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Township residents pay for more than the products and services they use
while balancing low incomes, high inflation and uneven access to
connectivity and staple products. They also absorb the work required to
keep daily life functioning when electricity, water and public services are
unreliable. A power cut can spoil food, change supper and interrupt work.
A dry tap adds the labour of finding, storing or buying water. Expensive
data raises the cost of comparing, applying, banking or buying online.
Each disruption demands another plan.

That hidden expense is the GOST OF COPING. It is paid in money, time, food,
attention, opportunity and stress. It also shapes what people buy, where
they shop, how they save, which risks they take and which brands earn a
place in daily life.

Since the first edition in 2021, the Township CX Report has traced the
growing influence of township communities on South African commerce
and culture.

THE TOWNSHIP IS EVERYWHERE challenged the idea that townships exist at
the edges of the economy in 2024. BREAKING BOUNDARIES followed local

shopping, financial, food and cultural practices beyond geography in 2025.

This sixth edition turns the lens towards the household and the effort
required to keep it moving.

Responses from 1,600 township residents show how widespread that
effort has become. Electricity outages affect 79% at least once a month,
55% experience monthly water interruptions and 47% live with both.
Service delivery challenges affect stress and decision-making "a lot" for
43% and somewhat for another 31%. Service delivery is among the factors
shaping hope for 34% and hopelessness for 36%.

These pressures place customer experience inside a wider human
experience. The journey begins before a person enters a supermarket,
visits a spaza, opens an app or sees a promotion. It begins with the money
left for the month, the food that can be stored safely, the electricity and
water available to prepare it, the data that can be afforded and the time
required to solve problems that should be routine.

Chapter 1, The Customer Journey Starts at Home,

details how unreliable services change the value of a purchase before and
after the till. A product may be affordable but become costly when it
cannot be refrigerated or prepared. The chapter follows the way outages
fragment the basket between planned supermarket shops, immediate
spaza purchases and food prepared outside the home.
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Chapter 2, Stretching Meals Further than the Rand,

tracks the same calculation through the grocery basket. Households are
protecting foods that support familiar meals, feed more people and work
across several occasions. More residents are buying maize meal and
chicken, while 51% are buying less beef, mince and boerewors. More
affordable everyday products lead household priorities at 61%, while price
influences brand choice for 54% and quality for 53%. The finding is not a
race to the lowest price. It is a demand for dependable value from the first
serving to the last.

Chapter 3, Chasing Value through the Aisles,

maps how residents protect that basket through timing, distance and
retailer choice. While 38% wait for specials or bundles before completing
their main shop, 44% switched stores when prices became too high. Better
promotions and a closer store each influenced 41%. Loyalty remains
possible, but the saving must survive the cost of reaching the store, finding
the product and completing the shop.

Chapter 4, Putting Hope on the Line,

follows limited money into two very different financial systems.
Stokvels use time, rules and collective accountability to prepare for
known expenses. Betting offers the possibility of a faster return while
putting money at risk. Stokvel membership stands at 34% and gambling
participation at 50%, while 55% of stokvel members also gambled.

The overlap challenges any simple division between savers and

bettors, and asks platforms to understand the full household effect of
every transaction.

Chapter 5, Useful Is the New Visible,

turns to what residents expect from companies operating in these
conditions. While 91% believe businesses should play some role when
public services fail and 84% value an active local presence, only 20% feel
brands help them cope with daily challenges. The gap is not an invitation
for brands to replace government. It is a call to make pricing, pack sizes,
product availability, local participation and community investment more
relevant to the lives around the transaction.

Chapter 6, When Digital Earns Its Data,

explores a connected market that still calculates the cost of participation.
While 66% are online throughout the day, data costs sometimes or very
often stop 37% from engaging with brands. Digital channels earn attention
when they help people compare, order, pay, learn or decide with less
friction. The same standard applies to Al, which 28% use for product
discovery but only 3% list among their most trusted sources. Access may
open the door, but usefulness and trust determine whether people
continue through it.

These six chapters show township residents adapting with speed and
discipline without romanticising the burden of that adaptation. The report
asks brands, retailers, platforms and institutions to understand what each
interaction requires from the household and to reduce that demand
wherever their decisions allow. Residents are already doing the work of
adjusting. The question is whether the organisations seeking their trust
will add to that work or help carry it.
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Township shopping is an ecosystem of formal and informal retail, shaped
by how households move between supermarkets, spazas, butcheries and
independent traders. Price remains central, although distance, available
cash, time, storage and the reliability of household services also influence
where money is spent, what enters the basket and how often people shop.

NielsenlQ estimates that the South African traditional trade sector
comprises around 190 000 outlets, carries approximately R170-billion in
annual FMCG sales and is used regularly by almost 80% of South African
households.” With a channel of that size woven into everyday shopping,
household infrastructure becomes part of the retail environment.

The 2026 Township CX Survey found that 79% of respondents experience
electricity outages at least once a month, 55% face monthly water
interruptions and 47% live with both. Whether caused by network failures,
damaged infrastructure or load reduction, these interruptions affect what
households can store and cook, when they shop and which outlets

remain useful.

' “Traditional Trade in South Africa”, NielsenlQ: https://jo.my/niq170
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POWER FROM

South Africa’s national power grid is in a considerably better position than it was during
the height of loadshedding. Stats SA reports that 90% of households were connected to
mains electricity in 2025, and 69% experienced no loadshedding or unscheduled
interruptions during the week before they were interviewed. 2

This national recovery has not produced consistent household reliability in township
communities. The Township CX Survey found that 79% experience at least one outage a
month, while Eskom reports that the proportion of its customers affected by load
reduction has declined from 23% at its peak to approximately 7%. National generation
can improve while local interruptions continue to affect cooking, trading and product
use. More than one million customers have been removed from load-reduction
schedules, although work to improve the grid continues in the Eastern Cape, Gauteng
and KwaZulu-Natal.3

2 “General Household Survey 20257 Stats SA: https://jo.my/ghs25
3 “Eskom maintains stronger system performance”, Eskom: https://jo.my/elk3jl
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In a typical month, how many times do you experience How much do service delivery challenges
electricity outages (load reduction or power cuts)? impact your stress and decision-making?

O

- 1-A5times  8.2%

O eotines 8%
16-20 times 2.4%

T

With 31% losing power once or twice in a typical month and a further The strain is evident in how residents describe their levels of stress and
29% reporting three to five interruptions, outages are close to weekly hope. Poor service delivery affects the stress and decisions of 44% “a lot”,
for a large segment of residents. Repeated disruption creates a while another 32% feel the effect somewhat. When asked what would
planning burden that extends well beyond the hours without make them more hopeful about the future, 34% selected better service
electricity because households must continually decide when to cook, delivery, while 36% identified poor service delivery as something that
shop or use products that depend on refrigeration. These homes are currently contributes to hopelessness. Reliable services are evidence that
constantly required to change their plans rather than recover from a life is becoming more manageable, while repeated failure reinforces the
rare inconvenience. notion that households must keep solving the same problems
themselves.

“National power recovery can coexist with monthly outages for 79% of township residents.”
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Electricity interruptions affect 79% of both women and men, rising to
83% among respondents aged 45 to 54 and 81% among those aged 35
to 44. The scale of exposure shows that unreliable power affects a broad
range of residents, although it is highest among age groups that are
more likely to balance work, dependants and household purchasing
decisions. For these residents, an outage can mean deciding whether to
change the evening meal, protect what is already in the fridge or spend
scarce money replacing food that can no longer

be used.

Among the larger provincial samples, monthly outages range from 84%
in the Eastern Cape to 72% in the Free State. The implication for brands
and retailers is national in scale but local in effect, as shopping
behaviour depends on outage frequency, duration and the alternatives
available nearby. Brands that treat outages as an external public-service
issue risk overlooking the conditions that shape the decisions of

their core household buyers.




FRIDGES AND DEVIGES
SUPPORT LIVELIHOUDS

Among residents experiencing electricity interruptions, 46% buy fewer fresh
or perishable foods that require refrigeration. The share rises to 51% where
outages last four to six hours and 63% where they last seven to ten hours.
Affordability is judged at the till and again at home, where meat, milk,
vegetables and leftovers lose their value if they cannot be preserved.
Products that can be used quickly, stretched across several meals or stored
without continuous refrigeration become more practical.

Familiar shelf-stable products offer certainty when household routines are
disrupted. Mongezi Mtati, Senior Brand Strategist at Rogerwilco, sees this
reflected in the way people plan for difficult periods.

“When electricity or water outages affect township homes, people often return

to familiar brands and products. The usual can of pilchards, sardines or baked
beans may already be set aside as backup, while other fallback options become
part of the grocery list. The brands people remember in these moments are
those associated with getting through hard times and trusted to be dependable.”

42025 Township CX Report: https://jo.my/tcx5

When electricity outages happen, how many hours
do they usually last at a time?

1-3 hours
- 4-6 hours

35 2o . 7-10 hours
More
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THE SPAZA AS A PRESSURE VALVE

Supermarkets and spazas often serve different shopping missions rather A further 12% plan shopping around the expected availability of
than operating as simple substitutes. A supermarket may win the planned electricity. The split shows that infrastructure failure does not move
main shop through price, range and promotions, while an outage around spending in just one direction. It fragments the basket and reallocates
supper time creates an immediate need that may be difficult to meet at a spend according to the household’s immediate mission.

distant store or shortly before closing.
Proximity gives households another way to manage outages, allowing

Among residents experiencing electricity interruptions, 14% shop more at them to buy for an immediate need rather than keep larger quantities of
local spazas for smaller items and another 14% move more of their food at home. This builds on the 2025 finding that 18% had increased their-
shopping to supermarkets with reliable power. “When electricity is " spaza shopping. '

unstable, we see shopping behaviour change quite quickly. More people

spend time outside their homes and demand shifts towards smaller,

immediate-use products.” His experience points to increased demand for 4
snacks, cool drinks, single-unit noodles, smaller packs of maize meal, salt,

spices and washing powder, as well as candles.

The shift, according to Bongani Mabuza, is not limited to essentials. He also reports

increased demand for small premium treats such as higher-priced biscuits and

chocolate. This suggests that the smaller outage-driven basket is not purely about

minimising spend. Immediate affordability can coexist with small moments of

indulgence, even while households are adapting to disruption. |




OF DRY TAPS

Stats SA’s General Household Survey 2025 found that 56% of South African households
experienced water interruptions, closely aligning with the 55% recorded in the 2026
Township CX Survey. The frequency varies considerably, with 14% experiencing more
than ten interruptions in a typical month and 39% reporting between one and four.

In a typical month, how many times do you experience water outages in your area?
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When water outages happen, how long do they usually last at a time?

KwaZulu-Natal records the highest prevalence in the township
survey at 62%, followed by the Free State at 60% and Limpopo at
58%. A dry tap in these households may interrupt several lives at
once, from children preparing for school to adults getting ready for
work and older relatives requiring care.

Water interruptions affect 61% of residents aged 45 to 54, 58% of
those aged 55 to 64 and 57% of people aged 35 to 44. Of those who
experience water interruptions, 25% say they typically last four to
eight hours, and 78% of this group face one to four such
interruptions in a typical month. Losing water for several hours
repeatedly can disrupt cooking, cleaning and washing while
forcing households to find, store or buy water, transferring part of
the labour of service provision to the home.
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WHAT BRANDS AND
TAILERS CAN CONTROL

Brands and retailers have limited control over municipal or network failures, but they
have considerable control over how much friction their products, stores and
communications add to township homes. The higher expectation among residents
facing both electricity and water interruptions shows that usefulness is judged most
closely where the burden is greatest.

R

Product teams can consider formats that need less water or cooking time, keep for
longer after opening, divide easily across meals and remain practical in smaller
quantities. Commercial teams can use pack sizes and promotions to support more
frequent, lower-value shopping trips without making the customer pay an excessive
premium for buying less.

The customer journey starts at home because household conditions determine which
needs become urgent, which products remain practical and which outlet is worth
reaching. Infrastructure is not an issue sitting outside marketing. It shapes demand,
channel choice, product use and the standards by which brands are judged.
Organisations seeking growth in township markets need to reduce the cost of daily life
wherever their products, services and decisions allow.




Infrastructure reliability changes demand.

With 79% experiencing monthly electricity interruptions and 55% facing water
outages, distribution and activation decisions should reflect local service
conditions rather than national averages.

Protect value after the purchase.

Fresh and perishable purchases decline among 46% of residents facing outages,
rising to 63% when interruptions last seven to ten hours. Affordability depends
on whether a product can be stored, prepared and used before its value is lost.

Plan around different shopping occasions.
Among residents facing outages, 12% change their shopping habits. Brands must
serve both the planned shop and the urgent top-up.

Design accessible digital journeys.
With 66% online throughout the day, reliable power supports work, trade and
study. Digital journeys should use little data and be easy to access.

Localise the response.
Monthly electricity interruptions range from 84% in the Eastern Cape to 72% in
the Free State. National strategies need locally-informed execution.
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R THAN THE RAND

South African households are carrying the accumulated pressure of food, transport,
electricity and other essential costs, even as the rate of food inflation begins to ease.
Pietermaritzburg Economic Justice and Dignity (PMBEJD) calculated that transport

and electricity absorbed 63% of a full minimum wage, leaving a 51% shortfall against the
cost of a basic nutritious food basket for a family of four.> That pressure explains why the
grocery basket is being rebuilt around foods that can feed several people, work in more
than one meal and justify the money required to keep them in the home. %

That negotiation is evident in the latest township household findings. More affordable
everyday products would make the greatest difference to 61% of respondents, while 54%
say price influences their brand choices. Quality is important to more than half (53%) of
respondents, which indicates that households are not just chasing the lowest price. As

~ highlighted annually, products must still deliver taste, familiarity, enough portions and
confidence that the household can use everything in the proverbial trolley.

-

5 “Household Affordability Index, June 2026”, PMBEJD: https://jo.my/pbmrsh »
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BALANCING

The latest Stats SA research found that headline inflation rose to a The 2025 Township CX Report found that 39% of township residents
two-year high of 5%, even as food and non-alcoholic beverage inflation switched brands when grocery prices increased.” This year’s findings
slowed to 1.6%. Maize meal and white rice were cheaper than a year reveal a deeper adjustment, with households changing the structure of
earlier, but households experience the cost of the complete meal and the meal as well as the brand. Brand switching remains part of the coping
the wider journey required to put it on the table.® A cheaper staple offers strategy, but the more fundamental decision is which foods remain useful
limited relief when protein, transport, electricity or the remaining enough to protect.

ingredients remain expensive, which means brands cannot judge

affordability through an isolated price reduction. ¢ . . :
“Quality trails price by one point,

challenging the idea that affordability

. S L
Mervyn Abrahams, PMBEJD and Dignity Group, sees the same means choosmg the cheapest option.

pressure in their Household Affordability Index.

“Food affordability is shaped by the wider household budget, not
food prices alone”, he says. Food spending competes with
transport, electricity, schooling, debt repayments and

communication, meaning what remains after these obligations

ultimately determines what households can put towards food. As
Abrahams puts it, “Food inflation is therefore best understood as
part of a broader cost-of-living and household survival challenge.”

6 Statistics South Africa, “Inflation rises to a two-year high”: https://jo.my/p1x8k
72025 Township CX Report: https://jo.my/tcx5
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Products that can support familiar meals repeatedly are gaining ground, For food brands, the findings shift the conversation from pack size and
with 60% buying more maize meal and milk, 59% more fruit and price to the meals every product enables. Maize meal and rice can carry
vegetables, 58% more bread and 54% more rice. Although these foods different proteins, vegetables and even occasions, while bread and milk
perform different roles, they share the ability to support repeated meals move between breakfast, school needs and quick meals. A product may
or meet several needs within the household. Their value lies in how many cost less than its competitor but offer poorer household value when it
meals they can support, how many people they can feed and how few supports fewer portions or requires several additional ingredients.

additional ingredients the household needs to buy.

Over the past 12 months, how has your buying
of the following items changed? [Maize meal]

That pattern is also evident in The Grocery Basket of the Main
Market, research co-created by MoyaApp and Hibirism across
2,500 South African households. Maize meal remained in 88%
of baskets and cooking oil in 84%, while 59% reported a
cultural attachment to their maize meal brand. Donald
Mokgale, CEO of MoyaApp and Director of Hibirism, argues that

this shows households are not cutting the basket evenly:
“They’re protecting specific categories on purpose.” These findings
also suggest that what survives is not only determined by price. In
some categories, familiarity and heritage continue to influence
what households protect.
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PROTEIN FOLLOWS THE
QUSEHOLD BUDGET

Families are preserving the role of protein while changing what it costs,
with 51% buying less beef, mince and boerewors and 60% buying more
chicken. Almost a third, 31%, report doing both. The combined movement
is strongest among respondents aged 35 to 44, where 34% are reducing
beef, mince and boerewors while increasing chicken, placing the trade-off
among an age group often balancing several household needs.

Showing how this pressure translates into everyday township choices, Neo
Moleko-Siphayi of Moleko Meat Company in Pimville told Sowetan that
“people are buying more liver instead of brisket or roast beef because it’s
cheaper”. He has also seen stronger demand for less expensive chicken
cuts, showing how households are preserving protein by changing its form
and cost rather than removing it from the meal.8

8 “Consumers rethink meal plans as beef prices soar”, Sowetan: https://jo.my/jk7tx

Over the past 12 months, how has your buying
of the following items changed? [Meat]
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Canned food divides the basket evenly, with 42% buying more and 42%
buying less. Demand is slightly stronger among residents facing both
electricity and water interruptions, where 45% are buying more canned
food compared with 39% of those experiencing neither.

The difference suggests that storage stability becomes more valuable
when household services are unreliable, but the overall split shows that
convenience does not guarantee broad category growth.

Over the past 12 months, how has your buying
of the following items changed? [Canned foods]

RACE AND PREPARA

Canned fish, beans and vegetables solve different meal needs, carry
different price points and require different accompanying ingredients, so
the format earns its place only when the specific product completes a useful
and affordable meal.

As Chapter 1: The Customer Journey Starts at Home establishes, a product
can lose value after purchase when it cannot be stored or prepared reliably.
Brands should understand the meal and household circumstances their
product serves rather than treating a long storage life as the entire value
proposition.

Outages can make the spaza shop part of household contingency
planning. Mongezi Mtati, Senior Brand Strategist at Rogerwilco,
describes how replacement spending can take food from another
meal. “Spazas are usually where people go for a few daily essentials
or a quick top-up. With electricity outages so common in townships,

that top-up becomes part of the plan as residents buy smaller basics
to replace the cooked supper they had intended to make from
ingredients bought earlier in the month. This adds stress when a
low-income household may not have cash readily available, and
bread intended for school lunches can end up becoming supper.”
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THE VALUE OF

VERY MEAL

Food brands and retailers need to consider the full cost of use, including Chapter 3, Chasing Value through the Aisles, explores how residents use
the pack, additional ingredients, preparation time, water, electricity and promotions to manage these pressures. Bundles should reflect meals
the risk of waste. A lower shelf price may still represent poor value when people actually prepare and reduce the number of additional purchases
the family cannot finish the pack, preserve what remains or afford what is required, rather than grouping products simply to increase basket value.
needed to turn it into a meal. The brands that remain in the home will be those that preserve quality

while helping families control portions, combine products across meals
and carry value from the first serving to the last.




1

2.

3.

Make everyday affordability count.
More affordable everyday products would make the greatest difference to 61% of respondents.
Savings need to reduce the cost of building meals with the ingredients needed, not isolated items.

Build around the protected basket.
With 60% buying more maize meal, milk and chicken, availability and value should be strongest in
the foods families are working hardest to retain.

Compete on meal yield.
Price influences 54% of respondents and quality matters to 53%. Show how many people, portions

and meals the product can support.

Follow the protein.
While 51% buy less red meat, 60% buy more chicken. Cuts, pack sizes and promotions should
reflect how families divide protein between meals.

Treat canned foods as meeting different needs.
With 42% buying more canned food and 42% buying less, value must reflect the specific product
and the meal it completes.
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Evidence of more deliberate spending also appears in the 2026 Visa and
- Discovery Bank SpendTrend survey, where rewards and benefits had
become a more active part of household spending for 54% of the credit

card holders surveyed, up from 36%. While the study tracks a
higher-income market, it captures a similar effort to make existing
resources work harder, with Discovery Bank CEO Hylton Kallner describing
households using rewards and budgeting tools "to stretch what they
already have". The township version of that discipline carries a far narrower
margin for error.



https://jo.my/l7a2o

NAITING 15 A PLAN

Township residents aged 25 to 54 are the most likely to organise the main
shop around an offer, with 41% waiting for a special or combo before
buying, compared with 22% of those aged 18 to 24. The youngest group
(18-24) is more likely to use the nearest store. Our data shows that 38%

favour proximity, while also being more inclined to weigh prices and travel
costs when shopping.

The practical value of waiting for deals and combos changes throughout
various life stages. Respondents aged 25 to 54 may be managing larger,
more structured shopping trips around income cycles.

This makes the wait a more deliberate way of adding more to the basket.
By contrast, younger shoppers may be completihg smaller or more
immediate purchases, while older shoppers may prioritise proximity and
convenience over timing.

The pattern is stronger where household services are unreliable, with 53%
of residents facing more than 10 water interruptions in a typical month
waiting for a special before doing the main shop, compared with 33% of
those who experience none. As Chapter 1, The Customer Journey Starts at
Home establishes, households that already plan around-conditions they
cannot control appear to apply the same planning to price. |

-

Suzan Losaba, Founder and Managing Director of Field & Insights
Africa, sees this behaviour as households calculating the total
cost of completing a shopping mission rather than looking at just
the shelf price.

“This includes transport, time, product availability and the risk of
making an additional trip.” She observes households consolidating
planned main shops around payday or worthwhile promotions, while
using the closest retailer for urgent essentials and smaller top-up
purchases. Others divide the basket, moving particular categories to
whichever retailer offers the strongest value.
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People who wait for specials before doing their main shop purchase
supermarket combos at almost the same rate as those who do not wait, at
79% and 78% respectively. While promotions influence brand choice at 38%
and 39%, waiting rates among women and men also differ by only one
percentage point. These small gaps suggest that the key distinction is not who
responds to promotions, but when they act on them. Among all the township

residents surveyed, there is a timing strategy applied within the same shopper
base rather than a separate promotional shopper segment.

Suzan Losaba's observation helps explain that distinction:
“Waiting for a special does not necessarily mean greater promotional
participation; it often reflects when households can afford to act.” The
promotion therefore influences not only what enters the basket, but
when the household is able to commit to the shop.

“The key distinction is not who responds to
promotions, but when they act on them.”




BRANDS STAY, STORES CHANGE

Movement between retailers does not necessarily mean movement away from brands. Trust in the
brand influences brand choice for 42% of respondents, ahead of promotions at 39%, which suggests
that households are protecting the products they prefer while changing the conditions under which
they buy them. The 2025 report found that 39% of residents switched brands when grocery prices
increased, whereas this year's movement has settled at store level, with 44% changing where they
shop because prices became too high and 41% moving towards better promotions elsewhere.

The distinction between where people shop and what they shop for is very significant
in township retail, as previous Township CX Reports have continually proven. Brian
Makwaiba, Managing Director of Vuleka, sees supermarkets and spazas serving
different moments rather than necessarily competing for the same basket.

“The supermarket is for the big monthly shop, the stock-up trip,” he says, while the spaza
serves needs such as “tonight's cooking oil, tomorrow's bread, or a R10 airtime voucher
when your data runs out at 10pm.”

In that moment, proximity has a value of its own. Makwaiba argues that the shopper
Is not necessarily comparing the price of every item with a supermarket several
kilometres away; the calculation can include the distance travelled, the immediate
need and the relationship with a local retailer. As he puts it, “That's two different
baskets serving two different moments in the customer's week.”
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According to Stats SA’s General Household Survey, transport remains one Price pressure is judged locally rather than nationally, cited as a reason for

of the most significant household expenses, accounting for 15% of total switching by 50% of respondents in KwaZulu-Natal and 48% in the Eastern
consumption expenditure nationally and ranking as the third-largest Cape, while Gauteng matches the national figure (44%) and the Western
expenditure category, while taxis are used by 24.3% of workers travelling Cape falls to 40%. Proximity shows far less variation, sitting at 41%
to work.'0 A saving of R20 across a basket can disappear when the trip nationally and 41% in the five largest provinces. The order of these reasons
costs more than the saving, when the advertised item is out of stock, or varies, and in some provinces distance moves ahead of price, which makes
when the shopper has to make a second journey for what the store could promotions and discounts regional decisions rather than national ones.
not supply.

“A R20 saving can disappear on In the past 12 months, which of the following

have led you to switch where you shop?

the trip taken to collect it.”

Price is not the only trigger for switching, with product availability
contributing for 29% of respondents and safety or transport concerns
forming part of the decision for 23%. Residents are assessing whether a
retailer can supply the products they need, at a worthwhile price, in a
location they can reach without eroding the benefit, which makes
distribution and stock decisions as commercially significant as the
promotional price itself. Losaba describes this as “active basket
management”, with shoppers balancing savings against convenience and
certainty by changing the timing, location and composition of each shop.

 Product availability issues

10 Statistics South Africa, “Transport Month: Key Data and Sector Insights”: https://jo.my/pxvpv

36


https://jo.my/pxvpv

iy

As Chapter 2, Stretching Meals Further than the Rand
highlights, food value depends on what the household
can make and what else must still be purchased. A
combination provides genuine value when the household
planned to buy the products and when the quantities can

be used before they spoil.
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Combo purchases are also spread fairly evenly across the leading supermarket
groups. Among the residents who buy them, SPAR accounts for 17%, Checkers
16%, Boxer 15% and Pick n Pay 14%. The narrow margin between them shows
no clear dominance, with shoppers spreading purchases among familiar outlets
instead of concentrating them in one place. This creates an opportunity for
brands to secure a place in combos within several retailers, while retailers can
build stronger preferences through combinations that meet household needs
and communicate a clear saving.
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Promotional communication now forms part of the route between
planning and purchase, with 25% citing offers seen on social media as one
of the factors that led them to switch stores. As Chapter 6, When Digital
Earns Its Data develops, that search is carried out on data the household
has already paid for, so an unclear or expired offer wastes money before
the shopper reaches the store.

For township retailers, however, communication is only as useful
as the supply chain behind it. Makwaiba says the customer
experience at a spaza shelf can be determined long before the
customer enters the store. A shopper may see a national brand

promotion on TV or a flyer only to find that the product or deal is
unavailable at the local spaza. “That advertised deal was created by
a brand's marketing team in Sandton, but the supply chain that gets
it to a township shelf is fractured, slow and expensive.”

THE WORK OF FINDING VALUE

Many independent retailers do not buy directly from manufacturers
and instead rely on wholesalers, which can affect their access to
promotional stock and pricing. For brands, this turns distribution

into part of the customer promise. Advertising an offer creates an
expectation, regardless of whether the final retailer controls the
supply chain required to fulfil it.

Retailers must make the price, promotional dates, participating branches,
purchase limits and stock availability clear enough for residents to decide
whether an offer justifies the journey. More affordable everyday products
are the change respondents want most, selected by 61%, although the
strongest response extends beyond permanent discounting to transparent
comparisons, useful combinations, smaller packs and rewards that reduce
the cost of products households repeatedly buy. Value becomes credible
when it can be used in practice without forcing people to keep searching,
travelling and improvising.
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Make promotions possible to plan around.
With 38% arranging the main shop around an offer, retailers should publish dates,
participating branches, purchase limits and the savings of separate purchases.

Count the journey in the savings.
Transport concerns contributed to switching stores for 23% of respondents. A promotion that
cannot be reached and completed in one trip returns less to the household than it advertises.

Build combinations around meals.

With 78% buying supermarket combos but fewer than one in ten buying meal bundles, the
distance between participation and meal relevance is the clearest growth opportunity in the
category.

£

Treat availability as part of the promise.

Availability issues contributed to switching stores for 29%. An advertised deal creates an
expectation, so promotional planning must extend from the campaign to the shelf, with
realistic stock allocation and clear communication where offers are unavailable.

Permanent discounting erodes brand.

With trust influencing brand choice for 42%, ahead of promotions at 39%, permanent
discounting erodes an advantage brands already hold. Lower the cost of trusted products
instead of teaching households to buy only on promotion.
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THE LiNE

Saving and gambling move limited money towards very different versions of
hope. A stokvel protects regular contributions for a purpose the group has set
and accepts that progress will be built over months, while a bet puts money at
risk for an immediate return. Where essentials leave little room to set anything
aside, a faster outcome can look as reasonable as a slower one. Some residents
use stokvels, some place bets and many do both, which makes this less a choice
between hopeful and hopeless people than the ordinary tension of managing
tight finances.

The first three chapters show how much work limited income is already doing
before any amount can be set aside. Households plan around unreliable
electricity and water, rebuild meals around foods that stretch further, and
change stores or shopping times to protect the basket.

The national labour market frames that squeeze, with official unemployment at g
32% in the first quarter of 2026 and the expanded rate reaching 43%.'" The
pressure is evident in the survey, where the lack of jobs and income

opportunities contribute to hopelessness for 50% of residents. Within that

setting, 34% currently belong to a stokvel or group savings scheme and 50%

gambled or placed a bet during the previous 12 months, while more than half of
stokvel members, 55%, did both.

1 Statistics South Africa, Quarterly Labour Force Survey, Quarter 1: 2026: https://jo.my/9m7z
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SAVING AND AGCOUN Y
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The stokvel sector is substantial enough to matter to any financial Research by Dr Akim Tafadzwa Lukwa and colleagues, published in the
institution, with Ipsos estignating more than 800 000 active groups holding Journal of Nutrition Education and Behavior, examined 20 grocery

around R50 billion a year for some 11 million members, most of it outside stokvels in Dunoon and Khayelitsha. Groups of 10 to 30 members

the formal banking system.'2 The 2026 Township CX Survey shows why contributed R200 to R1 500 a month, all under written constitutions,
people join, with saving for a large annual expense the purpose for 61% of and 95% were led by women.'3 Accountability of that kind is social rather
stokvel members, ahead of bulk buying power and funeral or emergency than contractual, since a missed contribution is visible to people the
support at 12% each. An additional 44% say they have contributed for at member will see again and that visibility works in ways that no debit order
least seven years. These are instruments to cover costs that households can replicate.

can see coming, not for building wealth.

Why residents belong to a stokvel Palesa Lengolo, Financial Inclusion Specialist, Stokvel Expert
o 2 3 - . | and Author, sees that accountability as one of the model’s
| FZUA strengths when household finances tighten. “Stokvels
provide more than a savings mechanism; they create discipline,
499 accountability and a sense of collective commitment.” Although
el contributions can come under pressure, she argues that being
accountable to the group can encourage members to continue
prioritising an agreed goal. This helps explain why a system built
around relatively simple financial contributions has remained
durable across generations.

12 “Stokvels remain the untapped ‘human banks’ of South Africa”, Ipsos: https://jo.my/6ie3

12 “From Savings to Nutrition: How Stokvels Currently Oﬁerate and How They Could Enable Nutrition-Sensitive Interventions: A Realist Evaluation in South Africa”, Journal of Nutrition Education and Behavior,: https://jo.my/ulx1w
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14 “More w

ers in SA turn to debt and gambling”, Mail & Guardian: https://jo.my/qlgmb

That resilience is now being tested, with Old Mutual’s 2026
Savings and Investment Monitor recording loans from
mashonisas (informal community lenders), rising from 12%

to 19% in a year, alongside increased borrowing from family,
friends and stokvels.' Stokvels were built to hold money until
an agreed date, not to lend it out in between. As they take on
that second role, they do so under rules the members set
among themselves, with no regulator behind them and no
recourse if a loan goes unpaid.

“A savings vehicle that becomes a lending
vehicle carries a different kind of risk.”’

For financial services platforms, the opportunity is to support
the group without assuming an individual account can
replace it. That means making contributions, approvals and
balances visible, while leaving control with members.
Lengolo adds that technology should “simplify
administration, improve transparency and provide greater
visibility of contributions” without removing the
relationships, agreed rules and collective accountability on
which trust depends. The opportunity is therefore not simply
to digitise saving, but to modernise the mechanics without
stripping away what makes the model work.
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SAVERS AND
TTORS OVERLAP

Saving and betting cannot be assigned to separate customer types. Current stokvel
members were slightly more likely to report gambling than respondents outside a
savings group, at 55% against 47%, though the result describes coexistence and not
motivation. What rises among stokvel members who bet is frequency and not stake,
since 43% bet weekly against 30% of gamblers who have never belonged to a group,
while estimated monthly outlay barely moves.

B

The commercial consequence is that a segmentation sorting customers into savers and
bettors will misplace roughly half of them, because the same person plans for a dated
obligation and still tries a product that promises money sooner. As brands, regulators
and key stakeholders consider product offerings, these nuances should form part of
their logic.




PHONING IN HOP

Mobile access dominates participation, with 89% of residents who
gambled doing so online using a phone. Monthly spend is concentrated at
the lower end, where 42% spend less than R100 and 46% between R100
and R300. That journey runs on data the household has already paid for, a
cost that When Digital Earns Its Data delves into.

Monthly spend among residents who gambled in the past 12 months

That ease of access also changes how betting can fit into everyday
behaviour. Sibongile Simelane-Quntana, Executive Director of the

South African Responsible Gambling Foundation, points out that when
placing a bet becomes “as quick as checking your phone messages or
social media”, small, repeated transactions can easily become normalised.
The individual amounts may appear insignificant while their cumulative
effect remains difficult for households to see.

47



FREQUENCY IS THE FLAG

Read on spend alone, the category looks harmless, since only 10% of
gamblers spend more than R300 in a typical month, a figure that would

place betting alongside airtime in the household budget. Read on frequency,

a different picture emerges. Among weekly bettors, 22% spend more than
R300 a month. Numbers show that higher spend is not spread across the
base, as it is more prevalent among people already betting every week.

“No occasional bettor in the survey spent more than
R300 a month. Frequency, not stake size, is where
exposure begins.”

A study by the market research company Yazi, which polled people who had
gambled online in the previous 30 days, found that 57% had sacrificed at
least one essential item and 29% had borrowed to gamble. In the same
group, 72% described themselves as “in control”, 58% sometimes placed
another bet the same day to recover a loss, and 28% did not know that
deposit limits or self-exclusion existed.'> The gap between a modest stake,
a confident sense of control and the role that money was meant to play at
home is where harm begins.

15 %2026 South African Gambling Impact Study”, Yazi: https://jo.my/gmb26
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Tim Treagus, co-founder and CEO of Yazi, describes this as a self-image
dilemma. “Control, as people describe it, often reflects identity rather than
behaviour.” Someone may continue to see themselves as a responsible
gambler even after betting begins to displace household needs or becomes
an attempt to recover a loss. This makes self-reported control a weak
warning signal when considered on its own.

For operators, the more useful signals may already exist in the behavioural
data generated by the platform. Treagus points to repeated deposits,
shorter gaps between bets, increasing stakes and another deposit
immediately after a loss. “Once someone begins chasing losses, the
opportunity to interrupt the behaviour is brief, while the cost of missing that
moment is carried by the household.” Platforms therefore do not necessarily
need to wait for a customer to identify themselves as being at risk before
introducing friction or support.

Simelane-Quntana similarly cautions against judging risk by the size of
individual transactions. “Because the money leaves in micro-amounts,
families rarely notice the cumulative financial and emotional drain until the
harm is already severe.” In a mobile-first betting environment, she argues
that responsible gambling support should be visible and accessible directly
within these platforms, giving people a non-judgemental route to recognise
warning signs and seek help earlier.
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NOT THE OUNG

Mobile betting turns out not to be a young person’s behaviour.
Participation peaks at 65% among township respondents aged 45 to 54
and 64% among those aged 25 to 34, then falls sharply to 19% among the
55 to 64 group and 4% among 18 to 24-year-olds. Betting is concentrated
in the working middle of adult life, the same ages that Chapter 3, Chasing
Value through the Aisles described as organising the grocery shop
around promotions.

Gambling and stokvel membership move in opposite directions across age

| J___ Gambled in the past 12 months - Belongs to a stokvel

64%

Stokvel membership moves in the opposite direction along the same line,
rising from 15% of the youngest group to 37% of those aged 45 to 54 and
57% of those aged 55 to 64. Gambling falls away at exactly the ages where
stokvel membership climbs, which suggests that the ambition to get
ahead does not fade with age, and what changes instead is the method
people trust to deliver it.
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UNDER STRAIN

Chapter 1, The Customer Journey Starts at Home, shows how financial pressure
interrupts household routines, while Chapter 2, Stretching Meals Further than
the Rand, traces the compromises it creates at mealtimes. Hope follows the
same lines, with the cost of living shaping how hopeful 48% feel and service
delivery shaping hope for 34% and hopelessness for 36%. :

Service delivery challenges affect the stress and decisions of 43% of residents a
lot, rising to 58% among those who gambled against 29% of those who did not.
The comparison cannot establish whether pressure precedes or follows betting,
but it shows that respondents who gambled reported greater strain, making
promises of easy winnings or financial escape particularly sensitive.

The South African Responsible Gambling Foundation treated more than 4 600
people for addiction in 2025, up from 2 600 in 2024. Executive director Sibongile
Simelane-Quntana told Reuters that most South Africans now play out of
desperation more than entertainment, describing a country “trying to gamble
ourselves to prosperity”.1®

The government has since proposed a 20% national tax on online gambling
profits, which puts the affordability question in front of operators whether or
not they choose to answer it.

16 “African states hike gambling taxes as addiction soars, and industry fights back”, Reuters: https://jo.my/m1cg3
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Saving and betting are not equivalent instruments, even when the same person
uses both. A stokvel organises contributions around a purpose and a timetable,
while a bet offers entertainment and the uncertain possibility of increasing what
is available. Mobile betting shortens the distance between financial pressure and
action, where a stokvel deliberately lengthens it, and a loss returns to a budget

already carrying food, transport and family commitments. _ —
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The township customer experience is shaped by what each product makes 7
possible next. That obliges operators, platforms, financial institutions and
advertisers to read the full household calculation and not a single transaction.



Support the goal without replacing the group.

With 61% of stokvel members saving for a large annual expense, digital platforms
should simplify administration and visibility while protecting the group rules and
accountability that keep members committed.

Read frequency together with spend.

Nine in ten residents who gamble spend R300 or less in a typical month, a share that
falls to 77% among weekly bettors, while no occasional bettor exceeds R300 at all.
Operators should surface cumulative deposits, stakes and losses across the month.

Place safeguards in the main mobile journey.

With 89% betting on phones, operators should use behavioural signals such as
repeated deposits and chasing losses to introduce friction, while making limits and
non-judgemental support visible within the main user journey.

Keep entertainment separate from income claims.

Because a lack of jobs and income opportunities contribute to hopelessness for 50%
of residents, advertising should not present odds, bonuses or wins as a credible
answer to financial pressure.

Design around overlapping behaviours.
With 55% of stokvel members also reporting that they participate in gambling, build

for a customer who does both rather than for fixed stereotypes of savers and bettors.
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Brands have long used billboards, large murals, sponsorships
and activations to signal their presence in township
communities. While visibility can build recognition and
familiarity, being noticed is a low threshold for relevance in
communities where households carry the cost of unreliable
services, rising food prices and limited income opportunities.
The 2026 findings suggest that brand presence is increasingly
judged by whether it improves something in people’s homes,
neighbourhoods or local economy.
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Our survey found that 91% of residents believe companies
should play a role in supporting communities when
government services fail, with 68% saying they definitely
should. The expectation extends beyond moments of crisis,
as 84% consider it important for a brand or company to feel
present and active in their community.

The 2026 Edelman Trust Barometer provides important
context, placing South Africa’s overall Trust Index at 54,

a neutral score calculated from average trust in business,
government, media and NGOs. The index rises to 61 for
South Africans in the top 25% of the study’s
household-income distribution, compared with 53 for those
in the bottom 25%.'7 This demonstrates that people do not
experience institutions from the same economic position.

7 Edelman Trust Institute, 2026 Edelman Trust Barometer Global Report: https://jo.my/jol1
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Chapter 1, The Customer Journey Starts at Home, details how
electricity and water outages transfer the cost and labour of

service failure to households, influencing what people can store, =
buy and prepare. The findings do not suggest that brands should ,_

i

replace the state. They indicate that companies earning revenue. =

from township communities are expected to understand the o

pressures residents carry and consider where their products, ks
~ services and capabilities can ease them, while public services
. remain the government’s obligation.
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brands even when they are more expensive because those brands carry less
perceived risk.'® When income is limited or uneven, value includes confidence
that the product will perform as expected and that scarce money will not be
lost on an unsuccessful purchase. Loyalty under pressure is therefore not
necessarily resistance to cheaper alternatives. It can be a way of reducing

uncertainty, particularly for products that a household cannot afford to
replace.

Community involvement can add another reason to retain that trust. When a
brand they regularly buy supports their community, 59% say they are more
likely to continue buying it, while a further 20% become more likely to choose
it over competitors. These responses indicate stated intentions rather than
proof that support directly causes a purchase, yet they suggest that
usefulness can strengthen retention and preference when it comes from a
brand people already know and use.

. Ka‘ﬁtar, The 2025 Mzansi Barometer: https://jo.my/x96h L
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Township residents expect more from brands than they cu rrehtly

experience, with 46% feeling that brands do not make much

difference to their lives and only 20% saying brands help them

cope with daily challenges. A further 24% believe brands make life
more expensive, while 9% say brands do not understand their
reality. The difference between the role people believe companies
could play and the value they experience creates the usefulness
gap at the centre of this chapter.




FROM VIiSIBILI

Communication may partly explain the gap between what township
residents expect from brands and the value they experience in daily life,
with 9% saying they do not notice or hear about brands’ community
support. Greater promotion of community work will not resolve the
deeper problem if the activity does not connect to people’s priorities.

The contrast between the 84% who value local presence and the 20% who
feel brands help them cope suggests that visibility is being achieved more
often than practical relevance.

Which statement best reflects how you feel today?

Y T0 PRACT

iCAL VALUE

Sydney Mbhele, Group Chief Marketing and Corporate Affairs Officer at
Absa Group, describes presence as “being seen”, while usefulness
involves “solving real problems in ways that are authentic to a brand’s
purpose and capabilities”. His distinction emphasises what a company
enables through its presence, rather than how much attention that
presence attracts.

The household priorities identified in our survey give this distinction :
- practical meaning. When asked what would make the biggest difference to

their household, 61% of residents selected more affordable everyday -
products. That was followed by support for local businesses at 34%'and
more consistent availability of products at 32%. A further 23% said®
cheaper data or zero-rated access would make the biggest difference to™

their household, while 19% pointed to smaller or more flexible pack sizes. ﬁ

Rather than separating community value from the commercial offer, these
priorities connect usefulness to the way a company prices, designs and
distributes what it sells, as well as the economic participation it enables
around the product.



Which of the following would make the biggest difference
to your household right now? (Select up to two)

Mbhele describes the most meaningful interventions as “embedded
value-adds that leverage a company’s core strengths”. For a bank, this
could involve improving financial resilience through financial literacy,
accessible savings options and flexible solutions that expand access to
credit. A telecommunications company can create affordable,
context-specific connectivity that supports education, job seeking and
entrepreneurship. This approach aligns with the 23% of respondents who
identified cheaper data or zero-rated access as an immediate household
need. A beverage company can draw on education, product innovation
and safeguards to encourage responsible consumption and reduce
harmful use.

In each example, the contribution forms part of how the business
operates rather than philanthropy sitting beside it. As Mbhele explains,
itis “purpose expressed through products, services and customer
experiences” that creates shared value for communities and businesses.
Connecting an intervention to the company’s capabilities also provides a
reason to remain involved and continue improving it, rather than
withdrawing when a campaign or funding period ends.
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USEFULN

Chapters 2 and 3 detail the discipline behind household shopping
decisions. People are changing what they buy to extend meals, waiting for
combinations and specials before completing their main grocery shop, or
choosing the closest store when time and transport narrow their options.
The 61% asking for more affordable everyday products should not be
interpreted simply as demanding lower prices: a smaller pack can reduce
the amount needed for an immediate purchase, while a larger
combination may provide better overall value when enough money is
available. More consistent product availability can also limit transport
costs and the time spent searching elsewhere, making pricing, pack
architecture and distribution part of the practical contribution brands
make to household resilience.

Dimitri Tsaperas, Group CEO of Network X, says these findings
reflect what the company sees in taxi-rank environments, where
“shopping decisions begin long before people reach the till”. Taxi
ranks bring travel and everyday shopping together, allowing people

to weigh up price and value within their daily routines. OOH can
therefore contribute earlier in the consideration journey, helping
brands reach people while choices are still being formed and
connect their visibility to the products, prices and practical benefits
available when people are ready to buy.

S5 BEGINS WIT

OFFER

The 34% who selected support for local businesses extend usefulness
beyond the household to the economy surrounding it. Procurement

from township businesses, support for traders, local employment and
entrepreneur development can allow more of a company’s investment to
circulate within the communities it serves. Brands can direct more of their
media spend to local media owners, installers and creatives, building
visibility while creating paid opportunities within the community.




FROM AGGESS TO APPLICATION

Six years of working with township communities in Gauteng, KwaZulu-Natal and Limpopo have allowed
Bongani Soko, the Co-Founder of Godlela, to observe how these expectations are changing. In the early
stages of selling fibre connectivity in townships, much of the conversation involved explaining who

internet service providers were and why households needed to be connected. Residents are now more
likely to ask how that connection can pay for itself through income, careers, education and easier ways
to solve community problems.

This movement from access towards application extends beyond telecommunications. It reflects a
broader expectation that products and services should expand what people can earn, learn or
accomplish, rather than simply giving them access to something new.
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USEFULNESS BUILDS
BRAND LEGACY

The 2024 Township CX Report established that residents wanted brands
to understand their lives, address relevant community needs and move
beyond transactional engagement. The 2026 findings turn that
expectation into a more specific operating brief for marketers.

Usefulness is not a social impact layer added after decisions about
products, pricing, distribution and media have been made. It is the
discipline that connects those decisions to the pressures people are
carrying. A brand earns a continuing role in township life when its
investment leaves behind more than recall: a product people can afford,
stock they can find, data they can use or economic value that circulates
locally. Visibility puts the brand in the community; usefulness gives the
community a reason to keep choosing it.










WHEN DiGITAL
ARNS ITS DATA

Earlier editions of the Township CX Report tracked the effects of data costs,
unreliable access and household finances on township residents’ ability to
participate online. The 2026 findings take this further by showing how
connectivity has become part of everyday commerce, work, education

and problem-solving. Although access removes some barriers, households
must still decide whether the data and time spent online will return
something useful.

South Africa’s connected population is constantly growing and township
residents are taking full advantage of what this access offers. Statistics
South Africa reported that 85% of households had some form of internet
access in 2025, while 78% could connect through mobile devices.®
Although these household measures are not directly comparable with our
survey of individual residents, they confirm the importance of the phone as
a gateway to the internet.

19 StatsSA, General Household Survey 2025: https://jo.my/ghs-25
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AFFORDABILITY
INFLUENCES ACCESS

Our survey found that 66% of township respondents are online
throughout the day. The remaining 33% experience more conditional
connectivity, with 21% going online when they can afford data.

For households and individuals who must make every gigabyte count,
engaging with brands competes with messaging family, applying for work,
completing schoolwork, banking and comparing the prices of household
essentials. A brand interaction may be available, but it is unlikely to be the
first priority unless it offers a clear reason to spend that data.

As we delve more into the demographics, age changes this picture
materially. Continuous access reaches 93% among residents aged 18-24
but falls to 40% among those aged 55-64. Affordability influences

access among 5% of the younger group and 26% of those aged 55-64.

The township market may be highly connected overall, but the intensity
and reliability of that connection differ substantially between generations.
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Which of the following best describes your access to the internet?

- I&i%"ﬁm‘f ,- 2 S 1%

Bongani Soko has seen conversations about connectivity move from why households should connect
and which provider they should choose, to how connectivity can pay for itself. Residents increasingly

expect internet access to support income generation, career development, children’s education and
the resolution of everyday problems.

This shift is taking place within households that already grapple with several forms of instability.
Chapter 1, The Customer Journey Starts at Home, found that 79% experience electricity outages at
least once a month. A power interruption can leave a phone uncharged, disconnect a router or stop a
payment before it is completed. In this context, residents measure the value of connectivity against

more than the price of data, factoring in the time and effort lost when an interrupted journey has to
be restarted.
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FAST CONNECT

Data costs sometimes, or very often, prevent 37% of residents from
engaging with brands online. The effect is not uniform across the country:
46% of respondents in North West say costs stop them sometimes, or very
often, compared with 35% in the Western Cape. This does not necessarily
describe complete digital exclusion. It describes customers making
selective decisions about which interactions deserve the data available

to them.

How often do data costs stop you from engaging with brands online?

iVITY VS FASTER HUMAN GUONNECTIONS

An abandoned product page does not always mean that the customer has
rejected the offer. Slow loading, heavy images or several steps before the
price and availability appear can make the interaction more expensive
than expected. Brands may add stages to avoid creating a purely
transactional relationship, but township residents also move at the speed
of digital word-of-mouth. While a website requests registration or an app
download, a grocery stokvel WhatsApp group may already be circulating
that day’s deals to the same customer. Each additional step must justify
the data and attention it consumes.

“Data costs sometimes, or often, stop 37% of
residents from engaging with brands online.”

Residents indicate that familiar, lighter formats would make engagement
easier, with 49% selecting promotions shared through WhatsApp.

Their preferences favour communication that reaches them within
channels they already use, without requiring a separate digital
environment for every brand.
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Which brand actions make it easier for you
to engage online? (Select all that apply)

This aligns with the calculations explored in Chapter 2, Stretching Meals
Further than the Rand. Residents consider the full expense required to
realise the value of a deal, whether that expense takes the form of
additional travel, mobile data or time. A discount becomes less useful
when the customer must download an app, watch a video or navigate
several screens before seeing its price, availability and conditions.

Concise communication does not have to reduce the relationship to a sale.

A short, relevant and transparent message can build confidence precisely
because it respects the customer’s circumstances. Adding more content
does not automatically create more value; the interaction becomes
worthwhile when it helps someone decide, save or act with less effort.

Charné Munien, Strategy Director at Rogerwilco, recalls how a simple WhatsApp stokvel rewards programme nearly a decade ago showed that
familiar, low-data channels could generate meaningful returns. She sees conversational Al as the next opportunity, using WhatsApp to extend the
convenience of advanced digital services to people who may otherwise be priced out while helping to address local-language and literacy barriers.

The strategic advantage comes from understanding the constraints shaping people’s choices and designing around them. As Munien explains,
“Real brand growth in the township economy isn't about shiny innovation, it’s about replacing assumptions with data and solving real constraints.”
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ONE PHONE, MANY ROV’

Township residents use their phones within e-commerce and wider commercial ecosystems that include national retailers, delivery services,

local businesses and informal traders. Our survey found that 46% have ordered groceries or other products through mobile apps for home delivery,
while 41% have ordered from a local business and 25% have sent money to a trader or spaza shop. These are not separate commercial worlds. The
same resident may compare prices through a retailer’s app, ask a local business about stock on WhatsApp and pay a trader from the same device.

Which of the following have you done using your phone? (Select all that apply)

* Ordered and other
productsgor:c:np;ss for dellverg

Ordered from a local business

Shared a local business contact

 None of the above
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20 Standard Bank, Township Informal Economy Report: https://jo.my/wi1v25
21 Associated Press, “Township. mechanics in South Africa unite to thrbocharge their small businesses”: ht’cj>s://jo.my/qrm3px

Evidence from township businesses reflects this combination of formal and informal
trade. A 2025 Township Informal Economy Report by Standard Bank found that 74% of
surveyed township businesses use WhatsApp to reach customers, compared with 47%
using Instagram, while websites and dedicated business apps remain less common.2°
This aligns with our finding that residents favour familiar, affordable channels, while more
specialised digital environments need to offer a clear benefit before people or businesses
have reason to adopt them.

The commercial benefit is visible in the automotive sector among township entrepreneurs
who leverage connectivity. Associated Press reported that a collective of township
mechanics uses WhatsApp to combine orders, secure better prices and receive authentic
vehicle parts within 24 hours.2' This reduces time spent travelling and queuing for stock
that may be unavailable. Mechanic, Themba Maseko, described the value directly, “I don’t
have to go stand in queue and waste time. Plus, it’s at a cheaper price.” Connectivity pays
for itself when it protects productive time as well as reducing the cost of doing business.

£
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DISGOVERY ISN’T

Product discovery now takes place through a combination of social
platforms, search engines, generative tools and conversations between
people. Social media leads at 50%, while the 13% using voice search

indi

cate that typing is not the only way residents are navigating digital

information.

The more revealing divide is generational, with generative engine tools
used to find new brands and products by 46% of respondents aged 18-24

and
and

43% of those aged 25-34. Usage falls to 19% among those aged 35-44
10% among residents aged 55-64. Marketers are therefore dealing

with different discovery habits inside the township market, rather than
one uniformly digital audience.

In the past 12 months, which of the following have you used
to find new brands and products? (select all that apply)
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Reach through digital channels should not be mistaken for authority, when
it can mainly be about convenience. In-store information remains the most
trusted source for product and price information at 39%, and its
importance increases with age, from 34% among respondents aged 18-24
to 47% among those aged 55-64. Social media, WhatsApp and
recommendations from friends or family contribute differently, allowing
residents to compare brand claims with information they receive from
people they trust, retailers and physical stores.
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Which of these do you trust most for information
about products or prices? (Select up to two)

" B o 5 = - " = 5 : L i e - - .
B T} = e
ik —— T P W o g b o b o S et et Jofyeor iR,
; Tl e v b 0 o e ] i 2 e g el T "
i ™~ L] 3 TR e L e i 0 L e Lo S il e Ll L
e R - - - . % a
! [ R B e | = T PR Oy = TR ) y .
\ |} Ll =P v I A o R B el o P Ry g - Y
: gty te oL =t e = T
e e e e T L ek ot = reE

¥

Use Al (ChatGPT,Gemini,  mop
UseAl(kmdmﬁ) 3%

22 2026 South African Customer Experience Report: https://jo.my/cx-2026

The difference between the 28% who use generative tools for product
discovery and the 3% who rank them among their most trusted sources is
especially important. The 2026 South African Customer Experience Report
similarly found that 23% of respondents nationally use generative search
when researching purchases, up from 12% in 2025.22 Although the samples
and questions differ, both reports show adoption moving faster than trust.

A product may first appear on social media, be compared through search
or a generative tool, discussed in a WhatsApp group and verified in-store.
Price, availability and product claims must remain consistent throughout
this journey, because the credibility of one channel can be tested
immediately against another.

"lmflrpﬂﬂnutau"w

+ No adgey ~n
" Figh in I""-G".r-:
* Gregl fa, $Nacky

I e
a1

75


https://jo.my/cx-2026

WITH A REAL TASK

The survey found that 57% of township residents use generative tools
sometimes or often for everyday tasks. The gender difference is narrow, at
58% among women and 56% among men, while the age divide is far more
pronounced. Usage sometimes, or often, reaches 95% among residents
aged 18-24 and 89% among those aged 25-34, compared with 44% among
those aged 35-44 and 12% among those aged 55-64.

USEFUL TECHNOLOGY STARTS

Interest concentrates on applications that address recognisable needs,
with 50% believing Al could help people learn new skills or find work.
Health or emergency information follows at 39%, education and
schoolwork at 38%, government or community information at 36% and
support for small or informal businesses at 33%, suggesting that residents
judge new technology by its practical contribution rather than its novelty.

Support for small or informal businesses connects directly with the work
of Miles Kubheka, CEO of Wakanda and Gcwalisa, who describes DIME,

the Digital Innovation for Modernising the Independent Economy
initiative, and Spazamisa as “putting practical tools directly into the hands
of spaza shop owners”. Instead of waiting for an inspector to identify a
problem, Al can enable a trader to photograph products, shelves or
storage areas using a phone and immediately identify potential
food-safety risks, expired products, poor storage practices or compliance
issues. Kubheka says this “effectively gives every trader access to a digital
health and safety assistant”.
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This changes the model from compliance being something “done to”
informal retailers to something they can actively manage themselves.
Kubheka is clear that “Al does not replace environmental health
practitioners or regulators”, but creates “an additional, scalable layer of
prevention and self-compliance between inspections”.

Kubheka measures the usefulness of the technology through what it
enables the trader to prevent, explaining: “For me, that is where Al earns
its data. If a spaza owner can use technology themselves to identify a risk
before an unsafe product reaches a child, protect their customers and
ultimately protect their own business, then Al has moved beyond being a
trend and has become useful infrastructure for the township economy.”

Meaningful digital participation depends on more than access, because
residents move between data constraints, trusted human networks,
physical stores and emerging tools according to the value each route
provides. Sophistication matters less than whether the technology
reduces costs, saves time, improves a decision or expands what someone
can earn and learn. Brands earn a place in that journey when the return is
visible to the person using it, because digital earns its data only when the
experience gives back more than it asks people to spend.
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Reducing the Cost of Coping

The strongest brands reduce the effort required to choose, buy and use
them, especially in township communities where price and quality are
weighed against time, transport, data, risk and household trade-offs. The
value of an experience depends on how well it works within these
conditions.

Frequent adaptation changes how value is judged because a service
interruption can change the meal, a saving can disappear into transport, a
promotion can be unavailable in store, and a digital journey can consume
data before revealing the price. Each failure adds cost beyond the
advertised price and shapes whether the brand remains worth choosing.

In this context, customer experience extends beyond the store, the screen
and the till. It begins with access and affordability, then continues through
storage, preparation and performance. A lower price is not full value if
someone must make another trip, buy additional ingredients or lose part
of the product during an outage.

Rigid customer categories miss how people manage pressure. A resident

may stay
stokvel w
product t

loyal to a product while switching retailers, save through a
nile gambling, remain online while rationing data, or discover a

nrough Al before verifying it in a store. Context explains these

choices and gives marketers a more reliable basis for strategy.

That context prevents brands from reading constraint as preference,
because store switching can reflect transport costs or availability as well as
price, an abandoned page can reflect data cost or delayed information,
and a smaller pack can protect today’s cash without lowering expectations
of quality. Strategy improves when the pressure behind every action
informs the product, message and experience that follow.
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Expectations also point to a clear role for business. While 91% of residents
believe companies should play some role when public services fail, only
20% feel brands help with daily challenges. The opportunity is to apply
existing capabilities more closely to the conditions surrounding the
purchase.

Credibility is built through a commercial offer shaped around the way
people live, including products that keep for longer, pack sizes that protect
cash flow, meal combinations that reflect what households cook and stock
that is available where advertised. The same principle applies to digital
channels that reveal essential information before consuming unnecessary
data, reduce steps that add no value, and introduce safeguards before a
harmful transaction escalates.

Creative, media and digital channels should make that value easy to
recognise and access. Reach without relevance adds another claim on
attention, personalisation without empathy can optimise the wrong
signals, and technology that wastes data weakens trust. Stronger brand
building connects human insight to the complete experience, from
discovery and decision-making to purchase and usage.

For marketers, the question is what becomes easier, safer, more affordable
or more possible because the brand is there. USEFUL BRANDS LEAVE VALUE
through time saved, avoided wastage, clearer decisions, stronger local
businesses and opportunities opened.

Brands earn lasting trust and growth when human insight reduces effort,
removes friction and creates more room for people to live, plan and
progress.
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At Rogerwilco, we help brands forge meaningful connections with their
customers by crafting digital experiences that deliver measurable results.
As Africa’s largest B Corp-certified digital agency, we go beyond
conventional metrics, ensuring our work drives impact for clients,
communities and the planet.

Our industry reports equip marketers with insights that reveal what
truly resonates with audiences. Our B Corp certification reflects our
commitment to governance, sustainability and ethics, reinforcing our
dedication to business as a force for good.

We partner with brands that see marketing as a platform for building trust,
creating value and driving impact. Our approach is rooted in insights

that help brands connect with their audiences in meaningful ways.
Through our industry reports, we break down the trends shaping
consumer behaviour, giving marketers a clear understanding of what
drives engagement, sales and loyalty.
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These reports move beyond surface-level data, offering practical insights
that help brands stand out and connect effectively. At Rogerwilco, “better”
isn’t just a goal - it’s our commitment to our clients, our team and the
communities we proudly serve.

For more information, visit: www.rogerwilco.co.za

Field & Insights Africa is a panel-based research agency providing
comprehensive market insights across the African continent. They
leverage a diverse respondent panel to gather qualitative and quantitative
data, enabling businesses to make informed decisions. By offering custom
research solutions and using methods like surveys, focus groups, and
interviews, they ensure a deep understanding of consumer insights. With a
focus on rapid data collection and expert analysis, Field & Insights Africa
helps organizations navigate African markets for strategic growth and
competitive advantage.

For more information, visit: www.fieldandinsightsafrica.co.za
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