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Age of anxiety
‘Bloomberg, ranked South Africa as the second “most 
stressed out” nation in the world, following Nigeria.’ 

- Mail & Guardian 2016

‘Consumers are obviously under pressure. Slow economic 
growth has left them with less money in their pockets and 

commodity prices are the highest in 20 years’ 
- www.supermarket.co.za

‘(SA) households whose debt levels are equal to almost 
three-quarters of their disposable incomes.’

-fin24 2015



A pressured consumer
“Due to higher prices (inflation averaged 5.4% past five years, 6.4 % in 2016) and low real 
growth in wages (averaging 1.3% past five years). 

To buy what they need, many South Africans have had to dig into savings or make 
purchases on credit.”

- McKinsey Global Consumer Sentiment Survey 2016

“2016 Old Mutual Savings and Investment Monitor tracks shifts in financial attitudes and 
behaviours of SA’s working metropolitan population. 

The survey found that just under 63% describe their level of financial stress as 
overwhelming or high, and half of respondents are saving less than they were a year 
ago”

“A staggering 38% of South African working mothers feel as though they are stretched 
beyond breaking point”

- Destiny/ Pharma Dynamics 2015



A RESILIENT CONSUMER
“SA’s middle class are highly motivated, 

68% are more optimistic than five years ago.”
- UCT Unilever Institute, 4 Million and Rising

“70% of young South Africans conveyed a 
sense of hope about the country’s future, 

regardless of the criticisms stacked against it.”
- Project Matchstick (FNB)

“We did not make it, that is not the reason for 
(our) children to be left behind.”

- UCT Unilever Institute, The Majority Report



‘SA’s mid-market consumers and shoppers have no desire for 
middle-ground offerings.’

- Brands in a changing SA, Yellowwood 2014

High expectations

“The ‘Expectation Economy’ is inhabited by experienced, well-
informed consumers who have a long list of high expectations that 

they apply to every good, service and experience on offer.”
- Trendwatching.com

‘I think that being middle class is being established, you have 
options, you can choose your future and your path. You’ve created 

an environment that’s conducive to your desires and wants.’
- UCT Unilever Institute, 4 Million and Rising
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SEEKING FULFILLING 
EXPERIENCES

‘South African women have moved a significant step away from their 
mothers’, driven by an awareness of their potential. The things she 

buys help her build the picture of her perfect world. ’
- Added Value 2014 ‘What Women Want’

“There is a growing confidence among South African consumers 
that they no longer have to compromise even with limited funds. ”

- Stephanie Matterson, MD KLA Research



“PriCe vs. product  
It’s bulls**t”

- Ken Murphy
MD, Alliance Boots



COMPROMISE



“Everybody, no matter what LSM, wants value. And you want value in 
the right article. I might want to spend more on a suit with a great cut, 

but when I buy a T-shirt or essentials I want great value. 
Everybody expects value these days."

- CEO, Woolworths

Modern Value Seekers



Modern Value Seekers



ALLEVIATE & ELEVATE
(functional) (emotional)

“This is a time of massive and potentially disruptive change. 
As customers become accustomed to the ease, elegance and 

intuition of the Apple/Amazon ‘experience’, they want the 
same accessibility, transparency and responsiveness from 

other products.”

- PWC , Life insurance 2020: Competing for a future



purpose



“We’re in the business of helping 
people lead healthier lives.”

- Adrian Gore



FINDING YOUR ENEMY
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Building your brand
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FINDING YOUR OPEN SPACE







Owned and earned, not just paid
stronger







CONSISTENCY
stronger
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