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South African
concerns remain
SOoclo-economic

Crime and violence moves
into first position, with water
shortage concerns a high new
entrant this year

* The rising cost of living

Impact on foreign war moves up
from 11% to 18%

@ Newly added this year

WHAT SOUTH AFRICANS ARE MOST CONCERNED ABOUT IN 2026

Crime and violence 55%
v Corruption in government 49%
% The rising unemployment rate 47%

44%

Gender-based violence s 34,0/ ;

Lack of/poor service delivery

Water shortages/unreliable supply S S 50/

Loadshedding

The impact of foreign war on South Africa’s economy 18%

Cost of education 18%
Y& Impact of substance abuse/gambling addiction |60

The impact of climate change on weather conditions 13%

False/misleading information in the media — o 104

The mental wellbeing of me and my family 11%

Declining household income 11%

The growing influence of Artificial Intelligence (Al) 10%

Potential of losing my job 9%

US trade sanctions — /0

Civil/political unrest 7%

V.4 1C Base n=575; Total connected South Africans
l(AN TAR \4 L ‘e I BA Re M ET E R QO034: Thinking about South Africa, what things are you most concerned about at the moment? © Kantar 2026



As for corruption in South Africa,

The last year has been one plot twist after another

|4
Russia
157
N >
(=) c »; O () Zimbabwe
Aus UAE South Africa Brazil Nigeria 157
12 21 81 (-1) 107 142
Denmark UK us Saudi Arabia Namibia China India Togo Iraq Lebanon South Sudan
1 20 29 45 65 76 91 120 136

153 181

With a high-profile commission and

parliamentary investigations, concerns about
government corruption is high, even as we
maintain mid-level relative to the world.

ICANTAR M7 S| BAR®METER

CPI-2025-Report-EN.pdf ~ © Kantar 2026
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And intentions are PLANS TO VOTE IN THE UPCOMING MUNICIPAL GOVERNMENT ELECTIONS
. . Yes | N
high to vote in the e
upcoming municipal
elections, vs large 8206 86%
scale apathy in
previous years
HHI > 9,9K HHI < 10K
87% 84% 8% 91%
Social strategies
— DA
— EFF
— ANC
— Rise Mzansi and ActionSA Gen Zz Millenial Gen X Boomer

=7 C Base n=575 Connected South Africans,
l(AN TAR \4 L (D I BA R@ M ETE R Q116 - EL2 : Do you plan to vote in the upcoming local government elections ~ © Kantar 2026



South Africans are EMPLOYMENT STATUS

Formal employment with a salary | Own business | Unemployed

Strugg I ng to *multi-mention question
maintain their own
businesses,
unemployment has
Increased

2025 2026

Latest official unemployment
statistics (Q1 2026):

32.7% (+1.3%)

60.9% (Youth, 15-24 YO)

NA~7 c Base n=575; Total connected South Africans
l(AN TAR ’\4 L - l BA R@ I v I ETE R Q149-ESH: How would you best describe your employment status? & Kantar 2026



Because household
consumption is
again in decline,
from December
2025

TOTAL FMCG | PACKS PER HOUSEHOLD
% Change vs Year Ago
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-2,0 ‘
-2,5
-4,0
-6,0
-8,0
-10,0
-12,0
S T T B T B B Bt B SN N N Y 3 X ax X X o5 o 0 b D s H b oS L S S b b Lo
S I S L T B B A T VA L L A T VL G LA TG G VI S A L R VI G L VA VB Y
R S S S i i S e e S S S S S S S S S S S S S S S S S S S S S S S S S
R R R N R R - R R R M N R S W R - S R S R MR M RO N - SIS WIS R o
O' & O PO S C Q0N DT Y F F SO Q9 (O W S o W©
WS WY ¢ FE P S WS W Y ¢ E S F L W WY §EE O E
%S’QS/QS’V“ RN A o‘\qp‘é\&&g‘vw‘\ W o & QOQQ‘QQ/V\&‘\S/@%Q\V@OO\@ 0630{\6,0@%\
A3 %“S/QQ%%OQQ%S%Q“\Q//\)A—)% 6:‘3"’9{9\@0@%\«\“4}%% %‘@ZQ%QOQ@%%Q%\
/L)Q/(’)/L)Y‘\Q,Q,/L)\‘\Q\/b "')Q,(ja)%\%%/\.}‘\é\% 4)%43\‘\%%43%\@43
4;“\ 43%\ 43@ K > ’5‘h ")é\ K 4—}‘\ 4)@ ’b“\ K

ICANTAR M/

5| BAR®METER

Source: FMCG panel, 12 months ending March 2026, South Africa, Worldpanel © Kantar 2026
FMCG Definition: 119 food (excluding fresh), dairy, beverage, personal and home care categories



As the cost of living FINANCIAL SENTIMENT SCALE

increases, one third Hungry | Only food, nothing else | Just paying it all | Not stressed
of South Africans are
only managing to

pay for food, and not
covering other a2
expenses

2025 2026

MAPS
Grocery worry: 42% - 47%

58% increase in in consumers
taking out loan in P12 months

l(AN TAR M - K~ BAR M ETE R Base n=601 Total connected South Africans | Q148 FSEN Which of these best describers your family’s financial situation? | Geoscope © Kantar 2026
L 3 SA: Survival Spending to Growth Strategies - What MAPS 2025 Reveals About South African Retail and Financial Services - Geoscope anta
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And citing SASSA
grants as a source
of household
Income Iincreases
from 27% to 32%

MAPS

58% increase in taking out
loan in P12 months, Grocery

SOURCES OF HOUSEHOLD INCOME

Salary or wages (hourly, weekly, monthly)
SASSA grants (e.g. child support, old age etc)
Income from own business

Selling things to neighbours/on the street
Gambling/online betting

Piece work (e.g. tips)

Money from rental income

Private pension or other investment income
Reimbursements from store loyalty programmes
Loan from a friend or family member

Other sources of household income (specify)
Loan from a formal institution

Money from interest on loans to others
None - no household income

A 51%

RN O I 329

I 24%

I 16%

14%

11%

7%

6%

5%

4%

3%

2%

2%

0%

ICANTAR MZ° 5| BAR®METER

Base n=575 Total connected South Africans | Q102-FS14 Which of these contributes toward your whole household’s monthly income?
Select all that apply | GeoStatsSA: Survival Spending to Growth Strategies - What MAPS 2025 Reveals About South African Retail and © Kantar 2026

Financial Services — Geoscope

https://www.sassa.gov.za/statistical-reports/Documents/Social%20Assistance%20%20Report%20%20January%20%202026. pdf
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Two thirds of South
Africans have
participated in some
form of gambling

Gambling according to the Oxford
Dictionary “The activity of betting
money with an uncertain
outcome, with the primary intent
of winning money or material
goods”.

GAMBLING PARTICIPATION

National Lottery/Lotto/PowerBall

Sports betting e.g. soccer, cricket, rugby

Online casino games e.g. slots, roulette, blackjack
Aviator/similar online cash out games
Competitions/lucky draws

Prediction games e.g. score predictors, outcomes
Games at the casino

Skill-based games with cash prizes e.g. trivia, puzzles
Number based chance games e.g. daily numbers, SMS
None of the above

Informal/social betting e.g. cards, dice, street bets
In-game chance purchases e.g. mystery packs

Fantasy sports with entry fees

Online poker

BT T 13%

I 4200

I 34%

I 32%

I 22%

17% éAdlr;iE!’?TNr

15% s e
| o o o

13% —
12% | ‘ 217 o T
A -

- 11% FLAY NOW

7%

6%

5%

3%

ICANTAR M7 5| BAR®METER

Base n=575 Total connected South Africans,

Q189 - FS17: Many people enjoy games or apps where small amounts of money can be won or lost.  © Kantar 2026
Which of these, if any, have you tried in the past 6 months?.



As a result of all COUNTRY OUTLOOK OVER NEXT FIVE YEARS
Things will get better | Things will stay the same | Things will get worse

these factors,

sentiment is

changing, increasing

concern for the

future of our country

48%
43%

HHI < 9,9K HHI > 10K

50%

44%
[0)
| I 4°|/° 36%

GenZ Millenial Gen X Boomer

And Gen Z’s, typically the most
optimistic, are also less so, with
only 50% citing optimism this
year vs 58% in 2025.

¢ = c Base n=6 575 Connected South Africans,
l(AN TAR M y4 ‘P l BA Re M ET E R Q079 - FFC: And what is your general feeling about the future of the country over the next 5 years? © Kantar 2026
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We're finding ways to
make our money
stretch using four
distinct cost-saving
behaviours

MANAGING MONEY
Used a loyalty programme for discounts and rewards TS 46%

Bought only what's really needed O 44%

Bought in bulk to save money B O 36%

Switched to a cheaper option

EETT T 35%

LOYALTY PROGRAMME USAGE

60%
33%
i -
Use a lot Use occasionally Don’t use them at all

¢ = c Base n=575 Total connected South Africans
l(AN TAR \4 L 3 I BA R@ M ETE R Q199 - MMG: : In which of these ways do you manage your money? | Select all that apply © Kantar 2026



And, entrepreneurs are coming up with SELF-CLASSIFICATION BY BUSINESS OWNERS

iIncreasingly smart ways to help us get
more for our money

— Rental

— Maintenance

— Building

— Electrical

— Marketing and social media

é O % — Auto repairs

— Nail and hair salon

Services — IT repairs
— Tech support

—Tech apps

— Weaves and wigs

Buying and — Homeware :
selling =

— Clothes m»u“_ i
40% — Shoes : :

iIc Base n=173; Connected South Africans with a business (either formal or informal)
l(AN TAR M Z 1N b I BA R@ M ETE R SHUO What does your business do? ~ © Kantar 2026



Also, we're upskilling
to adapt and create
our own
opportunities

02%

Learning new skills on
YouTube

Google
Hustle
Academy

5-day virtual bootcamp offering
mentorship and networking

Target audience: SMEs with
expansion plans.

Focus on Al: To improve operational
efficiency and digital marketing.

Curriculum: Topics include digital
strategy, financial management,
ecommerce, pitching for success, and
Al tool integration.

Impact: Over 15,000 SMEs
completed, 80% report revenue
growth.

Nedbank have come up with a
creative way to engage Gen Z and
Gen Alpha where they are, equipping
them with entrepreneurial skills.

Gen Z: How to monetise |G, KPI's,
Youth X to pursue passions and make
a positive impact in their
communities.

Gen Alpha: Chow Town game on
Roblox to save and start a business,
Kairo Forbes.

ICANTAR MZ° 5| BAR®METER

© Kantar 2026
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Brand repertoires are BRAND PURCHASE BEHAVIOUR OVER THE YEARS
. . . | Repertoire buyers | Buy on price
INncreasing over time

34
42 42

58
47 48

— Production and tech

— Retailer brands

— Consideration set: Occasions and uses 2022 2023 2024 2025

— Easy to buy, find and trust

V.4 C BrandZ South Africa Analysis 2022 to 2025, average of all categories tracked each year, Sample size 2022: n=6400, 2023: n=6400,
l(AN TAR \4 L (D I BA R@ M ETE R 2024: n=6800, 2025: n=5600 © Kantar 2026



So, brand matters. IMPLICATIONS FOR MARKETERS

And marketers need
to justify that brand
choice over and over
because consumers
are re-choosing it
repeatedly

1 2 3
Easy to buy Easy to find The value
equation

IKANTAR M/ 5| BAR®METER © Kantar 2026



How consumers
recalibrate
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Value is earned
when benefits
outweigh sacrifice

BENEFITS
COSTS

VALUE

IKANTAR M/ 5| BAR®METER © Kantar 2026




And for South —_— B N :

Africa, SiX key : Protection ' : Wellbeing : ' |dentity
henefits iy S
Value! : Progress : : Control i ' Connection :

BENEFITS
COSTS

>
=t
-
—
1

IKANTAR M/ 5| BAR®METER © Kantar 2026




But cost goes far e N S
beyond price... | Protection ! ' Wellbeing | ! Identity

>
=t
-
—
1

IKANTAR M/ 5| BAR®METER © Kantar 2026




Sowhatarethe = -
levers thatwe can ~ =
pull to optimise our
value equation?

-
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< Upcoming rewards

@ ’ < 3901 total rewards
354 95

'JJasz 35-1

Your rewards

Make savings
feel attainable

e Skullcandy o o

Scratch card worth up to

% 31000 2100 off Travel Skin Care India
on 15t Grocery Order from Facewash, Toner & Serum
: 1 more step to unlock Loveiacel copbabict b bt

Flat 7,350 off

,: Reward bazaar on Skullcandy Jib True-2

a-.nﬁm

ﬁ 2 more steps to unlock, A2 o) TWS Wireless Earbuds
- reward subject to availability
8 Perfumes Pack Flat 7,350 off 1d left
worth 499 at ¥299 from on Skulicandy Jib True-2
- SCfatCh Card Worth Up tO Just Herbs TWS Wireless Earbuds GIpL5722UH6
31000 B

2 ‘
. 3 more steps to unlock 5 R
. o %
. aLs ; v
@ Reward bazaar Buy 3 at 2999 Facial Kit & & Redeem Now
w 8 more steps to unlock, 3 Matte Crayon Lipsticks Facewash Combo worth

Google Pay’s Scratch Cards \K ™ reward subject to availability » Wt Sharpner+ Bcx ulenn

Details A

I(AN TAR (¥ » 1 BA R@ M ETE R Image source: Duolingo ~ © Kantar 2026




Engineer
"“stretch” value

ICANTAR ™.

smartFill smartFill

REFILL REFILL
& SAVE & SAVE
MORE. MORE.

| BAR®METER

© Kantar 2026




@ :

Remove friction

e

"wa W ve

¥
N
} ’
i
<
‘

e , < (5) Nedbank Money Message ©

Send invoicesand get:  ~ -
paid using WhatsApps
with Nedbank B
Money Message. l

Choote an option below and reply with
The code for whist you'd ke 1o do

Gp - get pald
Mp - make payment

see money differently

Nedbank Ltd 1951/000009/06 ~ licensad FSP & registerad CP (NCRCP16). T&Cs apply.

T m——)
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Meaningful SSPPERSORTED

trade ups BURGER FRIDAY

Celebrate the end of the week with our
famed Burger Friday deal.

Add a15L Coke
iy ’ Zero/No Sugar
. . Assorted

1DEAL PER FNB clients with

CUSTOMER Smart Shopper Card

5000 D8 300y RTI 000 084 Vo woen mwipng U0er mgIsTens Smert Shopper Caea, s appeyl 5o quading 10r e RIED gead. got N060 10 50 3 IIGMNeNtd SImant SToppor witn o0 scuve FNH account,
oreg 1000 o Cumtomr] Ok Svailaths ks GTN0 3% Pk 1 Py SUpuraaaiuts g HgommanciTs WINke w10css 135t Preiucts Tuve Door STy Ry pHeagraony. Va0 uret 29 Acgust 2000 FTama, Sorie of Swry Glago
Beor Ovigaal, Coca- Cota Zero Sugad. Mo Sugar Mo Catiusnn o Ssoney Gaajor Seer Mo Sugar Carbonamed Soft Drnk 15 Liow. Seo onkne mems s condisons 0 Il S1 of jartic ipanng soft arks.

[CANTAR M/ | BAR®METER © Kantar 2026




V)

Dis-Chem ¥
PrOteCt the Health. @c ENTRIQ
household |
Wel I be i n g Medical Insurance v Gap Cover « Lifestyle Benefits « Self Support Info Hub Contact m

| Get MyHealth

Core from - Get MyHealth Core
R549 per P Fillnyour detals and wetl callyou back
month p—

MyHealth Core gives you access to private
doctors, dentists, optometrists and more.

[CANTAR M/ | BAR®METER © Kantar 2026




But cost goes far I B S
beyond price... | Protection ! ' Wellbeing | ! Identity

>
=t
-
—
1

COSTS
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South Africans
nhavigate online
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Reduction in ONLINE SHOPPING

. : Ever shopped online | Don't shop online
shopping online vs
previous year as the
need for control
Increases

Ever shopped down from 94% in
2025

EVER SHOPPED ONLINE

Gen Z Millenials = Gen X = Boomer

88% 88%
82%

1%

Gen Z Millenials Gen X Boomer

ICANTAR MZ° 5| BAR®METER

Base n=575 Total connected South Africans
PB2 Which of these applies to you with regards shopping online? © Kantar 2026



Sllght trend for online TOTAL SA: CHANNELS SHOPPED BLACK FRIDAY: CHANNELS SHOPPED
Shoppers 1{0) be More online | About the same online and in-store | More in-store

spending more

money in-store this

year vs last year 27% 8%
35% 44%
TOTAL

Two thirds shopped Black Friday
last year. 28%

Shoppers: Big ticket, Everyday, 38%
Stokvel, Fashion

~7 iIc Base n=498 Total connected South Africans,
l(AN TAR M L N b I BA Re M ETE R Q114 - PB6: On average, would you say you shop...? © Kantar 2026



Groceries has CATEGORIES SHOPPED ONLINE

overtaken household
appliances for top (1)
three categories

. 76%
shopped online

56% 9
wi €

39%  38%

28%
25%  24% 999
19% 19% 18%
14%
o R > (%] T 9 %) 8 N _(\/2 wn () -E % %) @
0 2 < g 2 o 8 £ = c—"'é o %) S 3] Q GE) T
© o I ) < c Q 3] o) + = £ c o
< 7 +— @© o [T = = o m n c = £ )
(%] >~ @) 0 = @ < \C —_ o (D)

o 9 S O S o S 9 = o T = o) 0
£® ¥ T © s = kS @ s) =
9 @ g 5 8 5 =2 s <

& L o ) S =

2] XX (B} =

' i ) © = 2

Black Friday ranking o = =3

hNA~ - Base n=498 Total connected South Africans
[CANTAR M. 51 BA R@ METER Q166 - OSC: Which of these do you shop for online? ~© Kantar 2026



Use of retailer
websites, WhatsApp
and Facebook
Marketplace are up

“Buy now” chaos - distinctive

brand assets and brand linkage.

ONLINE PLATFORMS

Retailer websites
(e.g. Takealot, Sixty60, Amazon, Shein)

WhatsApp

Facebook Marketplace

TikTok influencers or adverts

Online classifieds (e.g. Gumtree, OLX)
YouTube influencers or adverts
Facebook influencers or adverts
Instagram influencers or adverts

Links in podcasts

Other

Vs 2025

B 000 IO % 73%

I 319% 26%
I 29% 22%

20%

20%
18% 15%

13%
11%
9%
3%

ICANTAR MZ° 5| BAR®METER

Base n=498 Total connected South Africans
Q115 - PB5: Which of these platforms do you use when shopping online? © Kantar 2026



Use of Al
accelerates -

KANTAR MZANS' BAROMETER Ch
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High increase in nett
growth of Al and
streaming shows

All other media channel
consumption remains similar
to last year.

NETT INCREASE IN USE OF MEDIA CHANNELS

Google searches 77%
Instant messaging apps e.g. WhatsApp 71%
Online videos e.g. YouTube, TikTok 66%

Social networks e.g. Instagram, Facebook 63%
Streaming music 51%

Movies/series on-demand/streaming = =—————— ) 41%
Al e.g. ChatGPT, Gemini, Copilot —— 4G 19%
Livestreaming e.g. YouTube Live, Twitch 44%

Listening to podcasts 27%

Free to air TV e.g. SABC, eTV 27%

Radio (English) 21%

Newspaper (online or offline) 8%

Magazines -9%

Cinema -10%

Radio (local language e.g. Zulu, Xhasa)

hNA~ ’ Base n=575 Total connected South Africans,
l(AN TAR ' ii Y. 3 i BA R@ M ET E R Q046 - MD1: Compared to a year ago, how has your usage of the following media types changed?. © Kantar 2026



Half of connected
South Africa is using
Al daily, only 8% are
not using it at all

Half of Gen Z and Millenials are
using Al multiple times a day.

Al FAMILIARITY AND FREQUENCY

H Multiple times a day

m Once a day
A few times a week

Less often
m Never

8%

’ 51%
13% 48%
44%
26%
23%
24%
GenZ Millenial Gen X Boomer
11%
l'j'see"(fr 4% 9% 15% 6%

Base n=572 Total connected South Africans
Q162 - AIF: How familiar are you with the concept of Artificial Intelligence / AlI? | Q163 - AIFR: How often do you use Al tools /

M7/ 15| BAR®METER
l(AN TAR ﬂ L 2 l products? | All And how would you describe the impact that Al tools and products have had on your life and work

© Kantar 2026



Three quarters trust TRUST IN Al
the information and

advice that Al

generates

Trust |, 39/

Neither trust or distrust 19%

A third do not fact Don't trust I 8%
check at all

Al FACT-CHECKING
m No
Sometimes

mYes

W k. o~ Base n=526 Total connected South Africans
l(AN TAR \/l Z J I BA Re M ETE R Q164 - All: And how would you describe the impact that Al tools and products have had on your life and work? ~ © Kantar 2026

Q194 - AIT: How much do you trust information / advice generated by Al?



ChatGPT and Gemini Al PLATFORM USED
dominate as

ChatGPT BT TV 1%
platforms used

Google Gemini 63%

Microsoft Copilot 32%

Banking/customer service

32%
Al chatbots ’

Grok (X) 15%

Other 4%

NA~7 c Base n=526; Total connected South Africans
l(AN TAR “’] L » I BA Re M ETE R Q192 - AIP: : Which Al platforms / tools have you used in the last year? © Kantar 2026



The main reason we
are using Al is to
research brands,
products and
services

WAYS WE ARE USING Al

Researching brands, products or services —r— 530

Help with work tasks e.g. emails and

: 49%
presentations
Help with studies 44%
Health/fitness advice 37%
Creating/improving creative work e.g. music, desigr. 33%
Getting emotional support, advice or motivation 31%
Troubleshooting tech/device issues 31%
Getting recommendations e.g. movies, travel, 9%
restaurants
Creating social media content 27%
Budgeting/financial planning 24%

l(AN TAR NAS/ | BAR M ET E R Base n=526 Total connected South Africans
'\4 Z » Q193 - AIW: How are you using Al tools or apps?

© Kantar 2026
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How can brands -
recalibrate?

1
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UNDERSTAND

Financial pressure Is reshaping identity,
not just behaviour

HELP 3 PIVOT

Value is a Consumers are

system, not a building their

price point own brand
Intelligence

—_—

KANTAR M7 /5| BAR®METER I




QUESTIONS?

b3 2 ’ -5 Reach out to your speakers

<] Sign up for our newsletters

[ ]
‘ IN Follow us on LinkedIn
X Follow us on X

S
-9 <
Stacy Saggers Renissa Gounden
Commercial Growth Officer Client Partner
South Africa, Kantar Kantar Consulting
stacy.saggers@kantar.com renissa.gounden@kantar.com
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Very similar y-o-y

growth to 2025

NETT INCREASE IN

USE OF MEDIA BRANDS

WhatsApp 80%
YouTube 67%

TikTok 63%

Facebook and Facebook Marketplace 63%

Spotify Music and podcasts
Instagram

X (previously Twitter)
LinkedIn

Apple Music and podcasts
Pinterest

Moya App Chat

Twitch

Reddit

Substack

RedNote

34%
16%
15%
13%
7%
3%
0%
-2%
-6%
-71%
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Base n=575 Total connected South Africahs, © Kantar 2026
How has your use of these social networks and instant messaging platforms changed in comparison to last yeqr?



Short form TV/VIDEO CONTENT ACCESS
dominates

Short-form/social media video e.g.

- I [ 500
TikTok, Instagram Reels 80%

Paid/subscription 60%

Free online content sites e.g. YouTube Free,

0
SABC+ 59%

Video content on news/publisher sites

0
e.g. News24, TimesLIVE 29%

Downloaded/peer-to-peer content

0,
e.g. BitTorrent, uTorrent 14%

Personal media servers/shared libraries

%
e.g. Plex, Kodi 8%
Other 1%
None 1%

NA T/ Base n=575; Total connected South Africans
l(AN TAR '\4 Vi B I BA R@ M ET E R Q191 - TVC: Which of these streaming / online video content platforms do you use, on any device? © Kantar 2026
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We spoke to 575

South Africans

representative of the

connected* population of

South Africa

HOUSEHOLD INCOME

R1 000 - R2 999
R3,000 - R4,999

8%
12%

R5,000 - R6,999

R7,000 - R9,999
R10,000 - R19,999
R20,000 - R29,000
R30,000 - R39,999
R40,000 - R49,999
R50 000 or more

No household income

14%
13%
12%
12%
8%
5%
7%
3%

AGE

GENDER

23%

24%

18-29 30-45 46-61

REGION/PROVINCE

25% 49%

&
62-81 Q

DD

Eastern Cape
Free State
Gauteng
KwaZulu-Natal
Limpopo
Mpumalanga
North West
Northern Cape
Western Cape

ETHNICITY

8%

6% Black 75%
32%
18% White 12%

8%

8% Asian/Indian 3%
6%

1%

Coloured 9%

ICANTAR M/
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*72% penetration of internet access in SA across home and mobile, MAPS 2022
Base n=575 Total sample connected South Africans, March — April 2026

© Kantar 2026



ing marketers something rare = a clear, grounded view of ho
Ica Is shifting over time, going beyond what people do to re
hey do it - and what this means for your brand right now.
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