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About the Institute
The Liberty Institute is widely regarded as one of South
Africa’s leading marketing think-tanks. We were
established in 2001 out of a recognition that the South
African consumer landscape is unique and often bears
only limited resemblance to both developed and
developing markets in the rest of the world.
Our reports are based on robust market research and are
widely used by leading companies to inform strategy.
We are supported by Liberty Life, one of Africa’s leading
financial services companies. From 2001-2018 the
Institute was sponsored by Unilever, and prior to 2019,
our research was published under the banner of the UCT
Unilever Institute. Additional funding is derived from the
sale of research via nationwide roadshows,
memberships and in-house presentations. All revenues
are directed towards current or future research projects.
Our mission is…
• To be an essential destination for South African
consumer behaviour insights.
• To complete robust research initiatives that
provide marketers with a big picture perspective
on the ever changing South African consumer.
• To create relevant teaching material for the next
generation of South African marketers.
• To publish our findings in order to push the agenda of
localised African theory development.

2021 Membership Offering
The 2021 membership offering
includes:
•

Access to the entire updated research library
with reports and videos on all the main South
African consumer segments.

•

3 free tickets to the next project launch
presentation and 25% off additional tickets.

•

An internal presentation to your team
of any of our research reports (excl. any travel
or accommodation expenses). Also available
via digital conferencing.

Cost: R39 000 (ex VAT) for 2021.
Contact Kulsoem Roode for further payment related details (kulsoem.roode@uct.ac.za) or James Lappeman for further content related
questions (j.lappeman@uct.ac.za).
Please note that you can arrange to use the Liberty Institute as a vendor account to purchase UCT marketing online short courses
for your team. See: https://www.getsmarter.com/courses/categories/marketing-courses
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THE MASS MARKET

Research
Library

DECKS
1. Mass Market (by Numbers)
2. Mass market (The lived experience)
3. Mass Market (Survival guide)
4. Mass Market (Shopping and Food)
5. Mass Market (Brands Under Pressure)
6. Mass Market (Connecting)
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OVERVIEW OF THE SA
CONSUMER LANDSCAPE

ROADSHOW PRESENTATIONS
The Majority Report
Connecting with survivors

DECKS
1. SA Consumer Overview Report
2. Landscape Desk Research Tool

12 VIDEOS
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DECKS
1. Top End (by numbers)
2. Top End (Understanding the Inside Track)
3. Top End (Money Matters)
4. Top End (Themes in Marketing to Top Enders)
ROADSHOW PRESENTATIONS
Top End Report
Top Million Report

ROADSHOW PRESENTATIONS
Youth Report
13 VIDEOS

15 VIDEOS

ROADSHOW PRESENTATION:
4 million and rising

EDITION

DECKS
1. The Middle Class (by Numbers)
2. South Africa’s Black Middle Class

DECKS
1. African Lions (Africas Middle Class)
2. African Lions (Middle Class Consumers)
3. African Lions (Hustle Playbook)
4. African Lions (Marketing guide)

2021

MIDDLE CLASS

AFRICAN LIONS
(SUB-SAHARAN MIDDLE CLASS)

ROADSHOW PRESENTATIONS
African Lions
19 VIDEOS

The following pages have brief overviews of each folder.

1. O V E R V I E W O F T H E S O U T H
AFR ICAN C O N SU M ER &
LA N D S C A P E
This folder is a quick reference to the things that every marketer and consumer
facing organisation should know about the South African consumer landscape.
South Africa remains one of the most heterogeneous countries on earth. With
eleven national languages and a population of close to 60 million people, South
Africa has one of the largest economy’s in Africa and one of the most unequal
societies on earth.
2021 SOUTH AFRICAN CONSUMER OVERVIEW
Drawing on two decades of experience and multiple research reports, this overview
of the South African landscape provides a theoretically sound foundation by which
to understand South African consumer behaviour from richest to poorest. As South
Africa’s economy continues to contract, consumer wallets are under ever
increasing pressure. There is no doubt that consumers across the board are having
to make choices and trade-offs in order to combat inflationary pressures and low
economic growth.
From richest to poorest, the deck includes data on the number of people and
households, spending power, asset ownership and debt. The report includes a
segmentation model to provide insight into the distinction between South African
consumers households. The model is based on household income and forms a
foundation for marketers to overlay their own brand specific segments. The model
targets simplicity and practicality over complex measurements and can be used in
parallel with tools like SEM (LSM).
This overview is ideal for management presentations that require a big picture
perspective on South African consumers and the core segments.
2021 LANDSCAPE DESK RESEARCH TOOL
Understanding changes beyond a product or category is a crucial aspect of strategy
formulation. The Institute's Landscape report is a comprehensive desk research tool
that responds to this need and is used extensively by many of SA's top consumer
facing companies.
The report includes:
A 400-slide report with easy to transfer slides that can also be used to help your
own slide decks and insights reports.
Over 20 key topics are covered, including: Demographics, Economics, Education
and Digital consumption patterns.
Video content to assist with understanding.
Written by experts from a variety of fields, Landscape provides the marketer with
access to the latest information and developments in those subjects.

2. THE TOP END
With nearly a third of all consumer buying power, the Top End is a crucial segment
for many brands and marketers. Despite not being immune to the recession, Top
End consumers are undoubtedly best placed to combat its effects. Indeed, it is this
group which has gained the most in terms of income and assets since the dawn of
democracy. At the same time, marketers often complain that this segment has
become saturated. Furthermore, there is also strong evidence that this group is
placing value propositions are under ever increasing scrutiny. With the onset of the
digital age and the growing fragmentation of media, individuals within the Top End
segment are arguably harder to connect with than ever before.
Our Top End studies highlight how brands can better target this high value segment.
Insights from this folder come from a landmark study into South Africa’s so-called
Top End consumer segment (2011). The study unpacked and array of insights from
demographics through to attitudes, behaviours and aspirations. Our follow up report
in 2019 explored South Africa’s top million households and highlights substantial
lifestyle and demographic shifts. The study, which takes a deep dive into this
segment, also investigates aspirations, financial management, shopping behaviour,
entertainment, leisure, food, health, media consumption – and much much more. The
Top End folder is full of insights from this Top Million study and provides an up to
date understanding of a segment which no marketer can afford to ignore.

3 . T H E M I D D L E C LA S S
Our work on the middle class (previously the black diamond study) is still some of our
most cited research. The middle class (essentially between rich and poor) is a
crucial consumer segment in any economy. Our last major middle class report was
called 4 million and rising (2013) and is still full of relevant perspectives on this
growing group. Our work on the middle class has always had a special focus on the
growing black middle class, which is today arguably the most important consumer
segment both in terms of buying power and influence.
In 2020-2021 we will be concluding an 18-month refresh of our middle class
perspective by focusing on what the segment looks like now (over 10 years after the
Black Diamond studies) and how the black middle class has changed between
recessions.
WHAT IS COVERED IN THE MIDDLE CLASS UPDATE?
Arguably by far the most significant demographic shift over recent years has been
the emergence and continued growth of SA's Black Middle Class. This report
provides:
§ A demographic profile of South Africa’s middle class (Number of people, number
of households, spending power, regional breakdown, trends in asset ownership
and debt).
§ A model outlining middle class growth and segmentation.
§
§
§
§
§

Buying behaviour, attitudes towards brands and lifestyle.
Aspirations for the future.
Media and digital consumption.
Black tax and debt
Retirement plans

§ Youth and family perspectives.

4 . T H E MAS S MAR K ET
The mass market is a term that sometimes refers to households that fall below
middle class in emerging economies like South Africa. Over 80% of all South African
consumers live in households that earn less than R22 000 per month. The majority of
these households are earning closer to R2000 per month. Since 2012, the Institute
has been researching the many nuances and misconceptions around low-income
consumer behaviour in South Africa. Importantly, much emerging market consumer
theory does not hold in South Africa due to the injection of R200 billion into the
economy through the delivery of social grants.
The mass market folder has been informed by three large studies conducted by the
Institute in 2012 (The Majority Report), 2014 (Connecting with survivors) and 2019
(The Mass Market). These studies have been presented in various forums around
the country and have become one of our most cited research reports. Marketers who
wish to succeed in this attractive market may have to rethink their strategies
dramatically after hearing the findings and insights.
WHAT IS COVERED IN THE FOLDER?
§ An explanation of the rationale behind splitting the mass market into three
distinct segments (Ultra poor, survivors, skilled strugglers).
§ A demographic profile of the mass market, including: number of people, number
of households, spending power, asset ownership and debt.
§ Living conditions, livelihood strategies and food consumption. Shopping and
buying behaviour.
§ Aspirations for the future and strategies employed to achieve goals.
§ Consumption of media and relationships with digital platforms.
§ Marketing take-outs.

5. THE YOUTH
The institute’s 2018 Youth Report had been a decade in the making. Every time the
Institute released a consumer segment report, the question has arisen: “but how will
this apply to the next generation?” Instead of just using standard ‘go-to’ answers
about ‘digital natives’ and generational differences (gen x-y-z), we decided to take
20 months to study the 50% of South Africans under the age of 24. The study had a
special focus on 18 to 24 year old’s. This folder is an extrapolation of the various
findings of this youth report and reveals the seismic
societal shifts that are
impacting the youth of today.

6. AFR ICAN LIONS
Did you know that the Sub-Saharan middle class worth over $400 million per day and
is the world’s fastest growing Middle Class. African Lions is arguably the most
comprehensive investigation into the 100 million people in middle class SubSaharan Africa. Besides outlining the size and profile of the middle class, the
workshop also provides an in-depth understanding of living conditions, livelihood
strategies, aspirations, media consumption, buying patterns, brand relationships
and much, much more. The project took over 18 months to complete and consisted of
150 researchers.
THE RESEARCH REPORT PROVIDES:
§
§
§
§
§
§

An overview of the sub-Saharan economic trajectory
Multi-country comparisons ($1 has different spending power across countries)
Understanding income sources and expenditure patterns
Media consumption and mobile usage Informality and entrepreneurship
The challenge of infrastructure deficits
Retail characteristics

The United Nations forecasts that the Sub-Saharan African population is set to
explode over the coming years, a phenomenon which economists refer to as the
demographic dividend. Combine this with a number of economies growing at a rapid
pace, we can expect the burgeoning consumer class in sub-Saharan Africa to keep
growing both in terms of numbers and spending power. With economies like Ethiopia
growing by over 9% annually, there is a lot of interest in the emerging consumer
classes on the continent.

Research
ResearchLibrary
Library
2021
2021updates
updates

OVERVIEW REPORT 2021
OVERVIEW
REPORT
Latest
developments
in the South2021
African
Latest developments
in the South
Consumer
Landscape (March
2021) African
Consumer Landscape (March 2021)

LANDSCAPE
LANDSCAPE2021
2021

Post-Covid
research
desk
tool
(April
2021)
Post-Covid
research
desk
tool
(April
2021)

SOUTH AFRICA’S BLACK MIDDLE
SOUTH
BLACK MIDDLE
CLASS
INAFRICA’S
2021
CLASS IN 2021
A comprehensive
new update for marketers
A comprehensive
new update
forthe
marketers
looking
at what has changes
since
‘black
looking
at
what
has
changes
since
the
‘black
diamond’ studies of 2006 (September 2021)
diamond’ studies of 2006. (September 2021)

10 new consumer videos
(September 2021)

NEW CONSUMER VIDEO CONTENT
A set of 10 new consumer videos focussing on consumer journeys.
The Institute has always prided itself on its video material, which we believe
plays a vital role in assisting marketers understand attitudes and behaviours.
The
South
African
Sector
2021 Report
Over
the years
we have Informal
profiled hundreds
of consumers.
We are excited to
announce that will be revisiting
consumers
we have profiled previously to
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The South African Informal Sector 2021 Report
(May 2021)

Membership Contact:
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Tel: 021 65 04312
Other contacts:
Paul Egan: Director
Email: paul.egan@uct.ac.za
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