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The Directorate of the Advertising Regulatory Board has been called upon to consider a 

complaint lodged by Sage South Africa against an advertising campaign for Oracle 

NetSuite. 

Description of the advertising 

The advertising campaign consisted of the following: 

• Promotion on LinkedIn of a “White Paper” using the statement: “5 Reasons Why 

Companies Move From Sage”. This “White Paper” is titled:  

“Why Fast-Growing Companies Leave Sage and Adopt Cloud Financials to 

Accelerate Growth”; 

• Promotion on LinkedIn of an eBook using the statement: “8 Ways Sage is Limiting 

Your Business”. This eBook is titled:  

“The Sage Switch Guide 

EIGHT WARNING SIGNS THAT YOUR ACCOUNTING SOFTWARE IS STIFLING 

YOUR BUSINESS AND THE WAYS TO BREAK ITS GRIP”; 

• Email marketing promoting the eBook; and 
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• Email invitations sent to South African contacts for a virtual event scheduled for 27 

October 2020. 

 

The Complainant highlighted the following claims/statements from the “White Paper”:  

• “Five Triggers that Indicate Sage is Failing Your Business";  

• “Best Practices for Transitioning Away From Sage”; 

• “Sage was designed for an era when companies could wait until the end of the 

month to get the data they need. That’s not the case today – consolidated views 

and up-to-the minute reporting can make the difference between thriving and 

barely surviving”; and 

• “As businesses grow, they have to use multiple manual processes to augment 

Sage”. 

 

The email communications contained the subject line: “Outgrowing Sage? Switch to the 

World’s #1 Business Software”. The invitation to the webinar on 27 October had the same 

subject line, and the webinar was titled: “Learn why over 900 businesses switched from 

Sage to NetSuite”. It also stated the following: 
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Some of the other claims/statements highlighted by the complainant are: 

 

 

Complaint 

The Complainant submitted, in essence, that the claims/statements being made in these 

documents are misleading and disparaging of Sage. 

Response 

The Advertiser, in its response to the complaint, confirmed that it has pulled the 

advertising campaign from South Africa. 

Application of the Code of Advertising Practice 

The following clauses were considered in this matter: 

 Misleading claims – Clause 4.2.1 of Section II 

Disparagement – Clause 6 of Section II 

Decision  

Having considered all the material before it, the Directorate of the ARB issues the 

following finding. 

Clause 8.5 of the Procedural Guide to the Code of Advertising Practice states, inter alia: 

“If, in response to a complaint, the respondent voluntarily undertakes to withdraw or 

amend the advertising complained of, and notwithstanding the fact that the 
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advertising has run its course, the Directorate may, at its own discretion, record the 

voluntary undertaking as a ruling.” 

The Directorate is satisfied that the withdrawal of the campaign from the South African 

market addresses the Complainant’s concerns. 

The Advertiser’s undertaking is accepted on condition that this campaign, including 

the claims/statements highlighted herein, are not used again in future. 

The Advertiser’s attention is drawn to Clause 15.5 of the Procedural Guide. 

The Advertiser is strongly advised to familiarise themselves with the advertising 

regulations in South Africa, and in particular the provisions of Clause 7 of Section II of the 

Code of Advertising Practice, as well as the provisions of the Trade Marks Act. 

 

 


