
The overwhelming impression I gained 
was the tremendous pride in African 
heritage and cultures. Every black speaker 
referred to it, and the great challenge and 
opportunity for brands is to understand 
and respect this and relate their brands. 

Mobile means that everyone can access 
information, be it peer comments through 
WhatsApp or accessing and comparing 
data via smartphones. Everyone is very 
price-sensitive. Although value is still a 
very important word, it needs to relate to 
lifestyle needs and interests. Lower LSM 
groups are looking to substite some of the 
expensive items in their shopping baskets, 
and interestingly Pick n Pay’s own label is 
attracting many of these shoppers away 
from traditional brand loyalties.

Millennials, particularly younger ones, 
love accessing data and they are carefully 
researching everything and anything. They 
are shopping online, but most of them 
are using this to value compare while still 
preferring to make the bigger shopping 
trips to the retail outlets. An interesting 
comment was that the higher-income 
millennials visit their families in the 
township during the weekend to pay black 
tax, resulting in Monday being a good 
shopping day. Important to appreciate 
how the extended family impacts the 
discretionary income of higher earners, 
they all accept the duty to help each other. 

for marketing strategy, the focus of 

the Township Shopper Marketing 

conferences will need to shift to astute 

implementations ie best practices in action. 

My recommendation to whites is to be 

prepared to spend some time of the year 

living in a township to really appreciate 

the cultural lifestyle and the tremendous 

pressure on low income. 

It is going to be very interesting to see 

how the spazas evolve. As convenience 

shops – all 200 000 of them – they are 

open early early in the morning and close 

late in the evening to cater for travelling 

customers. During the day, most of their 

customers are children buying on behalf 

of their mothers. Transportation costs 

are a big influence on the survival of the 

spazas as they are local. Yet the wave of 

malls continues and they are very focussed 

on working with the local communities 

and micro influencers are very important. 

As more black people gain access to cars, 

spazas will start loosing market share. 

However, black 

people are very keen 

to support fellow 

black entrepreneurs 

and hence the 

importance of 

brands being seen to 

stimulate and support 

local black business. 

While there is so 

much talk about 

digital media, it 

is interesting that 

several speakers 

referred to shopper inserts in the local 

newspapers as a key way for residents 

to shop and compare and they are very 

interested in promotions. As ever, there is 

not one simple solution. 

Older people still watch television and 

read newspapers, while younger people are 

busy with their digital devices and they 

all influence each other. Everyone at the 

conference communicates with their social 

circle on WhatsApp and black Twitter is 

very important, but you have to get the 

content right.

This is my tenth township conference 

and I made over 30 page of notes, so like 

the delegates, there is so much to learn 

from very informed township marketers. 

Terry Murphy, Publisher, Marketing Mix 
terrym@systems.co.za 
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Pride in African cultures
During the recent Township Shopper Marketing Summit hosted by Marketing Mix 

Conferences (the 10th of its kind) the majority of speakers for the first time were 

black black – a very encouraging evolution. 

Black community life is dominated 

by festivals, the church and big family 

occasions such as weddings and funerals. It 

is very important to lavishly entertain in a 

high-profile manner and everyone chips in. 

Then there is the vital importance of 

appreciating colloquial language. There 

are so many slang words that are fun and 

cool and brands need to use them. One of 

the topics was on the theme of “empathy” 

and it is a big challenge for many white 

marketers in effectively influence their 

black customers. You need to live the life 

of your customers to understand them and 

influence them. 

As a white person writing what I just 

said, I realise that most black marketers are 

fully aware of all these points and as they 

become increasingly responsible




