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xecutive creative director of 
Proximity#ttp advertising 
agency, Stu Stobbs (35) and 
managing director, Brendan 
Wade (31) have reshaped 

and rebranded their company 
to become a thinking hub of 
innovative creativity now known as 
Studio 4332 (when you type 4332 
on your phone with predictive text, 
it comes up with the word ‘idea’). 
Doing things a little differently, they 
strive to ensure that the focus 
of campaigns is on generating 
commercially valuable content for 
client organisations rather than just 
selling their products. “These days 
people consume content rather 
than products – or content on the 
way to products,” says Brendan 
Wade. “It’s far better to engage 
with your consumers in a two-way 
conversation that is focused on 
what they want from you and how 
best you can give it to them. Only at 
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It takes an open and somewhat 
eccentric mind to always be thinking 
of new and extraordinary ways to 
present fresh ideas, especially in the 
dsfbujwf ûfmet mjlf bewfsujtjoh boe 
marketing. Natalie Hilleli meets Stu 
Stobbs and Brendan Wade of Studio 
4332 who always seem to keep their 
clients on their toes

that point can you come up with an 
idea – or content – that is actually 
relevant to them.” 

It is only at this point that the 
creative team at Studio 4332 feel 
it appropriate to decide which 
channels should be used as it is 
the consumers who will determine 
which media is the most relevant to 
them. It is not a far-fetched concept 
to think that your consumer should 
be the primary focus of a campaign, 
cvu ju jt pof uibu dbo efûojufmz 
shake things up, especially when 
you are not limiting the brand to 
just above, below and through the 
line advertising options. At the 
end of the day, the clients need 
not worry about feeling like an 
afterthought as, by focusing on the 
consumers needs, the campaigns 
are ensuring brand loyalty and “in 
a way, the consumer becomes the 
brand”, says Wade. 
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Studio 4332 will be changing 
the behaviour of individual 
consumers by connecting creative 
strategies, digital communication 
methodologies and direct 
marketing. “Obviously, if the 
consumer tells you that the best 
channel is a television ad then you 
use that. But you don’t presume 
from the outset that that’s the 
place to start. Maybe a television 
ad is the sixth or seventh step in 
the process,” says Stobbs.

The team is a collection of creatives 
xip dpotuboumz ibwf uifjs ûohfst 
on the pulse of the latest trends 
which they can then adapt and 
warp into something completely 
new and fresh. Studio 4332 isn’t 
dpoûofe up boz sftusjdujpot boe 
their projects range anywhere 
from run-of-the-mill advertising 
boe csboejoh up fwfout boe pgûdf 
interior design.

It’s far better to engage 
with your consumers in 
a two-way conversation 
that is focused on what 
they want from you 
and how best you can 
give it to them.
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These forward-thinkers are pre-
senting themselves to clients with a 
different take on the ordinary, and 
have even incorporated a retail 
tupsf joup uifjs pgûdft up tipx 
what their design team is capable 
of and that they can portray a 
brand as something tangible. Every 
few months, the team will design 
tjy jufnt bddpsejoh up b tqfdjûd 
theme. The items are fun, fresh and 
can be brilliant gifts with an edge. 
Uifjs ûstu sbohf jodmveft jufnt mjlf 
a seed ring – for people who love 
the earth. This ring has 14 seeds 
of an indigenous plant imbedded 
jo ju- tp xifo zpv ûoe b qmbdf uibu 
needs some greenery slip the ring 
pgg zpvs ûohfs boe zpv dbo qmbou 
it. There is ‘conversation starter’ 
fabric – for those a little shy on a 
ûstu ebuf- tfx b qjfdf pg uif gbcsjd 
into the lining of your jacket or even 
make a pair of pants out of it, you 
will always have an interesting tid-
cju pg jogpsnbujpo up ûmm xibu dpvme 
otherwise be awkward silence. 
Unisex bags in ‘electric’ colours with 
an anti-snatch hook – no point in 
denying that there is crime but this 

is a funky way to look past it with a 
loud bag that you don’t have to fear 
having stolen, just attach the hook 
to your belt or your chair and have 
peace of mind that it’s only going 
where you go. Each item is linked to 
a narrative and will be displayed in 
uif sfubjm tfdujpo pg uif pgûdf mjlf bo 
art exhibition.

These items are original and show 
truly ‘out of the box’ thinking and 
creativity which is what the guys 
set out to achieve. “True creativity 
tjnqmz ûoet uif sjhiu tpmvujpo ps 
channel,” says Wade. Their approach 
has already been tried and tested 
po nboz pg uifjs joüvfoujbm dmjfout 
such as Cell C, The Rosebank 
hotel and Hollard and they come 
from a wealth of experience that 
has already earned them Loerie, 
Cannes and Vuka awards. Wade 
and Stobbs have seen the concept 
as a working model in the UK and 
US and know that now is the right 
time for it to work in South Africa.

To learn more about Studio 4332, 
call (011) 482 1611. 
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It is not a far-fetched 
concept to think that 
your consumer should 
be the primary focus 
of a campaign, but it is 
pof uibu dbo efûojufmz 
shake things up.

Im
ag

es
 c

ou
rt

es
y 

of
 S

tu
di

o 
43

32


