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size of the SA marketsize of the SA market



Population projections, 1996 - 2021
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POPULATION OF SOUTH AFRICAPOPULATION OF SOUTH AFRICA

Whites, 
11.7%

Asians, 
2.5%

Blacks, 
77.4%

Coloureds
8.4%



Household expenditure in South Africa

Housing & electricity, 
22.1%

Other, 24.7%
Transport, 8.7%

Income tax, 12.5%

Food, 19.7%

Medical & dental, 4.1%
Clothing & footw ear, 

4.1%Insurance & funds, 
4.1%



PRODUCTS WITH MOST STATUS OVERALL

65.3%

10.2%8.2%
16.3%

Cars
Cell phones
Clothes
Other





PERSONAL DISPOSABLE INCOME PER PERSONAL DISPOSABLE INCOME PER 
CAPITA BY PROVINCECAPITA BY PROVINCE

Northern Province

Eastern Cape

North West

KwaZulu-Natal

Mpumalanga

Free State

Northern Cape

Western Cape

Gauteng

South Africa

R6 021

R7 792

R9 693

R10 592

R11 088

R12 334

R12 481

R20 777

R25 986

RAND
R13 502



Household debt to disposable income of households
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Household saving to disposable income ratio
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SA Imports





SA Exports





MINDERS IN SOUTH AFRICAMINDERS IN SOUTH AFRICA

OLD SOUTH AFRICA                         (18%)OLD SOUTH AFRICA                         (18%)

NEW SOUTH AFRICA                        (28%)NEW SOUTH AFRICA                        (28%)

EMERGING EMERGING –– EMPOWEREDS          (13%)EMPOWEREDS          (13%)

STILL DISADVANTAGED                   (40%)STILL DISADVANTAGED                   (40%)



The new South Africa – attitudes towards the future

WORRIED ABOUT LIFEWORRIED ABOUT LIFE

Opportunity
(27%) Young worriers

(20%)

Positive about future Negative about future

Future positive
(31%)

SA pessimists
(20%)

Hedonistic



Consumer trends in South AfricaConsumer trends in South Africa



SUMMARISING TRENDSCAPES INTO SUMMARISING TRENDSCAPES INTO 
THE SIX KEY MACRO TRENDSTHE SIX KEY MACRO TRENDS

Includes trends such as Includes trends such as ““fast lanefast lane”” and and ““staying upstaying up””Surviving the rat raceSurviving the rat race

Includes trends such as Includes trends such as ““community fortresscommunity fortress”” and and 
““family fortressfamily fortress””

FortressingFortressing

Includes trends such as Includes trends such as ““black prideblack pride”” and and ““consumer consumer 
powerpower””

ItIt’’s my rights my right
(Entitlement)(Entitlement)

Includes trends such as Includes trends such as ““belongingbelonging”” and and ““minimini--
sizingsizing””

Keeping inKeeping in
(Belonging/grouping)(Belonging/grouping)

Includes trends such as Includes trends such as ““edgewalkeredgewalker”” and and 
““simplificationsimplification””

Make it mine  (and save me time)  Make it mine  (and save me time)  
((CustomisationCustomisation and time and time 
consciousness)consciousness)

Includes trends such as Includes trends such as ““soap worldsoap world””,  ,  ““catching upcatching up””
and and ““I want it all;  I want it nowI want it all;  I want it now””

Getting Getting ““the lookthe look””



BODY BEAUTIFUL TRENDBODY BEAUTIFUL TREND

Fast growing in SAStarted in 1980Global trendLSM 6 – 8
Fear of obesity – image is everything

Products that appeal to their need for the “body 
beautiful” – gym memberships,  energy drinks,  health 
foods,  high-potency supplements,  lifestyle magazines, 
etc.

Products
Young emerging market – middle to upper class youthTarget

Credit-based, little capital – lifestyle funded by salary
Stressful – fear of losing everything

Negatives

Pride in success
Health focused
Enjoyment of admiration /attention

Positives

Fairly successful
Seemingly affluent
Materialistic
Very image conscious
Diet conscious and body aware

Lifestyle



WHAT ARE THE ORIGINS OF THE WHAT ARE THE ORIGINS OF THE ““BODY BODY 
BEAUTIFULBEAUTIFUL”” TREND,  HOW WILL IT TREND,  HOW WILL IT 
CHANGE AND WHO IS AFFECTED BY IT?CHANGE AND WHO IS AFFECTED BY IT?

oo Growing Growing stongerstonger
in youngin young
emerging marketemerging market
(LSM 6 (LSM 6 –– 8)8)

oo Prevalent amongPrevalent among
affluent andaffluent and
higher sociohigher socio--
economic groupseconomic groups

oo Started in theStarted in the
eighties, gainedeighties, gained
momentummomentum
during the earlyduring the early
nineties butnineties but
really really ““took offtook off””
in late nineties inin late nineties in
South AfricaSouth Africa

oo Expected toExpected to
continue growingcontinue growing
stronglystrongly

oo Global trendGlobal trend
started in thestarted in the
eightieseighties

oo IncreasedIncreased
obsession withobsession with
health andhealth and
beautybeauty

TrendstrikeTrendstrikeTrendlineTrendlineTrendsourceTrendsource



THE “STAYING UP” TREND”THE “STAYING UP” TREND”
Fast growingNew trendSouth African 

trend
LSM 6 - 8

Fear of slipping back – the abyss beckons

▪ Upmarket goods – cars, furniture, houses, schools,
clothing, travel, restaurants

Products

▪ New upper classTarget

▪ Credit-based, little capital – lifestyle funded by salary
▪ Stressful – fear of losing everything

Negatives

▪ Pride in success
▪ Enjoyment of admiration/attention

Positives

▪ Successful
▪ Stylish
▪ Seemingly affluent
▪ Materialistic
▪ Image conscious

Lifestyle



WHAT ARE THE ORIGINS OF THE WHAT ARE THE ORIGINS OF THE ““STAYING STAYING 
UPUP”” TREND,  HOW WILL IT CHANGE AND WHO TREND,  HOW WILL IT CHANGE AND WHO 
IS AFFECTED BY IT?IS AFFECTED BY IT?

Mainly the new Mainly the new 
eliteelite

(LSM 7 & 8(LSM 7 & 8

New arrivals inNew arrivals in
LSM 6LSM 6

Started in the eighties,Started in the eighties,
gained moment duringgained moment during
the early nineties,the early nineties,
and really  and really  ““took offtook off””
after 1994after 1994

Expected to growExpected to grow
stronglystrongly

The New South AfricaThe New South Africa

The redistribution ofThe redistribution of
jobs to the previouslyjobs to the previously
disadvantageddisadvantaged

Economic climateEconomic climate

TrendstrikeTrendstrikeTrendlineTrendlineTrendcourceTrendcource



Total Market : 2004 Volumes vs 2003 Volumes
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TOTAL MARKET- May 2005



Top 7 sellers in SATop 7 sellers in SA

Period: Jan ‘04 Period: Jan ‘04 -- Dec ‘04Dec ‘04
26,983

24,143 23,864

21,378

18,537
16,636

15,292
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SALES – MAY 2005

630FASA
757PEUGEOT

1172TATA
1866RENAULT
2709BMW GROUP
3578NISSAN
4202DAIMLERCHRYSLER
6107GMSA
6110FMCSA
7278VW
9306TOYOTA

VOLUMEMANUFACTURER



Sales- May 
2005

45867TOTAL

1TYCO RENAULT
2FIAT
5ERF

28TYCO DAF
28PORSCHE
45DAIMLERCHRYSLER (FL)
69IVECO
71TYCO INTERNATIONAL
74DAIMLERCHRYSLER (FUSO)
93SCANIA

104VOLVO TRUCKS
121SUBARU
154MAN TRUCK & BUS
223FORD
266NISSAN DIESEL
343DAIMLERCHRYSLER (MB)



SAB VOLUME SHARE OF TOTAL SAB VOLUME SHARE OF TOTAL 
BEERBEER

97%

3% 0%

SAB BRANDHOUSE BEER OTHER BEER

SAB 97.1
B/HOUSE 2.6
OTHER 0.3



SAB VOLUME SHARE OF SAB VOLUME SHARE OF 
ABSOLUTE ALCOHOLABSOLUTE ALCOHOL

62%10%

8%

20%

SAB UNFORTS BRANDY OTHER



SHARE OF COVERAGE OF THE 
THREE CELLULAR NETWORKS

33.5%

15.2%

51.3% Vodacom
Cell-C
MTN Group



Stokvel:
Investment growth

Burial society:
Insurance & security

Resourceful

Burial
Society

46%     38%

LSM 4 - 6

44%     47% 

LSM 1 - 3

Stokvel

LSM 7 - 10

Survival

10%     15%

Informal saving schemes:  Different roles for different people



4%
4%

As a % of 
a total
Monthly
income

Average contribution
Average HH income

8% 9%

4%

5%

4%

2%

3%

2%STOKVELS: TOTAL ESTIMATED INVESTMENT ISR5,61 BILLIONSTOKVELS: TOTAL ESTIMATED INVESTMENT ISR5,61 BILLION

R63    R73        R48       R78       R98    R142   R197    R161      R315      R508
R770 R879   R1 104  R1 534  R2 195 R3 575 R5504  R7427  R10 561 R21 591

Stokvel contributions as a percentage of monthly household income



ACCESS TO THE INTERNET AND PCACCESS TO THE INTERNET AND PC

27 % OF WEB USERS ARE BETWEEN27 % OF WEB USERS ARE BETWEEN
18 AND 2418 AND 24

THE NUMBER OF STUDENTS USINGTHE NUMBER OF STUDENTS USING
THE WEB HAS INCREASEDTHE WEB HAS INCREASED
DRAMATICALLY FROM 6% DRAMATICALLY FROM 6% -- 15% IN15% IN
ONE YEARONE YEAR



Predicted growth rate of the Complementary Market

Most rapid growth rateHerbal product market

R 3 billionMarket share estimated 2005

R 1.738 billionMarket share estimated 2002

12Other

0.7Aromatherapy

4.3Sports nutrition

9.5Slimming

4.8Homeopathic

14.9Herbal

53.8Vitamins & Mineral

% SA Product Segmentation

7%Global growth

6Africa

6Middle East

8EEC
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3.0

050100 percent Extent of role specialisation

●Cleaning 
products

●Kitchenware

●Food●Other
furnishingsWIFE DOMINANT

●Child’s clothing
●Wife’s clothing

● Cosmetics

●Non-prescription 
drugs

● Appliances
AUTONOMIC

● House upkeep

● Husband’s clothing

● Alcoholic bevereges
● Savings objective

● Forms of saving
● Car

● Children’s
toys

● Living-room furniture

● Outside entertainment

● Vacation

SYNCRATIC
● School

● Housing

● Television

● Life insurance
● Other

HUSBAND DOMINANT

1.5



PURCHASING OF FROZEN MEAT

30%

15%

55%

Never
Always
Sometimes







Predicted consumer trends in Predicted consumer trends in 
South AfricaSouth Africa



E-commerce

Second hand cars
Shopping (young generation)
Customer is a click away



BrandingBranding

Marketing strategy of the moment



Market segmentationMarket segmentation

Market segmentation changed:
Phase 1

- Geographical
- Demographics
- Psychographics

Phase 2
Consumer behavior



Other trendsOther trends
Growth in personal health products
Personal savings are going to decline
Working wives/mothers
Pre-packed meals
Bread instead of maize/porridge
More or less similar buying behavior of  gender groups 
Metro man (new market segment)
Businesses will use size/power to dominate the market.  
JV’s will increase to keep competitors and to get access 
in distribution systems.



Other trends Other trends -- continuecontinue
Consumers are looking for more product/service 
information
Consumerism is here to stay
Consumers are:
-Looking for value for money
-Zone of tolerance will decline

-Loyalty will decline due to an increase in 
competition
Consumers want to “associate” with specialists.  
They are willing to pay but they want value for 
money.



Other trends Other trends -- continuecontinue

Foreign competitors will increase JV’s 
(ABSA)
Translation of Ads. Is still a problem in SA.
To enter the Sub-Sahara-market SA is a 
good option due to good infrastructure.
Trade marks will stay very important for 
the next 5 years.
Wellness – the trend of the moment



Other trends Other trends -- continuecontinue

Customers will pay more attention to trust 
and confidence than to awareness in their 
buying decision. 
SA consumer convenience oriented (one-
stop-shopping centers)



THANK YOUTHANK YOU
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