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wƘƻ ǿŜΩǊŜ ǘƘŜ ŀǇǇǊƻŀŎƘŜŘ ǇŜƻǇƭŜ

1. Profiles Introduction
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At-a-Glance

Nonzolo, 32 yrs old, 
housewife, 1 child

Living in a rented home n 
sub-urban area. 
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Zama,  23 yrs old,female, 
studying and working part-

time. Junior chef. 

[ƛǾƛƴƎ ƛƴ ƳƻǘƘŜǊΩǎ ƘƻǳǎŜΣ 
bought in 2007, free standing 

home in urban area. 
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Thato, 16 yrs old, male,  
currently in grade 8, lives 
with mother and siblings

Living in a free standing 
house bought in 2013
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Thando, 30 yrs old, main bread 
winner, 1 child

Living in a free standing house 
i sub-urban area. Looking to 

accumulate bigger property in 
future
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Sibongile, housewife, 2 
children

Living in free standing 
house in urban area 

bought in 2014
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Key Findings

ÅFamily

ÅGrowth

ÅFinancial stability

ÅBrandloyalty

ÅConsumptionvs Routine

ÅBrandsfor personalconsumption

ÅIdentity
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Finding 1: Title of finding 

1. Importance of family 
Å¢ƘŜǊŜΩǎ ŀ ƴŜŜŘ ǘƻ ǎǇŜƴŘ ǉǳŀƭƛǘȅ ǘƛƳŜ ǿƛǘƘ ŦŀƳƛƭȅ
ÅCƻǊ IƻƳŜ ƳŀƪŜǊǎ ǘƘŜǊŜ ƛǎ ŀ ƴŜŜŘ ǘƻ ƛƴǾŜǎǘ ƛƴ ŎƘƛƭŘΩǎ ƎǊƻǿǘƘ
ÅMain providers want to provide and keep their families happy.

2. Why its important for the project
ÅThis provides  basis for the advertising to based around security of families, providing for 
families and the love and time invested by consumers on their families.

3. Insight
ÅFamilytime meanssharinga mealbe it a quickbreakfastor breakfastpreparedover
more time. 

4. Supports
All time outsideof work is investedin family time, growingand bondingas a family. 

My family, my 
sport, and school, 
and a few friends 

that encourage me 
to push on.
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Finding 2: Growth 

Å 1. Growth in consumers lives
Å Youth is into expanding growing in careers and building towards stability in future
Å Home makers want to invest in time or any resource to help their children grow.
Å Main providers want more than what they have so they will have enough to provide their families 

or just a little extra will do in finance and comfort.

Å 2. Why its important for the project
Å For a market that is always looking to improve, grow and expand they have room to look at other 

products to fit that lifestyle.

Å 3. Insight
Å Themore I havewhenI growthe more I will bewilling to spendto makeme seemlike I have

achieved. ¢ƘŜǊŜΩǎroom for new brandsand new productsto fit different lifestyleneeds.

Å 4. Supports
Å They are looking at luxury and spending moRein future if they work to get more money, the need 

for money will come with the need for better brands whether they are seen by people or not it has 
to do with how they make the consumer feel.

ΧǘƘŜ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ƎǊƻǿΣ ȅƻǳΩǊŜ 
always learning, you can never 
say, I know everything about 
ŎƻƻƪƛƴƎΣ LΩƳ ŘƻƴŜΣ ǘƘŀǘ ǿƛƭƭ ƴŜǾŜǊ 

happen.
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Finding 3: Financial stability

Å 1.Financial stability 
Å ¸ƻǳǘƘ ƭƻƻƪ ŀǘ ǘƘŜ ǇǊƻǎǇŜŎǘ ƻŦ ōŜǘǘŜǊ Ƨƻōǎ ƛƴ ŦǳǘǳǊŜ ǿƘƛŎƘ ƳŜŀƴǎ ƳƻǊŜ ƳƻƴŜȅΣ ƛǘΩǎ ǎƻƳŜǘƘƛƴƎ ǘƘŜȅ 

are studying towards and will work for.
Å Home makers try and save so they will have enough money to go around and then some, but this 
ŘƻŜǎƴΩǘ ƳŜŀƴ ǘƘŜȅ ŎƻƳǇǊƻƳƛǎŜ ƻƴ ǉǳŀƭƛǘȅΣ ǿƘƛŎƘ ƛǎ ǿƘȅ ǘƘŜȅ ŀǊŜ ƳƻǘƛǾŀǘŜŘ ǘƻ ǎŀǾŜ ƻƴ ǇǊƻŘǳŎǘǎ 
that are not consumed to get quality in food.

Å Main providers have financial stability almost implanted in them, they look at the economy and 
future to secure financial stability, more so if they are the bread winners.

Å 2. Why its important for the project
Å vǳŀƭƛǘȅ ŘƻŜǎƴΩǘ ƘŀǾŜ ǘƻ ōŜ ŜȄǇŜƴǎƛǾŜ ƻǊ ŎƘŜŀǇΣ ǘƘŜ ŎƻƴǎǳƳŜǊǎ ǿƻƴǘ ŎƻƳǇǊƻƳƛǎŜ  ōŜŎŀǳǎŜ ƛǘΩǎ ŀ 

reward for what they have worked hard for.

Å 3. Insight
Å If the consumerworksto attain a  better life and better financialstabilitythey will bewilling to

spendthat on the bestquality for themselvesand their familes, alsolookingat the valuefor money.

Å 4. Supports
Å ²ƛǘƘ ŦƛƴŀƴŎƛŀƭ ǎǘŀōƛƭƛǘȅ ŎƻƳŜǎ ŀ ŦƻǊƳ ƻŦ ƭǳȄǳǊȅ ǿƘŜǊŜ ǘƘŜȅ ŘƻƴΩǘ ǿŀƴǘ ǘƻ ǎǇƭǳǊƎŜ ōǳǘ ŦƻǊ neccesities

they will go the extra mile.

There are concerns, 
that we have like 

having more money, 
ƳƻǊŜ ƻŦ ŜǾŜǊȅǘƘƛƴƎΧ
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Finding 4: Brand loyalty

Å 1. Brand loyalty
Å ¸ƻǳǘƘ ŀǊŜ ƳƻǊŜ Ŝŀǎƛƭȅ ǇŜǊǎǳŀŘŜŘ ƛƴ ǘƘƛǎ ŎŀǘŜƎƻǊȅ ŀǎ ǘƘŜȅ ŀǊŜ ƛƴǘƻ ƴŜǿ ōǊŀŘǎ ŀƴŘ ƘŀǾŜƴΩǘ ŦƻǳƴŘ ǘƘŜƛǊ ŦŜŜǘ ƛƴ 

making primary decisions in shopping.
Å Home makers have a solid foundation with loyalty and trace back their loyalty to their Home makers and elders, 

they are more likely to look for a product not far from what they are used but would also try a new product if 
loyalty is linked to good quality all around. In taste, filling, gives energy and health. 

Å Main providers have their family making the decisions through choices they prefer and have their on personal 
preference due to lifestyle or personal health needs, and convenience. 

Å 2. Why its important for the project
Å This provides  basis for the advertising to based around security of families, providing for families and the love and 

time invested by consumers on their families.

Å 3. Insight
Å Thebrandloyaltypromptspurchaseof new productswith the rangeand opens room for new productsand 

retention from constantquality of currentprodcuctsbeingconsumed. 

Å 4. Supports
Å Theloyaltyalthoughnot deeprooted in youth as yet playsa hugerole in adultsmakingprimaryshopping 

decisionsbecauseƛǘΩǎgenerationaland from trial and error, it leavesroom for growth and improvementif anyis
neededwithin consumersguidelines

It should be a product that is well 
known to me, probably grew up at 
home knowing, or have been using 

from home. Then I do try new 
ǇǊƻŘǳŎǘǎ ōǳǘ ƴƻǘ ŀǎ ƻŦǘŜƴ LΩƳ ǾŜǊȅ 

weary of trying new products. 
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Finding 5&6: Consumption vsRoutine

Å 1. Consumption vsRoutine 
Å Being on a tight schedule means not enough time for anything else for youth, so they either have to consume on 

the go or outisideof home.
Å Home makers are more involved and entrenched in the process of preparation and serving, they make sure the 

products needed are available and create a routine suitable for other family  members, they make sure breakfast 
is had at home and if not at hoe that something on the go is available. 

Å Main providers 

Å 2. Why its important for the project
Å The different roles played during consumption solely depends on schedule and gives gaps for new products to fit 

ƛƴ ǇƭŀŎŜǎ ǿƘŜǊŜ ōǊŜŀƪŦŀǎǘ ƛǎƴΩǘ ǘȅǇƛŎŀƭƭȅ ǘŀƪŜƴ ōǳǘ ƴŜŜŘŜŘΦ {ƻ ŎƻƴǾŜƴƛŜƴŎŜ Ǉƭŀȅǎ ŀ ōƛƎ ǊƻƭŜ ƘŜǊŜ ƻƴ ǘƘŜ ƎƻΦ

Å 3. Insight
Å In eachroutine there isalwaysa gap wherebreakfastisnot had, due to convenienceor lackof varietywhenthey

want somethingdifferrent for that occassion

Å 4. Supports
Å On the go they are limited to bars and snacks, not something more filling which is one of the roles breakfast plays, 

so there is an opportunity to create something more filling but also fitting to breakfast category either than fats 
food. 

aƻǎǘ ƻŦ ǘƘŜ ǘƛƳŜ ƛǘΩǎ 
something very quick and 
Ŝŀǎȅ ǘƻ Řƻ ǳƴƭŜǎǎ ƛǘΩǎ 
ǿŜŜƪŜƴŘǎΧ

²ŜΩƭƭ ƘŀǾŜ ōǊŜŀƪŦŀǎǘ ŀǘ 
restaurants, like Wimpy, 
Ƴƻǎǘ ƻŦ ǘƘŜ ǘƛƳŜ ƛǘΩǎ 

Wimpy.
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Finding 7: Brands for personal consumption

Å 1. Peronsalconsumption
Å Youth are going for the new products due to media exposure and influence form peers.
Å Home makers are less likely to stick to what the family has during the week as they have more time on their hands 

once the family takes off.
Å Main providers are consuming cereal at work and will buy more appealing brands and healthier options

Å 2. Why its important for the project
Å Outside of family having breakfast together and having one or more brands consumers have personal preferences 

ǘƘŀǘ ǘƘŜȅ ŎƻƴǎǳƳŜ ǿƛǘƘƻǳǘ ǘƘŜƛǊ ŦŀƳƛƭȅΦ ¢ƘŜǊŜΩǎ ŀ ǎŜƭƭƛƴƎ ǎǇŀŎŜ ƻǳǘǎƛŘŜ ƻŦ ŦŀƳƛƭȅ ƻǊ ǎƘŀǊƛƴƎΣ ƳƻǊŜ ǇŜǊǎƻƴŀƭ ƛƴ 
flavourand taste.

Å 3. Insight
Å Thisisa more personal consumptiontriggerand will relate to the consumerpersonallyand they feel the needto

havethat for their own satisfactionthan not havinga choicedueto routine or place of consumption

Å 4. Supports
Å Children prefer sweeter and energy fueling products, adults have a preference from low sugar, good distribution of 

energy, health and more linked to loaylty. 

aƻǎǘ ƻŦ ǘƘŜ ǘƛƳŜ ǿŜΩƭƭ ƘŀǾŜ YŜƭƭƻƎƎΩǎ 
Rice KrispiesΣ ōŜŎŀǳǎŜ LΩƳ ǘǊȅƛƴƎ ǘƻ 
change that for my daughter not to 

have the same thing
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Finding 8: Identity

Å 1. Identity 
Å Youth have growing characters, still trying to place themselves in society and find their identity. 
Å Home makers are settled in their roles, they are providers at best and live up to their roles of 

making a home. 
Å Main providers are career driven, they know who they are, they know what to do and how to 

achieve their future plans and have their families and big motivates of achieving these goals. 

Å 2. Why its important for the project
Å With their personal identities there is a gab to cater to their personal tastes in food and preferences 

as an acknowledgement of their contribution to society. 

Å 3. Insight
Å Playinginto their personal likeswill mean more personalizedadvertisingto better reachthe

market, it maybedifferent mediumsfor the samebrandbut different aproachto eachtarget, to
remindthem of a productor introdcuedto onethey havenot yet consumed. 

Å 4. Supports
Å Lƴ ŜŀŎƘ ƻŦ ǘƘŜƳ ǘƘŜǊŜΩǎ ŀ ǎŜƴǎŜ ƻŦ ǿŀƴǘƛƴƎ ǘƻ ōŜ ǎŜŜƴ ŀƴŘ ǿŀƴǘƛƴƎ ǘƻ Ŧƛǘ ƛƴ ǿƛǘƘ ƭƛƪŜƳƛƴŘŜŘ 

individuals . 

Χbeing able to sit around people you 

ŘƻƴΩǘ ƪƴƻǿΧōǳǘ ōŜƛƴƎ ŀōƭŜ ǘƻ Ǝƻ ǘƻ ǘƘŜ 
next grade, know a ne teacher, finding out 
something new about yourself, probably if 
you reach grade 10, finding out the things 

you liked changed, they tend o change 
while you grow. 
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The purpose of this section is to understand 
the life of the consumer. Know about overall 
habits, behaviors, values, concerns and 
motivations in their everyday lives. 

2. Knowing the consumer

Family
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Values and Motivators 

ÅYouth and young adult

Å Have concerns about the future, 
securing a career and having financial 
stability

Å Motivated by peers, family and 
generally have a lot of self-esteem 
and confidence in their fields of study 

ÅHomemaker and Bread 
winner

Å Concerns are more related to finance 
and political standing of the country 
as it affects their earning.

Å Motivated my their families, children.

Å Looking at giving back in society or to 
their own families which is also what 
they value. 

Å driven by providing for their families. 

Å Looking for a healthier lifestyle.
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3. Consumption Overall 

Weekday Weekend
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Schedules 

ÅYoung adults and youth
ÅStudying and working part-time

ÅSchool and extra mural activities

ÅHomemakers and Bread winners
ÅWork and family time after work, usually t help kids with 

homework or take care of chores

ÅChores and running errands

Weekend is set aside for family, outings, trips, staying indoors. 
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Main retailers;
Checkers
Pick n Pay
Spar ς
ÅThese are the most common due to 
accessibility and price, they have more 
competitive retail prices which are more 
affordable and carry a wide range of 
products.
ÅCatalogues are a way to compare prices 
to decide on shop to go to. 

Woolworths- Is the least mentioned in 
terms of shopping as prices tend to be 
higher and they have a limited range due 
to their health regulations. 
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The purpose of this section is to understand behaviors, 
habits and culture around breakfast and any food intake 
before lunch, both in the family and in a personal way, 
including emerging needs, changes and products. 

4. Breakfast
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Breakfast Triggers

Routine:
Å¢ƘŜǊŜΩǎ ǳǎǳŀƭƭȅ ŀ ǎŜǘ ǎŎƘŜŘǳƭŜ ŘǳǊƛƴƎ ǘƘŜ ǿŜŜƪ ǿƘŜǊŜ ŎŜǊŜŀƭ ƛǎ ŎƻƴǎǳƳŜŘ ōŜŦƻǊŜ ŦŀƳƛƭȅ 
goes out to work and school.
ÅOn rare occasions cereal will be had for lunch or later in the day for convenience or to 
satisfy a craving. 
Åhƴ ŀ ǿŜŜƪ ǘƘŜǊŜΩǎ ŀ ōǊŜŀƪ ŦǊƻƳ ŎŜǊŜŀƭ ŦƻǊ ƳƻǊŜ ǎƻƭƛŘ ŦƻƻŘ ŀƴŘ ŦƻƻŘ ǘƘŀǘ ǊŜǉǳƛǊŜǎ ƳƻǊŜ 
preparation or fast food if not at home.
ÅFor those consuming breakfast at work there are cereals or snacks bought for the 
occasions. 
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Breakfast cereal must be:

Breakfast cereal 

Convenient 
and 

practical-
On the go

Must taste 
good

Healthy 
and gives 

you energy
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The objective of this section is to understand the 
perception of grain food (oatmeal, box cereal, granola, 
etc.) and their consumption opportunities inside the 
emerging middle-class breakfast, as well as their 
barriers. 

5. Cereal


