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| Everyday words that were once considered negative are now being given a

3 ., ‘ sentiment
and becoming more and more exerted in society. People are no longer confined eviously
defined as morally excepted but have set to set meaning to their own way of life. ands be

~ willing in the 2017 to push the status quo and stand besides their consumers?
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THE UN-IMPORTANT WHITE CONSUMER
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fueled by lifestyle interests.

The The township in its very own definition has become just more than a resi
of interests. Unlike ordinary surbabipa, Kasi steez is what is all about experier
would otherwise get anywhere else in the world, and these experience are at the very co
has been regarded as the heart of porvety in urban dwellings.

U n d e rp I n n ed by this is black pride, ubuntu and the perseverance from black township

dwellers. To show that there is so much more to them and their communities over the typical outsider
perceptions. % :

Thus we have seen a growth in Township tourists from all over the world to embrace the best that that the
township has to offer, because the township is an experience - Kasi steez - its about lifestyle with ease.
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BLACK HEALTH CONSCIOUSNESS
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\:‘Whe rﬁpss market is becoming health conscious that it is not an uncommon sight to see peop

jogging and doing fitness exercise, in the township early morning and evening. . ]
wn‘ i N e - -l b -

- It was first seen as one trylng to portray themselves as "better” or living like “white peopls
o vdsdiy ,tov(vgnshlp streets. However all that has changed. Townships such as Soweto now even have gy
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About TrendER Insights

TrendER Insights is an African consumer insights research agency. We follow
trends and survey consumers to gain a deeper understanding behind the trends
in our consumer environment..

Our services include:

Qualitative research
Product sampling
Neuromarketing

Consumer journey mapping

Contact:
mogorosi@trender.co.za
www.trender.co.za
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Disclaimer

This publication contains general information only. The views and opinions in this
publication should not be viewed as professional advice with respect to your business.
Before making any decision or taking action that may affect your finances or your
business, you should consult a qualified professional adviser.

TrendER Insights shall not be responsible for any loss whatsoever sustained by any person
who relies on this publication.

The use herein of trademarks that may be owned by others is not an assertion of
ownership of such trademarks by TrendER Insights nor intended to imply an association
between TrendER Insights and the lawful owners of such trademarks.
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