the show floor plans, which also pointed visitors to the competition stands  

o The DETAIL show magazine: Curves and Bevels received a full page advertorial 

and company listing. All three brands involved received a mention on the 

collaborations page as well as a logo and mention on the competitions page 

o Complimentary tickets: All three partners received complimentary tickets to 

hand out to their business associated and staff. In addition, tickets were given to 

Kaya FM and the Times to use as prizes on air and in print 

o Public relations: A competition specific press release was issued where all 

partners were promoted. The competition was also included in the general show 

press release as one of the highlights  

o Database: All entries received during the five days how were captured and given 

to Curves and Bevels for further marketing 

o Flyers: Curves and Bevels were included in 10 000 consumer flyers. Each of the 

partners involved were given the opportunity to place company flyers in our 

25 000 show bags at no charge 

o Vendors: Times vendors that sold newspapers close to the venue had t-shirts on 

that made mention of the competition   

           

Summary of banding & exposure 

Thought this campaign, Curves and Bevels received major exposure through the extensive 

marketing and PR campaign as well as through direct contact with the target audience. Each 

of our media partners also received great value through the campaign. Below is a 

breakdown of the value received by each of the parties involved as well as Decorex SA’s 

investment and return on investment.   

Please note: A full breakdown of the values is available on request  

 

Curves and Bevels:  

• Investment:        R 300 000 
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• Value received during campaign:    R 670 622 

 

The Times: 

• Amount invested by Decorex SA:      No spend  

• Total added value given:     R 423 628 

• Value received during campaign:     R 202 851 

 

Kaya FM:  

• Amount invested by Decorex SA:     R 55 000 

• Total added value given (over and above investment):   R 88 540 

• Value received (including investment):     R 229 020 

 

Decorex SA: 

• Amount invested in campaign:      R 55 000 

• Total value received (including investment):   R 640 027 

  

Marketing Collateral 
Below are examples of the marketing collateral used during the campaign  
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Above: ‘Great Day Out’ and ‘Sneak 

Preview of the First Day’  

e-postcards that were sent out to 

the entire Decorex Joburg database. 

 

 

Left: The competition was 

introduced in the ‘Tongue in the 

cheek’ e-newsletter issue sent out 

to the Decorex SA database.  
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Brands involved received exposure in the DETAIL show magazine.  
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Mention of the 

competition was included 

in the Decorex Joburg 210 

x 210 flyer of which we 

printed 10 000.  

The competition was promoted on the 

Decorex SA website for a period of 2 months.  
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Samples of signage and DJ George Biza on the Curves and bevels stand  
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ConclusionConclusionConclusionConclusion    

    

Samples of advertisements that ran in the Times and Sunday Times.  
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Conclusion  

The Curves and Bevels campaign was a fantastic campaign to work on and all parties 

involved were very pleased with the return on investment that they received. Through this 

campaign we built excellent relationships with all three brands involved and as a result we 

are again running competitions with each of them in 2010. Building our brand within the 

Black Diamond market is an ongoing exercise and we are pleased with the foundation we 

have laid.  

• Curves and Bevels received a database of over 1 500 new contacts most of which came 

to their stand to interact with them and with the Kaya FM DJ. They also received double 

the amount that they invested in terms of exposure. After the show, they mentioned 

that over and above the new database, they had enough leads to keep them busy for a 

good few months 

• Staff at information counters mentioned that they had many enquiries about the Curves 

and Bevels stand and that many visitors came through especially to enter or to meet 

George from Kaya FM. The competition and presence of the DJ was certainly a great 

draw card and branding exercise to a much targeted market and added to the overall 

visitor experience. For an investment of R 55 000, Decorex SA received an amount of R 

640 000 in exposure and from what we could measure attracted 1 500 new visitors to 

the show  

• Both Kaya FM and the Times had great a response to the competition, with many 

listeners and readers calling / writing in to win tickets to the show. The Curves and 

Bevels stand was packed during the DJ appearance each day and the Times did 

exceptionally well with their newspaper sales during the show. Our media partners were 

also pleased about the opportunity to reach a new market and build their listeners and 

reader base.  

Many thanks for your time. Please do not hesitate to contact me should you have any 

questions or require more information. 
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Kind regards,  

Nika Smit 

Marketing and Brand manager, Decorex SA 

011 549 83 00nika@tepg.co.za  

 

 

 


