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As a marketing- and communication-focused insights company, we conduct our annual BrandMapp survey with a simple 
intention: to help brands and organisations understand their audiences and consumers better, what they need, what they 
think and how they behave. 
 
And in a world that’s constantly changing – and a country where those changes manifest in unique ways – understanding 
how people absorb and access information has never been more important for anyone with a message that needs to be 
heard.  
 
From new technology and digital channels to social responsibility imperatives, loyalty program usage and brand affinity, 
there are an extraordinary number of things that continue to shape what we describe as a ‘new consumer DNA’. 
 
In broad terms: 
 
a. Traditional media (TV, radio and print) although consumed in new ways, remains a vital path to reach the mass 
market, but how are content preferences changing as our society evolves and how will these media evolve to embrace 
the future? 
 
b. Digital media is ubiquitous and Internet access continues to penetrate deeper and wider through SA society, but how 
effective are the different platforms and how do people really feel about the credibility and value of free content? 
 
c. Perhaps most importantly, what are the indirect influences (‘non-media’ if you will) that do, or could, affect people’s 
behaviour? Is there such a thing as a South African Zeitgeist that drives homogenous behavior or do the divisions in our 
society present themselves in clear and identifiable consumer segments that require bespoke marketing solutions rather 
than one-size-fits-all campaigns? 
  
Once you start to unravel these three areas of interest, you begin to see why individuals make the choices they do, from 
the brand of shoes on their feet to the social and community causes the support. 
 
In our 2017 survey, we identified and interrogated thousands of blood donors around South Africa: their media of choice, 
what they’re listening to, what they’re looking at, how they are communicating and two hundred other interesting things! 
At the annual conference, I will be presenting these findings in the context of the above framework. 
 


