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MASA has the mandate, the professional voice, 
and the legitimacy. For this reason, every marketer
in South Africa, whether working for a big 
multinational, a listed conglomerate, or a small 
business, needs to be tuned into our industry 
body.

Why MASA matters

For me, the marketing body serves the industry in 
two key areas: to spearhead the drive towards 
self-regulation, and to professionalise the market-
ing role within organisations,

In today’s contested terrain in which marketers 
operate by connecting brands with consumers, 
there are many vested interests. These vary from 
legislators and the government to legal minds 
and technical people, all trying to shape what it is 
we say, and how and when we can say it. If we 
add media owners, with their strong views on 
certain issues, to the conversation, the marketing 
landscape gets even more muddied.
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Own the self-regulation agenda

With all these fingers in the pie, it is evident that 
self-regulation should be front and centre of our 
conversations, not only through the ARB (Adver-
tising Regulation Board), but also when tackling 

strategic initiatives 
such as legislation affecting 
front-of-packlabelling. These issues impact 
first-hand how brands show up and how 
marketers go about their work.

It is my view that without a strong professional 
industry voice these issues get dealt with by the 
legal people or, worse still, they don’t get dealt 
with at all, with companies simply putting their 
heads down and trying as best they can to 
comply. Marketers need to be associated with a 
credible member association and professional 
industry body and, in our case, it is MASA.

If we don’t own our agenda, everything we do 
and how we conduct our business is going to be 
shaped by other people. This is why MASA 
matters and why I’m so supportive of the associa-
tion: to me, we need to show up, or someone 
else is going to decide for us.
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Raising professionalism 

Professionalising the industry is an area about 
which I am passionate. I have spent many years in 
corporate SA – both in consumer goods, retail 
and in advertising – and I was also in the academ-
ic world, so I speak from both sides of the profes-
sionalisation coin. 



Raising professionalism  (cont.)

In the context of the academic world, it was clear 

to me that we should be doing much more to 

assist graduate marketers, youngsters coming 

through the system, to understand the impor-

tance of following a professional route when 

pursuing a marketing career. At that time, I devel-

oped strong bonds with MASA. So, when I joined 

the board, I volunteered to be part of the Profes-

sional Development Board (PDB) – for me, this is 

where the rubber hits the tar. It’s the go to place 

for marketers to obtain external validation as a 

professional. As the custodian of professional 

designations and responsible for driving their 

adoption in the industry, MASA is fundamental to 

raising the professionalism of marketing broadly.

The tertiary education landscape for marketing 

students is uneven - a Business Science degree in 

Marketing from UCT or an MBA from GIBS will 

give you a pass, but what about a certificate from 

a dodgy night school? Without some sort of 

external validation, there is no way to calibrate 

this, and there is no real measure, resulting in 

misunderstanding around the role of marketing – 

what it does and how it shows up in a business. 

We need the profession to level up, and we need 

good, qualified people driving these all-important 

agendas within their organisations.
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Icons and inspiration

I didn’t start my career path in marketing – in fact, 
I joined Unilever in finance in the audit depart-
ment! – but, I have ended up here. On my 
marketing journey, the people who have made an 
impression on me along the way are the unsung 
heroes: the journeymen, the marketers who have 
developed an agenda, fought for the money, 
steadily chipped away, were not blown off 
course, held on and resisted the inevitable 
short-term ROI that so often pressurises market-
ing into making the wrong decisions. These are 
the true marketers who, over time, have devel-
oped real equity in their brands and unlocked 
massive value for their organisations. It is disturb-
ing how many businesspeople don’t understand 
that brand building is a long-term business that 
you have to keep at beyond the financial year, 
otherwise it’s just a short-term gimmick.

In my experience, first at Pioneer and now at 
PepsiCo, I can spot them – the marketing gems 
who get it, who hold the course and keep going. 
They are the real marketers around which our 
industry is built – and they inspire me.

What also inspires me, and which probably 
dates me, are the words of Steven Covey. I’ve 
been a Covey disciple from early in my career 
and yes, I had a Covey diary, a way to work, that 
still influences how I work and think today. In 
“The 7 Habits of Highly Effective People”, Habit 
5 is: ‘Seek first to understand, then to be 
understood’ – listen to understand, not to reply.

Martin Neethling
VP & CMO: PepsiCo, Inc.

South Africa


