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PEOPLE HAVE GAMING NOSTALGIA

• Past times like 10 pin bowling, general knowledge quizzes, board games, roller-blading 
and ping pong are making a big comeback in millennial pop culture. The isolated game 
boy experiences are less favoured right now than the ones that rope groups of people in. 
Creating a social experience that is sometimes rooted in competitiveness, other times 
romanticism.

• Casinos have arcades that older millennials are enjoying just as much as the little ones. 
For the more ‘mature’, the Artisan in Greenside hosts board game nights. Competing 
against old and new friends alike. Milk Bar in Rosebank hosts Quiz Nights that are both 
mind-bending, social and plain down fun. Reminding those competing, of their younger 
school days of general knowledge quizzes and family board game nights.

• This gaming nostalgia is definitely an inspiring and fun way to look at a day or night out 
with friends.  It’s also an opportunity for smaller, local brands to create a community 
through the use of gaming. This gaming nostalgia can be used in bigger brand activations 
and events. From an entrepreneurship perspective, it also opens up a business 
opportunity for young people. Creating something fresh, fun and social for those who 
have gotten so used to mobile apps and PlayStations. 
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BLACK MOTHERS: "WE WANT BLACK 
DOLLS FOR OUR GIRLS"

• It’s a great time in pop culture because there is a revolution that is more appreciating of 
different skin colours as well as hair types. Even not having hair can be appreciated and 
seen as beautiful. While this is great for girls who are a bit older - witnessing the revolution 
on social media - it still needs to find life in ways that really matter and to girls who are 
younger.

• Black mothers want their girls to have what they never had. That is for their girls to see 
themselves in the dolls they play with and the characters they see in movies. Having 
enjoyed Black Panther to the fullest and seeing it as a positive film to show young children 
that heroes look like them and have the same colour skin as they do. It’s revolutionary. 

• More variations and characters are needed that speak to our population. It’s up to local 
brands to make create much-needed products and narratives that inspire and reflect a 
huge number of young black girls. 
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• Online digital citizenship has become a reality for most of the South African population as 40% are internet-active according to World Wide
Worx (2017). This shows the sheer power of the internet and interconnectivity it offers the population – a very powerful tool if utilised
correctly by brands and businesses of today.

• What is becoming pertinent is how these brands and businesses use the internet in relation to their customers. One such example is the
introduction of Virgin Money South Africa focusing on a ‘digital-first’ outlook as stated in BusinessTech (2018). As such, this has seen the
company establish an online buying platform which allows the consumer to have more options and convenience as stated in BusinessTech
(2018). The innovation lies in Virgin gaining insight into the fact that consumers do not appreciate the inconvenience associated with call
centres and prefer to have options at their disposal, on their terms.

• Another example is how brands are utilizing social media as a means to interact in a more intimate setting with their consumers‘. This allows
consumers’ to be made more comfortable and the insights to be gained are far more relevant and useful to brands operating in a digital
world.

“WE WILL RATHER TYPE THAN 
SPEAK”
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04
AT YOUR SERVICE 

• The fuel retail sector is a promising in regards to its added value to the growth of the South African GDP as it contributes 8.5%
according to RNews (2018). This source goes onto state that; “There are more than 4,600 service stations in South Africa and a
collected annual turnover in excess of R324 billion” (RNews, 2018).

• Fuel is the main driver to profit as South Africa is the biggest consumer of fuel on the African continent as stated in RNews (2018).
This is supported by one particular factor that is seeing a huge growth in this sector – convenience retail as means of a support for
the primary service provided.

• What this means is that alternative profit opportunities (APO’s) as described by RNews (2018), are seeing more and more forecourts
are transitioning to the idea of becoming a one stop shop. This means that these service stations want to allow customers’ the added
service of “banking, shopping, quick service meal and convenience shopping, while they are filling their petrol tanks” (RNews, 2018).

• In addition to this, Talking Retail (2018) highlights that Joe Boyle (director at FreshStop) with a network of over 271 stores
countrywide, attributes this growth to 4 key trends, These are the speed of experience, healthy living becoming a need not a want,
experiential retail promoting new and fresh, and technological advancement.



05 QUANTITY VS STATUS – THE NEW 1 
LITRE BOTTLE

• The new one liter bottle is proving to be both a value offer as well as a symbol of
coolness. This is apparent in the younger beer drinkers showing off the sense of
rebelliousness for everything different and new in society.

• Given nicknames like ”Quantum” (The Public transportation minibus taxis with enough
space for more than usual passengers, from smaller mini busses) The size of the 1 liter
beer bottle represents a larger than life perspective of the world.

• The world of status especially in the alcohol category is one of the most competitive on all
category forms – Beer, Whiskey, Vodka, Champagne. However the beer category has
managed to balance value and status through street creds of being different not by band,
but by volume.

• There are other beer brands such as Corona which will maintain a high end status sorely
through their upmarket price and stay a status symbol for some, but the beer brand
market in general has found status from many other element whereas before others
would not consider such.



06 WHATSAPP STATUSES - THE NEW 
SOCIAL MEDIA

• In recent WhatsApp was commonly used as a peer to peer communication platform. Though be it in
a group WhatsApp, it still remained a platform to convey a message and receive a message from
peers and family.

• However all that is changing as we see WhatsApp users updating their stories more often and using
it as a social media platform to share their lifestyle experiences that just a messaging platform.

• The ability to record ones story means that people are looking into WhatsApp for more than just
messages, but keeping up with what their friends and family are up to.

• Another opportunity for brands to move beyond the usual WhatsApp groups for their consumers to
a more engaging way of information and entertainment through WhatsApp statuses.
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• It seems the drier Cape Town City gets, the more wetter Johannesburg city is. With
warning of dry levels getting to a critical stage in Cape Town. Johannesburg has seen the
converse with reports of the Vaal damn reaching its 100 filling capacity in over a long
period of time. Innovations have taken two different perspective to the situations, on one
end people and communities seeking refuge in water scarcity on the other seeking refuge
from over flooding.

• The learning from the above is a clear example of how consumers or people cannot be
blanketed with a homogenous approach from businesses and brands as peoples lives can
be completely different and face even opposite situations in the the same country.

• Relevance not only lies in understanding the consumerism of your target market, but also
their unique challenges in their daily lifestyle and how you can make their consumer
experience one that fits to their current living conditions.

DRY & WET WEATHER- INNOVATION 
CONVERSE. JHB & CPT  



08 15% VAT INCREASE HAS BECOME 
BUSINESS  NEW USP PRICE STRATGEY                                              

• The recent South Africa value added tax increase which commenced the beginning of
April 2018 has seen business having to relook both into their pricing and accounting
models.

• The result of this means that consumers will have to pay more value for goods and
services in the months to come. However some companies have taken this as an
opportunity to give take in this VAT increase as their own expense and save the consumer
money by letting them pay usually what they would before the VAT increase.

• As well as this may be for the consumer, it has led into a “Price war” between companies
to see who will deliver the lowest prices during this period.

• Communication has shifted to a price promise more than a brand promise.



09 WHATSAPP PAYMENTS TO YOUR 
CONTACTS  

• The Sending money to your friends or loved ones has become even more simple. With
over 200 Million active users. WhatsApp payments feature integrates immediate payment
service (IMPS). IMPS is an instant real-time inter-bank electronic funds transfer system in
India.

• The process only requires 10 steps nor does the feature require any digital wallet.
WhatsApp will also maintain the log of all transactions under the ‘Payments’ option in
‘Settings’. Providing a history of transactions as well.

• A quick summary is adding your card details and cellphone number (must be linked to
the card). You will receive an sms to verify the number with the bank account. Then you
can transfer anyone money if they’ve activated their own account.

• WhatsApp however won’t include merchant payments. Merchant account is a type of
bank account that allows businesses to accept payments in multiple ways, typically debit
or credit cards



10 INXEBA “THE WOUND”  

• The Film and Publications board released it’s reasons for the reclassification. Rating 
Inxeba a X18 film. The Tribunal found the film to “increase tensions in society and stated 
that it has no artistic value” through their appeal. The X18 rating meant that the film 
immediately had to be withdrawn from cinemas and could only be purchased at 
designated adult premises. However the director and producer challenged their film’s 
reclassification and the court ruling has temporary over ruled the decision. 

• Inxeba (The Wound) has 20 awards of excellence internationally and within South Africa. 
The film has also been nominated for 8 film and televisions awards.

• With the increase of homosexual’s feeling proud and open about the sexuality. There’s
nothing in the film that normal society doesn’t experience. Support for the film has been
liberating and encouraging for all the involved and external parties.



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.



About TrendER Insights 

TrendER Insights is an African consumer insights research agency. We 
offer business intelligence by following trends and surveying consumers 
to gain a deeper understanding behind our consumer motivations, 
beliefs, needs and behaviours.

Our services :

Business intelligence through: 
• Consumer  research
• Insights
• Trends
• Neuromarketing

Contact:
mogorosi@trender.co.za
itumeleng@trender.co.za
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