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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 yreld,female
studying and working part
time. Junior chef.

[ABAY3I AYy Y2i(KY
bought in 2007, free standing
home in urban area.
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Thato, 16 yr®ld, male
currently in grade 8, lives
with mother and siblings

Living in a free standing
house bought in 2013

business
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Thando, 30 yrs old, main bread
winner, 1 child

Living in a free standing house
i suburban 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

business




Key Findings

Acamily

AGrowth

Ainancial stability

Mrandloyalty
AConsumptiorvsRoutine
ABrandsfor personalconsumption

Adentity
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Finding 1: Title of finding

1. Importance of family
AKSNEQa | ySSR G2 &aLISyR |d
A2NI 1 2YS YI{SNA (KSNB Aa
Aviain providers want to provide and keep their families happy.

that encourage me
to push on. y 0

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

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

4. Supports
Alltime outsideof work isinvestedin family time, growingandbondingas afamily.
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happen.

1. Growth in consumers lives

Youth is into expanding growing in careers and building towards stability in future
Home makers want to invest in time or any resource to help their children grow.

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.

Too T To o

2. Why its important for the project

For a market that is always looking to improve, grow and expand they have room to look at other
products to fit that lifestyle.

To I

3. Insight

Themore lhavewhen| growthe more Iwill be willing to spendto makeme seemlike | have
achieved¢ K S MaBn@¥ar new brandsand newproductsto fit different lifestyleneeds

To T

4. Supports

They are looking at luxury and spendmgRein 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.

To T
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To T

To I

having more money,
Y2NBE 27F S

Finding 3: Financial stability

~

1.Financial stability
L 2dz0K €221 FG O0KS LINRPALISOO 2F o0SOGGSNI 2204 Ay
are studying towards and will work for.

Home makers try and save so they will have enough money to go around and then some, but this
R2SayQu YSIYy 0KSé OZ2YLINRBYAAS 2y ljdza tAuez @K
that are not consumed to get quality in food.

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.

2. Why its important for the project } i
vdzl t AGe R2SayQi KI@S (2 6S SELISYyarAgdS 2N OKSI
reward for what they have worked hard for.

3. Insight

If the consumeworksto attain a better life andbetter financialstability they will be willing to
spendthat on the bestquality for themselvesandtheir familes alsolookingat the valuefor money

4. Supports ‘_
2 A0K FAYFYOAFE adlroAtAade O2YSa || F2 Ndécceiffes f dzk
they will go the extra mile.
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et Finding 4: Brand loyalty

weary of trying new products.

A 1. Brand loyalty
L 2dz0K FNB Y2NB Shkaiate LISNARdZ RSR Ay GKA&a OFdS3a2NB .
making primary decisions in shopping.
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.

A 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.

2. Why its important for the project

This provides basis for the advertising to based around security of families, providing for families and the love an
time invested by consumers on their families.

To T

3. Insight

Thebrandloyalty prompts purchaseof new productswith the rangeand opensoom for new productsand
retention from constantquality of currentprodcuctsbeingconsumed

o T

4. Supports

Theloyalty althoughnot deeprooted in youth asyet playsa hugerole inadultsmakingprimary shopping
decisionshecauseh ig€n@rationalandfrom trial and error,it leavesroom for growth andimprovementif anyis
neededwithin consumergyuidelines

T T
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1. Consumptiorvs Routine

Being on a tight schedule means not enough time for anything else for youth, so they either have to consume on
the go oroutisideof home.

A 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.

A Main providers

o I

A 2. Why its important for the project
A

The different rgles played during consumption solely depends on schedule and gives gaps for new products to fit
AY LI IFOSa ¢9KSNB ONBI1Flau AayQu ueLAOFtte 0lF]1SYy 0dz

A 3.Insight

A Ineachroutine there is alwaysa gapwhere breakfastis not had, dueto convenienceor lackof varietywhenthey
want somethingdifferrent for that occassion

4. Supports

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.

o T
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Finding 7: Brands for personal consumptior

change that for my daughter not to
have the same thing

A 1.Peronsaktonsumption

A Youth are going for the new products due to media exposure and influence form peers.

A Home makers are less likely to stick to what the family has during the week as they have more time on their hand
once the family takes off.

A Main providers are consuming cereal at work and will buy more appealing brands and healthier options

A 2. Why its important for the project

A Outside of family having breakfast together and having one or more brands consumers have personal preference
GKFEG GKSe O2yadzyS gAGK2dzi GKSANI FlLYAfed ¢KSNBQa | ;
flavourand taste.

A 3.Insight

A Thisisa more personatonsumptiontriggerandwill relate to the consumerpersonallyandthey feel the needto
havethat for their own satisfactionthan not havinga choicedueto routine or place ofconsumption

A 4.Supports

A Children prefer sweeter and energy fueling products, adults have a preference from low sugar, good distribution ¢

energy, health and more linked toaylty.
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n n n
something new about yourself, probably i I:Indln 8' Identlt
you reach grade 10, finding out the things "

you liked changed, they tend o change
while you grow.

A 1. Identity

A Youth have growing characters, still trying to place themselves in society and find their identity.

A Home makers are settled in their roles, they are providers at best and live up to their roles of
making a home.

A 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.

A 2. Why its important for the project

A 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.

A 3. Insight

A Playingnto their personallikeswill mean morepersonalizedadvertisingto better reachthe
market, it maybe different mediumsfor the samebrandbut different aproachto eachtarget, to
remindthem of aproductor introdcuedto onethey havenot yet consumed

A 4.Supports

A Ly SIOK 2F 0KSY (KSNBQa | aSyasS 2F glyiday3a (
individuals .
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2. Knowing the consumer

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.
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Values and Motivators

A Youth and young adult A Homemaker and Bread

winnher

A Have concerns about the future,

securing a career and having financial
stability A Concerns are more related to finance

A Motivated by peers, family and and political standing of the country

generally have a lot of sedfsteem as it_ affects their _earnir?g_;. |
and confidence in their fields of study A Motivated my their families, children.

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

A driven by providing for their families.
A Looking for a healthier lifestyle.
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3. Consumption Overall

Weekday Weekend
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Schedules

A Young adults and youth

A Studying and working patime
A School and extra mural activities

A Homemakers and Bread winners

A Work and family time after work, usually t help kids with
homework or take care of chores

A Chores and running errands

Weekend is set aside for family, outings, trips, staying indoors.
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Main retailers:

Checkers

Pick n Pay

Sparg

AThese 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.

ACatalogues are a way to compare price
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 du
to their health regulations.
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4. Breakfast

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.
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Breakfast Triggers

Routine:

AKSNBEQA dzadzZh & 1 &aSG aOKSRdz S RdzNRA y 3
goes out to work and school.

£On rare occasions cereal will be had for lunch or later in the day for convenience or tc
satisfy a craving.

Ay | 6SS1T GKSNBXQa | oNBIFI]l FTNRY OSNKBI
preparation or fast food if not at home.

A-or those consuming breakfast at work there are cereals or snacks bought for the
occasions.
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Breakfast cereal must be:

Healthy
and gives
Must taste you energy
aood

Breakfast cereal
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5. Cereal

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 middleclass breakfast, as well as their
barriers.
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