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Top five biggest 

concerns remain

In townships, unemployment 

and cost of living are first, 

followed by corruption, crime 

and loadshedding

Crime and violence moves 

to first position from fourth

Corruption in government 

moves into third position, 

up from fifth

Gender-based violence 

moves up one position

Base n=601; Total connected South Africans
Q034: Thinking about {#MKT}, what things are you most concerned about at the moment?

What South Africans are most concerned about in 2025
Crime and violence

The rising cost of living

Corruption in government

The rising unemployment rate

Loadshedding

Gender-based violence

Lack of/poor service delivery

New/higher taxes

Cost of education (schooling or university etc.)

The mental wellbeing of me and my family

Declining household income

The impact of foreign wars on economy

Me or my family getting sick

Potential of losing my job

The impact of natural disasters (e.g. floods/drought)

The growing influence of Artificial Intelligence (AI)

Xenophobia attacks

Data privacy concerns

The impact of armed conflict within my country

Unarmed civil or political protests

56%

54%

50%

48%

45%

33%

28%

28%

20%

15%

14%

11%

11%

10%

9%

9%

8%

6%

3%

3%



© Kantar 2025 

Corruption in government

Transparency International’s Corruption Perceptions Index ranks countries and territories based on how corrupt 

their public sector is perceived to be. A country or territory’s score indicates the perceived level of public sector 

corruption on a scale of 0 (highly corrupt) to 100 (very clean).

https://tradingeconomics.com/country-list/corruption-rank

South Africa

82

UK/ 

Japan

20

US

28

Aus

10

China

76

Kenya

121

Mexico/ Nigeria

140

France

67

India

96

Pakistan

135

Russia

154

Saudi Arabia

38

Turkey

107
UAE

23

Denmark

1

South Sudan

180

SA sits in the top 50% of least corrupt governments

https://tradingeconomics.com/country-list/corruption-rank
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One in three are 

unemployed, and just 

over one in three are 

self-employed

30% actively seeking employment and 

hopeful in townships

Base n=601; Total connected South Africans
ESH How would you best describe your employment status?

Employment status 

Formal employment 

Own income via informal business

Actively seeking employment, hopeful

Own income, formal business

Actively seeking employment, losing hope

Given up looking, considering how I can create

own income

Given up and not trying

41%

22%

18%

15%

6%

5%

2%
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41% 
services

Rental

Maintenance

Marketing and social media

Auto repairs

Nail and hair salon

IT repairs

Second-hand phone sales

36% 
buy and sell merchandise

Clothes

Shoes

Weaves and wigs

Homeware

16% 
selling food/restaurant

Cake

Snacks

Fruit and veg

Samoosas

13% 
financial services

Investments

Foreign exchange

Sports betting

Offering services

is the biggest activity 

amongst those who 

generate their own income

Base n=173; Connected South Africans with a business (either formal or informal)
SHUO What does your business do?

S E L F - C L AS S I F I C AT I O N  B Y  B U S I N E S S  O W N E R S
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Everyday Creators

Everyday Content

The key to winning with short-form 

video advertising – turning content 

challenges into opportunities for 

brands while driving meaningful 

social impact



© Kantar 2025 

48%

13%

39%

Things could look 

bleak, yet we are 

becoming more 

optimistic about 

the future

Least optimistic are those with 

lowest household income and 

township-based South Africans

Things will get better has 

significantly increased, up 

from 40% in 2024, things 

will get worse down from 

44%

Base n=601 Connected South Africans, 
FFC: And what is your general feeling about the future of {#MKT} over the next 5 years?

Country outlook over next five years
Things will get better  |  Things will stay the same  |  Things will get much worse  |  Don’t know

58%
54%

44%

Gen Z Under 30 Over 30

44%

53%

37%

HH < R10k HH > R10k Townships
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60%

26%

9%

5%

And we are 

increasingly 

positive about our 

own household 

finances

Better off financially 

increasing from 54%

Base n=601 Total connected South Africans
FS3 Now looking ahead a year from now, do you think that you and your dependants will be:

Future household financial position
Better off financially  |  About the same  |  Worse off financially  |  Don’t know

Particularly higher income and 

under-30-year-olds. Just under 

half in townships believe their 

financial position will improve

70% 70%

53%

Gen Z Under 30 Over 30

51%

70%

47%

HH < R10k HH > R10k Townships
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Salary or wages (hourly, weekly, monthly)

Grant (e.g. SASSA, disability, child support, UIF etc.)

Money from your own business

Gambling/online betting

Selling things to neighbours/on the street

Piece work (e.g. tips, casual work)

Money from rental income

Money from someone who does not live with you

Other sources of household income

State pension

Reimbursements from store loyalty programmes

Loan from a friend or family member

Private pension or other investment income (e.g. dividends, interest)

Money from interest on loans to others

Loan from a formal institution

The sources of 

household income 

remain salaries, 

grants and piece 

work

Gambling still in fourth but 

increased, piece work also 

increased from 17%, grants 

decreased from 32% 

Base n=601 Total connected South Africans
FS14 Which of these contribute towards your whole household’s monthly income?

1%

2%

3%

4%

4%

5%

5%

8%

9%

13%

13%

15%

24%

27%

52%

Sources of household income
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South Africans 

predominantly use 

Wi-Fi, a third access 

via mobile data

Base n=601 Total connected South Africans
FS10 Which of these best describes how you mostly access the internet?

65%

50%

84%

55%

31%

45%

16%

41%

4% 4%
1%

4%

Total Lower Higher Townships

Wi-Fi from home/work Mobile data Free Wi-Fi zones

Which of these describes how you use 

the internet most of the time?
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Nett increase in use of media channels Penetration

Instant messaging apps (e.g. WhatsApp) 100%

Email 100%

Online videos (e.g. YouTube, TikTok) 99%

Social networks (e.g. Instagram, Facebook) 98%

Streaming music 94%

TV on demand/streaming 94%

Listening to podcasts 87%

AI services such as ChatGPT 83%

Online/Streaming radio 85%

TV (traditional/offline) 90%

Radio 90%

Newspaper (online or offline) 89%

Magazines 77%

Cinema 76%-14%

-5%

15%

17%

21%

27%

31%

36%

41%

50%

65%

67%

72%

73%

Socials and OLV 

remain high, 

streaming music 

and podcasting 

growing

Base n=601 Total connected South Africans
MD1 Compared to a year ago, how has your usage of the following media types changed?
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Returning growth 

to traditional 

channels, online 

channels with 

consistently 

higher growth

33%

23%

28%

4%

15%

21%

2020

2021

2022

2023

2024

2025

Nett (offline) TV

Base n=601 Total connected South Africans
MD1 Compared to a year ago, how has your usage of the following media types changed?

S T A G E  5
loadshedding in 2023

S T A G E  3
loadshedding in 2024

No loadshedding
In 2025

24%

28%

12%

12%

17%

2020

2021

2022

2023

2024

2025

Nett radio

51%

56%

69%

63%

67%

67%

2020

2021

2022

2023

2024

2025

Nett online 
video

21%

33%

33%

38%

42%

50%

36%

2020

2021

2022

2023

2024

2025 Music

2025 Podcast

Nett listening to 
podcasts/ 
stream music
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One in four listen to 

podcasts daily

3%

13%

55%

25%

Less than
monthly

Monthly

Weekly

Daily

Total SA

25%

20%

29%

21%

31%

24%

Total

HHI < R10k

HHI > R10k

Gen Z

Age 25-34

Township

Listening Daily 

63% 
prefer podcasts under 

45 minutes long

Base n=601 Total connected South Africans
PCF How often do you listen to podcasts?

48%

41%

31%

28%

17%

While cooking

When I do
housework/
gardening

While travelling
(e.g. in the

car/taxi)

While I am
working

When I play
sport/go to the

gym

Listening occasion
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Preferred genre of podcast
Music

Comedy

Education

Business

News & current affairs

Society & culture

Technology

Sport

True crime

Government

Religion & spirituality

TV & film

Health & fitness

Science

Kids & family

History

Leisure

Arts

Fiction

Music, comedy 

and education 

top the charts

8%

9%

11%

14%

16%

16%

20%

22%

22%

23%

23%

25%

26%

26%

28%

29%

33%

33%

36%

Base n=601 Total connected South Africans
PCG What type of podcasts do you watch/listen to?
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Nett increase in use of social media brands (Total SA) Penetration

WhatsApp 100%

YouTube 99%

Facebook and Facebook Marketplace 96%

TikTok 89%

Instagram 85%

Spotify Music/Podcasts 86%

X (previously Twitter) 76%

LinkedIn 82%

Web conferencing platforms (e.g. Zoom, MS 

Teams etc.)
77%

Apple Music/Podcasts 66%

Pinterest 74%

RedNote 53%

TikTok, Spotify and 

YouTube continue 

to grow

YouTube up from 61% in 2024

Tik Tok up from 53% in 2024

Facebook consolidate in 2025, 

into third position

Spotify up from 24% in 2023

Base n=601 Total connected South Africans
MD2 How has your use of these social networks and instant messaging platforms changed in comparison to last year?

79%

69%

60%

56%

35%

34%

20%

20%

17%

5%

4%

-2%
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65

61

60

59

57

55

54

53

52

51

50

47

42

42

41

40

35

35

30

30

28

19

41

44

40

43

35

30

40

44

35

42

26

29

32

31

22

26

22

21

21

23

21

18

0 10 20 30 40 50 60 70 80 90 100

OOH

POS

Digital OOH

Sponsored events

TV sponsorship

Radio

Magazines

Cinema

TV product placement

Newspaper

TV

Ecommerce

Podcasts

Influencers content

TV streaming

SM stories

SM news feeds

Display

OLV

Music streaming

Video streaming

Online/mobile games

And yet, we prefer 

to be spoken to on 

offline channels

Of the online platforms, 

ecommerce is most 

preferred, followed by 

podcast and influencer 

content

Global benchmark

A D  E Q U I T Y
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G E N E R AT I O N S

Gen Z Gen Y Gen X Boomers

OOH POS OOH TV sponsorship

TV product placement OOH Digital OOH TV

POS Digital OOH Sponsored events

Sponsored events TV sponsorship Cinema

Digital OOH Magazines POS

Even Gen Z’rs don’t 

find it lit 

And yet they are most 

engaged in online 

behaviour
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A white arrow in a black circle

AI-generated content may be incorrect.

A white arrow in a black circle

AI-generated content may be incorrect.

https://vm.tiktok.com/ZMSUK8LUb/
https://www.tiktok.com/@kfcsa/video/7372534286492273926?_r=1&_t=ZM-8xJB3ZgpaeG
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Kantar Worldpanel

Rice

FMCG

Cheese

Beer

Toilet soap

CSD

UHT milk

Maize

Coffee

Bread

Dishwashing liquid

18%

8%

7%

6%

5%

5%

3%

3%

2%

2%

0%

Kantar’s shopper panel shows 

FMCG inflation at 8% v CPI at 3.2%

Ave price paid per volume 12 MM Dec 24

Source: Kantar Worldpanel, 12 ME Dec 23 vs 12 ME Dec 24
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In fact, over time we are 

eating and using less 

Source: Kantar Worldpanel
FMCG Definition: 117 food (excluding fresh), dairy, beverage, personal and home care categories 

3%

6%
7%

9%

4%
5%

7%

0%

-1%

-5%

-9%

-5%
-4% -4%

-5%
-4%

-5% -5% -5%

-3%

2%

-11%

-8%

-13%

-11%

-9%

-11%-11%

-9%

-11%

-7% -7%

-9%
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Total FMCG
Packs per household  |  % Change vs year ago 

102

Trips 
(down from 

111)

83%
FMCG categories in 

volume decline

R215 

p/trip
(down from 

R219)

6.4
Packs p/trip 

(down from 6.6)
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-9,1%

-11,9%

-9,9%

-7,9%

-5,6%

Dairy Beverages Food Personal Care Home Care

Total FMCG – Packs (volume)
 Packs per household  |  % Change vs year ago  |  12 ME Dec 24 vs ago

And prioritising 

essential categories

While we are still spending 

the same amount per trip, 

we are buying fewer things

Source: Kantar Worldpanel

Alc: -18%

-1.7% +0.5%-7.8% -14.6% -0.5%2024
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Go out of my way to find the best

prices

Try out new brands because they 

are cheaper

Use loyalty programmes for

discounts and rewards

Shop Black Friday deals

Buy products on lay-by

Buy products on credit

And “doing more 

of” finding ways to 

stretch the budget 

through creative 

and savvy solutions

Base n=601 Connected South Africans, 
FFC: And what is your general feeling about the future of {#MKT} over the next 5 years?

PB1 Thinking about your shopping habits, in comparison to last year, do you

32%

32%

44%

50%

55%

63%

Changes in purchase behaviours
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Choosing modern 

trade because we 

can budget before 

the shopping trip

51,5%

11,3%

0,5%

8,0%

6,3%

4,4%

3,8%

3,6%

1,7%

0,2%

8,5%

Supermarket

Hypermarket

Convenience

Discounter

Traditional trade

Wholesale

Pharmacy

Liquor

Ecommerce

Specialist Shops

Other

Channel shopped
 % Change vs year ago 
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And gives us 

access to rewards 

programmes that 

we can control

But these programmes 

have to meet our needs!

Base n=601 Connected South Africans, 
LPR Which of these loyalty programmes do you regularly use?

Shoprite Xtra Savings

Checkers Xtra Savings

PnP Smart Shopper

Clicks Clubcard

Spar Rewards

Woolworths WRewards

Dis-Chem Benefit 29%

29%

47%

49%

50%

50%

66%

Grocery brands rewards programmes usage
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Cutting back on alcohol has 

increased from 50% in 2024

And “doing less of” 

buying luxuries, 

eating out and out-

of-home 

entertainment

Base n=601 Total connected South African
FS16 And what are some of the things that you are cutting back spending on?

Luxury food items

Eating out

Alcohol

Entertainment (bars, movies etc)

Holidays

Paid-for subscriptions

Clothes, shoes and accessories for me

Going out with friends and family

Cosmetics and make-up

Clothes, shoes and accessories for my family

Providing financial support to family members elsewhere

Household furniture and décor

Motor vehicles

Food brands I trust

Skincare products

Personal care products

None 1%

6%

9%

14%

15%

17%

18%

19%

22%

29%

31%

32%

34%

47%

56%

57%

60%
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52%
48%

50%

42%

51%
47%

55%
59%

Try out new brands
because they are

cheaper

Pay more for trusted
brands

Becoming polarised 

in spending; down-

trading vs 

prioritising 

Two-thirds will put budget 

behind the brands we 

know and trust, even if 

they are more expensive

Base n=601Total connected South Africans 
PB1 Thinking about your shopping habits, in comparison to last year, do you...

Brand shopping behaviour “More than last year”

2022 | 2023 | 2024 | 2025
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Because we spend more on brands that we 

believe are “meaningfully different”

Kantar BrandZ meta analysis, 2024    

5,3

5,72

6,05

Low Meaningful
Difference

Average High Meaningful
Difference

A
v
e
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g

e
 a

c
tu

a
l 
p

ri
c

e
 p

a
id

Brands with…

Pay 

14% 

more





© Kantar 2025 

94%

6%

Increasing 

momentum behind 

online shopping

Ever shopped online is up from 

82% in 2024

Base n=601 Total connected South Africans
PB2 Which of these applies to you with regard to shopping online?

Online shopping
Ever shopped online  |  Don’t shop online

61%

87%

69%
76%

91%

75%

89%

99%
92%

Lower Higher Township

2023 2024 2025

Ever shopped online



© Kantar 2025 

And a look at how 

things are going with 

Takealot’s Township 

Development Plan

3,500 active Takealot 

Personal Shoppers in SA

How it works

Sign up on 

Takealot and 

complete 

onboarding

Tell your 

friends they 

can buy 

anything they 

want through 

you!

Share items 

and promos 

on social in 

person; 

update your 

WA status

Place order 

on Takealot 

and 

customers 

pay you 

directly

Takealot 

delivers to 

you, and 

FAST (in 

stock, 1-3 

days)

Customers 

come pick up 

their items/ 

you deliver – 

HAPPY!

Once a month 

you get 

commission 

on your orders

Sign-up process: Recruit from 

customer base residing in low-income 

areas

Criteria include:
ꟷ Access to stable internet and cellphone

ꟷ Member of large community groups

ꟷ Reside in township or rural area

ꟷ Entrepreneurial experience

ꟷ No criminal record

Catch our Future Proof Mzansi podcast episode with Takealot

Catch our Future Proof Mzansi podcast episode with Takealot

https://youtu.be/-GlM8X5kNTM
https://www.kantar.com/campaigns/future-proof-mzansi
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South Africans are 

increasingly 

becoming dual 

channel shoppers

Greater dual channel shopping 

(30% to 40% this year) 

Base n=601 Total connected South Africans
PB6 On average how much of your total monthly purchases are done online vs in-store? Would you say you generally shop…?

Online vs in-store shopping
More online |  About the same online and in-store  |  More in-store

27%

40%

33%

More this year than last

22%

36%

42%

33%

43%

24%

T O TA L L O W E R

H I G H E R

19%

30%

50%

T O W N S H I P

Up from 29% 
Up from 30% 

Up from 30% Same as 2024
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Online platforms

Retailer websites

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

WhatsApp

Facebook Marketplace

TikTok influencers or adverts

YouTube influencers or adverts

Facebook influencers or adverts

Instagram influencers or adverts

Links in podcasts

And are well versed 

in the use of 

ecommerce 

websites

36% of people are shopping via 

social platforms more than they 

did last year

High usage of store 

websites likely relates to 

comparison of prices 

online

Base n=601 Total connected South Africans
PB 5 Which of these platforms do you use when shopping online?

73%

26%

22%

21%

15%

11%

9%

9%

38% of people buy/sell 

via classifieds more 

vs 2024
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Clothing and 

takeaways are the 

top categories 

purchased online

Three-quarters of adults would 

consider a daily special or combo 

price promotion for takeaway 

rather than full-service restaurant

Kantar Restaurant Dive global 

report, 2025

Rush hours and discounted 

delivery options

Base n=601 Total connected South Africans
OSC Which of these do you shop for online?

Kantar, Restaurant Dive, National Restaurant Association, global 2025

68%

52%

41%

41%

32%

26%

26%

22%

20%

20%

19%

17%

16%

Clothing, shoes & accessories

Fast food/take-away meals

Groceries

Household appliances

Personal care items/toiletries

Furniture

Books

Make-up/cosmetics

Medication/health products

Sporting equipment

Children’s toys

Arts/crafts/stationery

Health and wellness programmes

Categories shopped online
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Online orders are 

generally delivered to 

our homes

Base n=601 Total connected South Africans
OSD And how do you get delivery of the products you order online?

85%

24%
20%

11%
7%

Delivery to my home Collect my order from
the pick-up site

Delivery to my work Delivery to a central
neighbourhood
collection place

Smart locker delivery

Delivery of online orders
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Poverty

Lack of jobs with a 

sufficient wage 

Diversity and inclusion

Abuse or violence 

against women

Water pollution 

Climate change 
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Catch Ronak’s talk in the webinar

https://www.kantar.com/campaigns/consumer-sentiment-barometer
https://www.kantar.com/campaigns/consumer-sentiment-barometer
https://event.on24.com/wcc/r/4990238/248A676C80259CDA35973403C48824E9?partnerref=Ilse
https://event.on24.com/wcc/r/4990238/248A676C80259CDA35973403C48824E9?partnerref=Ilse
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https://www.linkedin.com/in/ivan-moroke/
https://www.linkedin.com/in/stacy-jayne-saggers-%F0%9F%8E%A4-3605b823/
https://www.linkedin.com/in/senamile-zungu-a8375627a/
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Follow us on Twitter

Follow us on LinkedIn

Sign up for our newsletters
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https://twitter.com/Kantar_AME
https://twitter.com/Kantar_AME
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Are you tuning into the 

best podcast ever?

Subscribe to our 

marketing podcast 

FUTURE PROOF 

Mzansi 

Available on Spotify, 

Apple Podcast and 

YouTube

Hosted by 

Stacy Saggers & Senamile Zungu 
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Contact details

Catch our Future Proof Mzansi podcast with Donald Moghale

Catch our Future Proof 

Mzansi podcast with 

Donald Moghale

Donald Moghale

MD Moya App
donald@hibirism.co.za
https://moya.app/ 

Siboniso Bophela

Founder Spenda App
siboniso@Spenda-sa.com
www.spenda.-sa.com

Greg Bailie

Head of Partnerships, EDC 

Squared
greg@edcsquared.io
www.edcsquared.io/

Jon Savage

CEO Africa Podcast Network
jon@theeye.co.za
www.africapodcastnetwork.com/home/

Conferences, Workshops

Stacy Jayne Saggers
stacy.saggers@kantar.com

+27 82 052 2277

Senamile Zungu
senamile.zungu@kantar.com

Themba Robin

Content Creator, Writer, 

Voice Artist & MC
Themba@BehrBumMedia.com 
https://thembean.wixsite.com/themba-robin 

a
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Age Gender

18-24 25-34 35-44 45+

Household income Region/province Ethnicity

We spoke to 501 

South Africans 

representative of the 

connected* population of 

South Africa

*72% penetration of internet access in SA across home and mobile, MAPS 2022
Base n=415 Total sample connected South Africans, March 24

5%

22%

25%

24%

11%

10%

1%

R0 - R999

R1 000 - R4 999

R5 000 - R9 999

R10 000 - R29 999

R30 000 - R49 999

R50 000 or more

No household income

7%

6%

34%

17%

10%

9%

4%

1%

16%

Eastern Cape

Free State

Gauteng

KwaZulu-Natal

Limpopo

Mpumalanga

North West

Northern Cape

Western Cape

74%

13%

3%

11%

Black

White

Asian/Indian

Coloured

49% 51%23% 29% 24% 24%
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Age Gender

18-24 25-34 35-44 45+

Household income Region/province Ethnicity

We spoke to 113 

township-based 

South Africans

*72% penetration of internet access in SA across home and mobile, MAPS 2021
Base n=85 Connected South Africans based in townships, April 2024

14% 39% 42% 5%

36%

64%

Up to R4 999

R5 000 - R9 999

8%

2%

50%

15%

12%

4%

2%

0%

6%

Eastern Cape

Free State

Gauteng

KwaZulu-Natal

Limpopo

Mpumalanga

North West

Northern Cape

Western Cape

99%

0%

0%

1%

Black

White

Asian/Indian

Coloured

53% 47%
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We also spoke specifically with township dwellers

1. Defining 

townships

The first step was to 

determine the definition of 

a township, appropriate to 

South Africa today.

To begin, we used a ‘high 

population locality’ (HPL) 

definition, and identified 

Sub Places (SPs) that 

have a population density 

of >200 people per square 

KM. This approach was 

validated by our expert 

sampling partner*, who 

also works with Stats SA.

2. Profiling HPL 

areas

Next, we profiled the HPL 

SPs by household income 

segments, dwelling type 

and demographics to 

further refine the SPs.

We also reviewed access 

to household goods such 

as landlines, vacuum 

cleaners and internet at 

home at an overall SP 

level to understand the 

overall SP profile. 

3. On-the-ground 

review

Our face-to-face research 

field managers then 

reviewed the list based on 

their experience of visiting 

these SPs to confirm if the 

majority of dwellings within 

the SP met the definition.

4. Panel profiling 

and targeting

Kantar’s Profiles panel was 

aligned with the final list of 

SPs, to identify panellists 

who resided in the SPs.

Survey invitations were 

sent out to profiled 

panellists. The survey 

included questions around 

dwelling type, 

demographics and 

household goods. 

5. Case level 

exclusion

Respondent-level data was 

analysed and some cases, 

those were removed 

who did not fit the profile of 

the overall HPL SPs e.g. 

those with landlines and 

home security.

Residents of informal 

dwellings were included 

regardless of goods 

ownership.

Sample definition and ring-fencing exercise was a multi-stage exercise, 

with advice from industry experts and on-the-ground fieldworkers

* Sheny Medani (Director: Market Decisions)
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