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T
he 2022 GenNext report
reveals what feels like
unprecedented chaos
as an ongoing theme

experienced by the youth of SA.
Youth unemployment, a
shrinking economy, load-
shedding, looting, and lockdown
restrictions are just some of the
issues the youth were dealing
with when we conducted our
research survey.

Compounded, these issues
have resulted in a generation of
youth that is untrusting and
suspicious of the very
individuals and institutions they
should be able to rely on to
protect and serve their interests.

They also seem to have
denied the youth of SA a “rite of
passage ” or access to a “normal ”
life .

This raises the question: what
is the “new normal”? The

GenNext report reveals that
youth have turned to self-
sufficiency as a means of getting
by and voicing their concerns —
really taking things into their
own hands. The report shows
that youth self-esteem and self-
actualisation has grown from
the previous year. SA youth have
a greater sense of optimism and
resilience. We see this as youth
demonstrate excitement about
the future and show an
increased interest in learning
new things and developing
skills .

In the context of the current
state of chaos, brand relevance
is born from a defined brand
promise that serves young
people in some way, for
example :

● Helping them better
understand the world.

● Helping them navigate
through the chaos.

● Helping them find respite,
peace or enjoyment.

● Helping them progress or
demonstrate growth achieved.

● Helping them safely
explore the world and
themselves with limited
physical, social, professional,
reputational or financial risk.

The GenNext Youth
Behaviour Report research seeks
to uncover what brands need to
understand about the youth to

drive business growth.
The findings highlight these

five focal points:
1. Youth sentiments,

perceptions and attitudes
towards external environmental
factors ;

2. The level at which SA’s
youth needs are satisfied and
how this affects behaviour;

3. The level of economic
power the youth have, and how
they exercise it;

4. Youth online social
behaviour and connectivity; and

5. The way the youth interact
with brands and media.

Driving resonance with youth
is no easy feat— we know it
takes a village, so we commend
the tremendous efforts brand
teams put in. Congratulations to
all the winners in this year’s
Sunday Times GenNext Coolest
Brand Awards survey.

T
here is said to be a Chinese
curse — which is neither a curse
nor Chinese — which says: “M ay
you live in interesting times.”

Youth have struggled with great
difficulties over the past few years with
the pandemic, disruption to education,
family losses and financial struggles.

Yet our GenNext research shows that
SA youth have risen to the challenge and
have proved resilient through the rigours
of recent times.

The Sunday Times GenNext live event
had to be shelved during the worst of the
lockdowns, but is back this year and we
are very happy to welcome the winners
to the stage.

About 300 youths can once again
engage with the brands through
displays, activations and competitions.

We are also honoured to reward the
coolest brands as voted for by SA’s youth
at the live event.

Keeping track of how youth interact
with, and respond to, brands is an
ongoing process.

Started in 2004 and now in its 18th
year, the Sunday Times GenNext study
remains the leading annual youth brand
preference and consumer behaviour
su rvey.

It polls just under 6,000 youths —
aged 8 to 30 years old — to reveal the
“coolest brands”.

Results of this poll are released in the
Sunday Times annually, and this
culminates in a hybrid awards event that
recognises the coolest brands and
celebrities .

The GenNext youth behaviour report,
outlining category and behavioural
drivers to help brands drive sustainable
business, is available for purchase from
Yellowwood .

We would like to extend our
appreciation to all this year’s partners,
especially to our headline partner,
Gautrain, as well as our loyal clients for
their support.

As one resilient 116-year-old brand,
we extend a hearty congratulations and
long life to all the youth, old favourites
and newcomers to the world of our
annual Sunday Times GenNext brand
su rvey.

Well done and see you again next
yea r.

Much to celebrate
this year as live
awards event
returns, writes
Eben Gewers

But constant
chaos has made
them untrusting
and suspicious,
writes Nol itha
M khwanazi

Eben Gewers, head of advertising

sales at Arena Holdings.

Nolitha Mkhwanazi, head of

youth strategy, Yellowwood.
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Coolest Brands

Au th e n ti c i ty,
aspiration and
emp owerment

By LYNETTE DICEY

O
nce again, Nike has clinched the
Coolest Brand overall title in the
GenNext survey, winning both the
Clothing Brand and

Shoe/Footwear categories. This is the eighth

Appealing to youth is
about much more than
products, and Nike
does it best again

consecutive year that Nike has won the top
award, proof that its cult-like following
endures. Arguably the most successful
athletic apparel company globally, Nike has
the dominant share of North America’s
market, despite fierce competition from the
likes of Adidas, which came second in both
the Clothing Brand and Shoe/Footwear
categories and third-Coolest Brand Overall.

The success of the fashion-forward and
enduringly cool brand relies heavily on a
hugely successful marketing strategy which
uses authentic storytelling to cultivate
customer loyalty and grow brand awareness
and has harnessed the power of social media
to reach its primarily younger target market.
The brand has large followings on both

Instagram and Twitter, where it collaborates
with high-profile athletes, creates compelling
content and successfully employs user-
generated content.

Rather than defining itself according to the
products it sells, Nike has focused on
marketing — and selling — an aspirational goal
which resonates with the youth market.

In the Coolest Clothing Brands, Mr Price
makes an appearance in this category for the
first time, coming in third, showing just how
important good value has become for cash-
strapped young consumers in this tough
climate .

Interestingly, neither Vans nor Levi’s make
it into this year’s top 10.

The brands that appeal to the youth market
are typically authentically positioned. In some
instances they empower the youth, capitalise
on shared interest and shared value, and
provide relevant solutions to the challenges
they face, says Moagi Bodibe, marketing
services and transformation lead at Accenture
Song, Africa.

Beauty and cosmetics brand Avon is
cementing its position as a consistent
favourite of the youth market, this year
beating L’Oréal, Revlon and Maybelline.
“Much more than just a quality product that is
correctly priced, young people are
increasingly supporting brands that are
purpose-led, environmentally friendly and
keep their brand promise,” says Mafahle
Mareletse, MD of Turkey, Middle East & Africa
at Avon.

Bodibe says that to appeal to the youth
market, brands need to move beyond
customer-centricity to life-centricity. This, he
says, can be achieved by driving brand
engagement via more engaging experiences
across multiple channels — and adding value
that customers can’t live without.

One brand that is synonymous with fun
and engaging experiences is Sun City, the
winner of the Coolest Local Entertainment
Places .

Marketing manager Thapelo Modise says
it ’s the abundance of choice and variety of
activities on offer — from watersports to golf
courses and adrenaline-raising slides — th at
appeals to the youth.

“The youth market enjoys being kept busy,
living on the edge, and continuously having
fun, and Sun City embodies these
entertainment attributes with the various
offerings that talk to this market.”

Bodibe says brands that appeal to the
youth are those that empower them and build
a platform of shared interest and value. These
platforms, he says, can provide access to
learning and education material, experts to
advise and inspire, and even networks of co-
collaborators. “Brands that provide relevant
solutions through empowering platforms win
the wallets, hearts and minds of young
people . ”

Being young in SA in the current
environment is both terrifying and exciting at
the same time, he says.

“Terrifying because the majority of today’s
youth can’t see a way out of their dire
situations due to a lack of access to
opportunities. Their situation is being

worsened by education that is not
competitive, an underperforming economy,
and a culture that is not inclusive and does not
truly empower young people to build the
world they desire.”

Increasingly, he says, the youth are taking
matters into their own hands and creating
things, products and experiences they don’t
feel they’re getting from brands.

One of the trends highlighted by Fjord
Trends 2022 is that more people are starting
to think differently about their sense of
agency over their own lives, supported by
new opportunities such as the side-hustle
economy and made possible by tech
platforms, which is allowing people to turn
their hobbies and talents into businesses.

The pandemic proved just how essential
technology brands have become to our daily
lives. Digital natives, the youth market have
embraced brands such as Apple, the Coolest
Technology Brand, and Samsung, the Coolest
Cellphone brand. Uber is a perennial favourite
with the youth, this year winning the Coolest
Public Transport Brand — with Bolt in second
place and Greyhound in third — while Uber

Eats wins the Coolest Food Delivery App
category. Mr D and Zomato Delivery app take
second and third places respectively.

Technology has even made its mark on the
health and fitness industry. Gym
memberships might be down in the wake of
Covid, but fitness apps are growing in
popularity. When it comes to the youth’s
favourite fitness apps, the Virgin Active app
takes first place, followed by the Samsung
Health app and Google Fit in third place.

Google, which has long been considered a
sought-after employer globally, moved up
from seventh position in 2021 to take the top
spot this year as the Coolest Company to
Work For. Globally, Google’s graduate
schemes and internships are highly coveted,
while the company is regarded as paying
competitive salaries and offering good
employee benefits. Apple takes second
position and Transnet third in this category.

The pandemic also resulted in a growth in
online shopping, a trend which is likely to
persist. Online retailers are becoming
increasingly popular in SA and Takealot,
which launched in 2011, has built a solid base
as the most customer-centric online shopping
destination in Africa. Its offering certainly
resonates with the youth market, who voted

To Page 5 ➛

Sun City wins the Coolest Local

Entertainment Places category.

Picture: 123rf

Beauty and cosmetics brand Avon is

favourite of the youth market.
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them the first in the Online Store
category, followed by SHEIN and
Mr Price.

“Technology has made it less
risky to seek out new income
streams , ” says Bodibe.

“There is a shift towards ‘me
over we’, a mentality that has
profound implications for how
brands design products and
services, and deliver engaging
experiences that give people the
confidence to find their
individuality. ”

And, contrary to popular
opinion, the youth are reading.
The Sunday Times, SA’s largest
weekly newspaper, was once
again voted the Coolest Weekly
Newspap er.

Another trend highlighted by
Fjord Trends is the opening up of
the digital labour market,
allowing people who have
previously been economically
excluded to earn an income.
“Digital workers are being
empowered to compete for jobs in
the global online market,
regardless of their geographic
location , ” says Bodibe.

The youth gravitate towards
brands that offer an authentic
portrayal of life in SA and position
themselves as solutions to help
get their customers ahead, he
says .

“The youth want to be
recognised for the efforts they
make to be better versions of
themselves and to build a better
world. Brands that recognise
young change-makers, and which
create networks where change
agents can grow and multiply, will
resonate with the youth market.”

➛ From Page 4

As a generation that grew up
surrounded by smartphones and
with technology at their fingertips,
it’s perhaps no surprise the youth
were able to adapt to online classes
at school and tertiary institutions
fairly swiftly.

UCT — this year’s Coolest
University — is highly regarded by
the youth market: the university
consistently performs well in
international ranking systems and is
currently ranked in the top five in
Africa on all five major international
university rankings.

The university was investing in
digital education even before the
onset of the pandemic, says UCT
spokesperson Elijah Moholola. “As a
contact-based residential
university and with increasing
physical capacity, UCT is
prioritising face-to-face teaching
that promotes participation in a
context which supports blended
learning,” he says.

In addition to earning an
internationally recognised
qualification, UCT strives to offer an
enriching student life with about 40

sports clubs and more than 100
societies to provide an outlet for
cultural or spiritual interests, to
enable students to engage with
social justice issues, or hone their
entrepreneurial skills.

A number of universities and
colleges, including some Technical
Vocational Education & Training
colleges, are expanding their online
teaching and learning offerings.
When the pandemic struck, the
shift to online teaching and learning
was seamless for the University of
Johannesburg as it had been using
online systems for years.

UJ, which is the fourth-Coolest
University this year, has since
developed a remote invigilation app
to guarantee the credibility of its
assessments. By September 2021,
the app had become the most
downloaded education app in SA
and was being used by 10 tertiary
institutions. — Lynette Dicey

Uber Eats wins the Coolest Food Delivery App. Picture: 123rf

Coolest University

The University of Cape Town.

Nike has clinched the Coolest

Brand overall title. Picture: 123rf
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Retail wars

Affordable price
tag the hottest item

By LYNETTE DICEY

T
he retail sector is a hotly
contested space as brands
fight for a greater share of
consumers ’ wallets. The

pandemic forced most people to cut
back on out-of-home consumption,
which resulted in more retail
consumption at home. National
retailers have benefited from this
trend, with the majority posting
healthy annual results.

Winner of the Coolest Clothing
Store category in the GenNext survey
is Mr Price, a brand with a strong
legacy and which generates a great
deal of positive sentiment in the
local market. Nike comes second and
Sportscene third in this category.

The appeal of Mr Price to the
youth market is on-trend fashion
teamed with great value, says MD
Donovan Baney. “In tough economic
times, our exceptional value is even
more relevant to both the youth and
the wider SA,” he says.

A high percentage of Mr Price’s
shoppers are under the age of 24,
which makes the youth market a
major target group. Its marketing
efforts are therefore primarily
targeted at the youth, both in its

creative pitch as well as the channels
it employs. Mr Price is the most-
followed local brand on TikTok, with
more than 53,000 followers.

It also has an ever-growing fan
base across other social media
platforms, with 1-million followers
on Instagram, 1.8-million on
Facebook and 149,000 on Twitter.

One of the findings of the 2022
GenNext survey is that tweens, teens
and young adults have less spending
money than last year. Baney says

price underpins everything it does.
“We always aim to be the brand that
delivers the wanted fashion with an
affordable price tag so that our
customers can afford to look and feel
their best, even on a budget.”

Convenience is another big
consideration for the youth market.
Mr Price, which has more than 550
stores nationwide, is able to meet
this need, along with providing
customers with an omnichannel
experience .

Woolworths wins the Coolest
Grocery Store accolade, with Pick n
Pay in second place and Checkers in
third. Woolworths says it does not
specifically target the youth in its
marketing efforts, instead defining
its target market as those earning
more than R10,000 a month. Given
the aspirational nature of the brand,
its appeal to the youth market is

perhaps no surprise.
Clicks is a perennial favourite

with the youth market and once
again wins the Coolest Specialist
Health Stores category, with Dis-
Chem in second position and
Woolworths in third.

Clicks ’ appeal is its focus on
convenience, value and
differentiation. With more than 800
stores, most customers don’t have far
to travel to access one. Like Mr Price,
Clicks has focused on providing a
superior omnichannel experience
across all touchpoints, as well as an
improved in-store experience.

“Key to appealing to the youth

Great value and
strong marketing
set the winning
brands apart

Mall of Africa once again
wins the Coolest Shopping
Mall category, with Sandton
City and Gateway Mall in
second and third places
respectively.

Leemisa Tsolo, head of
asset management for retail
at Attacq Ltd, says Mall of
Africa’s appeal is its mix of
national and speciality
stores — which ensures it
remains on trend — as well
as youth-focused product
launches and guest
appearances by celebrities
and influencers. Events such
as SA Fashion Week and
Shopping Weekend Out also
appeal to the fashion-
conscious youth.

The youth market might
be price sensitive, but when
they want a product they’ll
pay for it, says Tsolo. If you
need proof, look no further
than the long queues
outside the Mall of Africa’s
recent Cotton Fest pop-up
show.

Mr Price is this year’s Coolest

Clothing Store. Picture: Alaister Russell

To Page 7 ➛

Shopping Mall
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Online shopping

Th e

race to

del iver

delivered quickly, accurately and
we don’t expect to pay much for the
service .

According to a McKinsey
consumer survey published earlier
this year, some of the trends that
were accelerated by the Covid
pandemic and that are likely to
persist include the growth of online
home delivery, which is replacing
click and collect.

Consumers say that convenience
trumps everything and that
personal contact is now less
important .

In SA, though e-commerce
increased in size during the
pandemic, it continues to account
only for a small proportion of total
retail sales locally.

The expectation, however, is that
that will change over time.

Certainly, the momentum that
the online delivery industry
experienced during the pandemic is
expected to continue, and is likely
to be further fuelled when Amazon,
the world’s largest online retailer,
enters the local market in 2023.

Amazon will still face

competition from Takealot, which is
already deeply entrenched in the
local market and which has built up
an impressive delivery network
across the businesses which
include Superbalist, Mr D Food and
Mr D Courier.

Though there is huge potential
for the growth of e-commerce in
Africa, the biggest challenge facing
any newcomer is poorly developed
infrastructure and last-mile
del ivery.

Estimations are that delivery
costs are as much as four times
higher than the global average.

That hasn’t dissuaded local
grocery retailers from embarking
on grocery delivery services.
Checkers has been dominating the

market with its hugely successful
Checkers Sixty60 app.

Parent company the Shoprite
Group has announced it will
continue to expand its online
grocery service to more stores,
given that the app has maintained
its growth trajectory.

Pick n Pay, which relaunched its
delivery platform Bottles as Pick n
Pay ASAP!, recently reported year-
on-year growth of more than 300%
in its on-demand grocery offer
since August 2021.

Woolworths, which started
trialling its same-day delivery
service in late 2020, plans to
expand its Woolies Dash services,
recognising that delivery services
are a key market.

The retailer also plans to allow
consumers to make purchases via
its social channels such as
Instagram and TikTok.

A latecomer to the grocery
delivery party is Spar, which has
been testing its Spar2U online
delivery platform.

The business says it will exceed
its target of rolling out the online
delivery platform to 100 stores by
the end of the year, and is more
likely to reach 150 to 200 stores.

E - com merce
takes off and
growth is set to
s oar

By LYNETTE DICEY

C
onsumers are quickly
getting used to online
grocery delivery — an d
our expectations are

growing. We expect our orders to be

Amazon has built a solid base as

the most customer-centric online

shopping destination in Africa.

Picture: 123rf

market is talking to them on their
chosen platforms about topics that
resonate with them,” says Dr
Melanie van Rooy, head of
marketing at Clicks.

Clicks uses a mix of nano- and
micro-influencers to help drive
conversations on its digital
channels, including TikTok,
Facebook, Instagram and Spotify.
These influencers, she says, are not
celebrities but rather ordinary
people who resonate with its target
audience .

Clicks ’ loyalty programme,
ClubCard, has had a significant
growth in members aged 18 to 25.
“The youth are an income-sensitive
segment and the cashback offered
by ClubCard is an appealing
benefit , ” says Van Rooy.

What sets all these brands apart
is marketing, backed by strong and
clear propositions, says Atiyya
Karodia, strategy director at
VMLY&R. “From a youth marketing
perspective, they have been able to
demonstrate value in the simplest
possible way. Another strength is
their robust channel planning
strateg y.”

➛ From Page 6
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TymeBank is an Authorised Financial Services (FSP 49140) and Registered 

Credit Provider (NCRCP 10774). Tyme Bank Limited Reg no: 2015/231510/06.

 Cool 

 recognise 

 cool.
 TymeBank has been voted 

 into the top 7 Coolest Banks 
 at the 2022 Sunday Times 
 GenNext Awards.

 We’ve always seen 

 potential in you, 

 so thank you for seeing 

 the potential in us. 

If you’re not one of over 5 million TymeBank customers,

sign up today by downloading the app, visiting a kiosk in

Pick n Pay or Boxer stores, or going to tymebank.co.za.

Loyalty programmes

By LYNETTE DICEY

F
or cash-constrained consumers,
loyalty programmes are one way to
make their money go a little further.
All consumers — including the youth

— are looking for similar things in a loyalty
programme, says Steve Burnstone, CEO of
Eighty20, a leading analytics company.

“Consumers want to feel valued by brands,
receive valued rewards that are worth the
effort, with a great and easy-to-use
experience , ” he says.

“When loyalty programmes make these
elements available to younger consumers in a
relevant manner, that’s when they become
successful. Young customers might be more
cost conscious and are willing to ‘play the
game ’ to get value back, but typically they are
particularly interested in simplicity, a clear
brand positioning that resonates,
convenience and digital first.”

The loyalty programmes that resonate the
most with younger consumers are all from
large national retailers and have broad
market appeal.

The Coolest Loyalty Programme in this
year ’s GenNext survey is Pick n Pay Smart
Shopper, followed by Shoprite Xtra Savings
and Clicks ClubCard.

“I would expect these programmes to all
do well when looking at total usage across
the youth market,” says Burnstone.
“Programmes that are simple, easy to use and
straightforward in the benefits they provide,
are increasingly important to younger
generations . ”

Andrew Mills, Pick n Pay’s group executive
of marketing, says the Pick n Pay app is a big
drawcard given that the youth tend to be the
most digitally-orientated customers, engaging
with brands mainly on their mobiles.

“The app allows customers to see their
Smart Shopper points balance or personalised
discounts at the touch of a button on their
mobile and virtually swipe their card — by
scanning the QR code — so they don’t have to
physically carry a card to get all the benefits
from the programme,” he says.

Smart Shopper members also benefit from
a host of partners, including discounted
movie tickets or restaurant vouchers. Mills
says Pick n Pay leverages influencer
marketing to share the benefits of the Smart
Shopper programme.

“We ’ve worked hard to create a loyalty
programme that is suited to everyone, with a
variety of benefits including in-store savings,
earned points as cashback, and partner
rewards, depending on where the customer is
in their life stage. In addition, several
dedicated clubs offer further exclusive
offerings and boost the customer’s points.”

Customers are able to earn points with
both online and on-demand shopping.

“More than ever before, there is a need for
instant reward and convenience, and Smart
Shopper caters for this with an easy-to-use

rewards programme,” Mills says.
Bank loyalty programmes tend to struggle

to resonate with the youth market.
“Generally the services that banks provide

don ’t tend to excite the younger market,” s ays
Burnstone. FNB eBucks is the exception and is
the only bank loyalty programme to make it
into the top 10 this year, coming in fifth
position. “eBucks has positioned itself well to
the younger market,” he says.

“Its digital-first positioning is a key
element that makes it more appealing to
younger customers.”

Considering that more than 60% of
customers are banked by the age of 18, he says
banks need to up their game to better engage
and retain the youth market.

To appeal to young people, Burnstone says,
loyalty programmes need to remain true to
the basics, while innovating so that they can
differentiate themselves in an increasingly
busy and crowded loyalty environment.

“Digital first, enabling convenience and
gamification are just some of the elements
that resonate well with younger consumers,”
he says.

The more
si mple
and easy
to use,
the better
Pick n Pay, Shoprite and
Clicks get it right with
the youth with their
host of partners and
digital-first approach

Pick n Pay Smart Shopper wins Coolest Loyalty Programme, with the Pick n Pay app being a big drawcard with young customers.

Picture: Pick n Pay

The Smart Shopper card.

Clicks ClubCard.

Shoprite

Xtra

Savings

card.
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ON-TREND 
AND
INSPIRATIONAL WHAT OUR YOUTH HAS TO SAY
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BREAKFAST CEREALSBRAND OVERALL BRAND THAT CARES ABOUT THE COMMUNITY 

BANKSADVERTISING MEDIUM 
2022 2021

1 TikTok TikTok
2 YouTube Instagram
3 Instagram YouTube
4 Facebook Facebook
5 Social Media Television
6 TV Channels/Television Twitter
7 Google/Online Radio
8 Cellphone/Smartphone Internet/Websites
9 Twitter Billboards/Electronic Billboard
10 Billboards/Electronic Billboard/Signs 

ALCOHOL*  
2022 2021

1 Jägermeister Savanna 
2 Savanna Brutal Fruit
3 Brutal Fruit Belgravia
4 Hennessy Cognac Hennessy Cognac
5 Heineken Heineken 
6 Amarula Flying Fish
7 Bernini Johnnie Walker
8 Flying Fish Smirnoff Vodka/1818
9 Skyy Vodka Carling Black Label
10 Belgravia Dry Lemon Other

2022 2021
1 Nike Nike
2 BMW Apple
3 Adidas Louis Vuitton/LV
4 Apple BMW
5 Samsung Gucci
6 Louis Vuitton Samsung
7 Redbat Adidas
8 Gucci Puma
9 G-Star Raw Redbat
10 Jordan Vans

2022 2021
1 Jungle Oats Kellogg's Corn Flakes
2 Kellogg’s Coco Pops Kellogg's Coco Pops
3 Weet-Bix Jungle Oats
4 Future Life Cereal Weet-Bix
5 Kellogg’s Corn Flakes Future Life
6 Milo Cereal/Nestle Milo Milo
7 Bokomo Kellogg's All Bran
8 ProNutro Bar One
9 ����˜���� Kellogg's Rice Krispies
10 Morvite ����˜���

2022 (NEW)
1 KFC
2 Shoprite
3 Unilever
4 Woolworths
5 Coca-Cola
6 Vodacom
7 Masibambisane Foundation for Human Rights
8 Nike
9 Pick n Pay
10 Sasko

2022 2021
1 Capitec Bank Capitec Bank
2 FNB FNB
3 Nedbank Standard Bank
4 Standard Bank Nedbank
5 ABSA Absa
6 TymeBank TymeBank
7 Discovery Bank Discovery Bank
8 African Bank African Bank
9 Old Mutual Old Mutual
10 Investec Bank
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ENERGY PRODUCTS FAST-FOOD PLACES 

ON-TREND  
AND  
INSPIRATIONAL WHAT OUR YOUTH HAS TO SAY

FEMALE DEODORANTS 

COLLEGES

CHOCOLATES CLOTHING BRANDS

COMPANY TO WORK FOR 

CLOTHING STORES 

CONSOLE/MOBILE GAMES

CAMPAIGN TARGETED AT YOUTH CARTOON SHOWS 

DIGITAL LEARNING PLATFORM DAILY NEWSPAPER

CELLPHONES
2022 2021

1 LoveLife Nike
2 National Youth Development LoveLife
3 Gender Based Violence GBV/Gender Based Violence
4 Harambee Youth Development Speak Out
5 Yes4Youth Save the Rhino
6 Speak Out Soul Buddy Campaign
7 Soul Buddyz Spotify Youth Campaign
8 Soul City NYDA/National Youth Develop
9 #Youthest Harambee Youth Development
10 Generation NEXT Let’s Stop HIV

2022 2021
1 Mr. Bean Regular Show
2 Tom & Jerry Mr. Bean
3 Regular Show Tom & Jerry
4 Dragon Ball Z (DBZ) Dragonball Z (DBZ)
5 Spongebob Square Pants Teen Titans
6 Teen Titans Family Guy
7 The Simpsons Spongebob Square Pants
8 Masha and the Bear Power Rangers
9 ˆ����ˇ˛˘��˜��	 ˆ����ˇ˛˘��˜��	
10 Rick & Morty Masha and the Bear

2022 2021
1 Samsung Samsung
2 iPhone iPhone
3 Huawei Huawei
4 Nokia HiSense
5 Oppo Nokia
6 Xiaomi Sony
7 HiSense Mobicel
8 Mobicel LG
9 Vivo Blackberry
10 Xiaomi

2022 2021
1 Kit Kat Lindt
2 Lindt Cadbury Dairy Milk
3 Cadbury Dairy Milk KitKat
4 Ferrero Rocher Lunch Bar
5 Nestle Bar One Ferrero Rocher
6 Cadbury Bubbly Aero
7 Aero Nestle Bar One
8 Cadbury 5 Star PS
9 Cadbury PS 5 Star
10 Cadbury Lunch Bar Cadbury Bubbly

2022 2021
1 Nike Nike
2 Adidas Adidas
3 Mr Price/MRP Gucci
4 Louis Vuitton Louis Vuitton
5 Gucci Redbat
6 Puma Puma
7 Redbat Zara
8 G-Star RAW Relay
9 Zara Vans
10 Jordan Levi’s

2022 2021
1 Mr Price/MRP Mr Price/MRP
2 Nike Sportscene
3 Sportscene Markham
4 Woolworths H&M
5 Markham Woolworths
6 TotalSports TotalSports
7 Truworths/LTD Cotton On
8 H&M Truworths/LTD
9 Cotton On Identity/ID
10 The Fix The Fix

2022 2021
1 Google/Chrome Mercedes-Benz
2 Apple Apple
3 Transnet BMW
4 Anglo American Platinum Nike
5 Coca-Cola Samsung
6 Microsoft Department of Health/DOH
7 Vodacom Google/Chrome
8 Shoprite Transnet
9 Sasko Coca-Cola
10 The Conran Shop Telkom

COLD BEVERAGE 
2022 2021

1 Coca-Cola Coca-Cola
2 Liqui Fruit Sprite
3 Appletiser Fanta
4 Sprite Oros
5 Tropika Liqui Fruit 
6 Cappy Tropica
7 Fanta Monster Energy Drink
8 Oros Pepsi
9 Stoney Twizza
10 Kingsley

2022 2021
1 FIFA FIFA
2 Grand Theft Auto/GTA Grand Theft Auto/GTA
3 Candy Crush Need for Speed
4 Need for Speed Call of Duty/COD
5 My Talking Tom Minecraft
6 Minecraft Spider-Man
7 Call of Duty/COD God of War
8 God of War Fortnite
9 Fortnite Pac-Man
10 Pac-Man Assassin’s Creed

2022 2021
1 Red Bull Red Bull
2 Powerade Powerade
3 Energade Monster
4 Monster Energade
5 Dragon Dragon
6 Power Play Score
7 Switch Reboost
8 Mofaya Power Play
9 Score Switch
10 Reboost Mofaya

2022 2021
1 McDonald’s McDonald’s
2 KFC Debonairs Pizza
3 Debonairs Pizza KFC
4 RoccoMammas Spur
5 Spur Steers
6 Steers Nando’s
7 Burger King Burger King
8 Chicken Licken Chicken Licken
9 Nando’s Wimpy
10 Romans Pizza Hungry Lion

2022 2021
1 Nivea Playgirl
2 Dove Nivea
3 Playgirl Dove
4 Avon Shield
5 Yardley Lace Avon
6 Shield Yardley
7 Pink Happiness Shower to Shower
8 Shower to Shower Revlon
9 Mitchum Adidas
10 Mum Mum

2022 2021
1 YouTube YouTube
2 Zoom Zoom
3 Google Classroom Google Classroom
4 Mindset (319) WhatsApp
5 Vodacom E-school Mindset (319)
6 eLearn SA Skype
7 Udemy SABC 1 Learning
8 Blackboard MasterClass
9 Siyavula Woza Matric
10 MasterClass E-school by Vodacom

2022 (NEW)
1 Daily Sun
2 Daily News
3 Sowetan
4 Isolezwe
5 TheCitizen

2022 2021
1 TVET College Boston City College
2 Boston City Campus Cape College
3 Cape College Port Elizabeth TVET College
4 Damelin College IIE Rosebank College
5 IIE Rosebank College Damelin College
6 City Varsity South West Gauteng College
7 IIE Varsity College IIE Varsity College
8 Port Elizabeth TVET College Bloemfontein College
9 Tshwane College 
˜�˛�˘������˘˚˘������ˇ��˜�˜
10 North Link College Tshwane College
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FEMININE HYGIENE PRODUCTS FITNESS APP FOOD DELIVERY APP 

GROCERY STORE HAIRCARE PRODUCTSGAMING CONSOLE 

LOCAL ENTERTAINMENT PLACES

LOCAL TV PROGRAMMES/SERIES

LOCAL RADIO DJ 

INSURANCE COMPANIES KIDS TV CHANNELS

LOCAL CELEB 

LOYALTY PROGRAMME LOCAL SPORTSPERSON 

2022 2021
1 Kotex Always
2 Always Kotex
3 Stayfree Stayfree
4 Avon Feminine Lil-Lets
5 Lil-Lets Avon Feminine
6 Gyna Guard Gyna Guard
7 Garnier Wipes Tampax
8 Femagene LOLA Cleansing Wipes
9 Lactacyd Libresse
10 Femagene

ICE-CREAM

HOT BEVERAGE HOTELS
2022 2021

1 Starbucks Coffee Nestle Hot Chocolate
2 Rooibos Tea Milo
3 Nescafé Nescafé
4 Milo McDonald’s
5 Ricoffy Jacobs
6 Jacobs Kroning Coffee Starbucks
7 Nestle Hot Chocolate Hug In A Mug
8 Nestle Cappuccino Joko
9 Hug-In-A-Mug Nespresso
10 KFC HOT BEVERAGES Five Roses

2022 2021
1 Sun City Hotel Sun City Hotel
2 Protea Hotel Protea Hotel
3 Tsogo Sun Blue Waters Hotel
4 Sun International Hotel Sun International
5 Hilton Hotel City Lodge
6 City Lodge Hilton Hotel
7 Blue Waters Hotel Tsogo Sun
8 Garden Court Southern Sun Hotel
9 Holiday Inn Hotel
10 Southern Sun Hotel

2022 2021
1 Dark and Lovely Dark and Lovely
2 Sofn’free Sofn’free
3 Dove Dove
4 TRESemmé Easy Waves
5 Easy Waves Revlon
6 Head & Shoulders TRESemmé
7 Aunt Jackie’s Head & Shoulders
8 Organics Organics
9 Cantu Aunt Jackie’s
10 Restore Pantene

2022 2021
1 Woolworths Woolworths
2 Pick n Pay Pick n Pay
3 Checkers Checkers
4 Cambridge Food Shoprite
5 Spar/Super Spar Spar
6 Food Lover’s Market Food Lover’s Market
7 Makro Game
8 Boxer Super Stores Makro
9 Game Stores Boxer
10 Shoprite Cambridge Food

2022 2021
1 PlayStation PlayStation 
2 Xbox Xbox 
3 Computer/Laptop Computer/Laptop
4 Cellphone Cellphone
5 PSP/PS Vita PSP/PS Vita
6 Nintendo Switch Nintendo Switch
7 Nintendo Consoles Nintendo Consoles
8 Sega Sega

2022 2021
1 Uber Eats Uber Eats
2 Mr D Food Mr. Delivery 
3 Zomato Delivery App Bolt Foods
4 Checkers Sixty60 Pick n Pay Delivery
5 Pick n Pay ASAP! Checkers Sixty60
6 Bolt Foods Eat 24
7 Eat 24 Scoot Delivery
8 DoorDash Instacart
9 Jumia Food App Zomato Delivery App
10 OrderIn Doordash

2022 2021
1 Virgin Active App Nike Running App
2 Samsung Health App Apple Fitness App
3 Google Fit Samsung Health
4 Nike Training Club NTC Virgin Active App
5 My Fitness Pal Huawei Fitness
6 Sweat App Google Fit
7 FitOn Workout for Women
8 Strava My Fitness Pal
9 Fitbit
10 FitOn

SPECIALIST HEALTH STORES
2022 2021

1 Clicks Clicks
2 Dis-Chem Dis-Chem
3 Woolworths Avon
4 Avon Woolworths
5 Pick n Pay Game
6 Edgars Edgars
7 Shoprite Foschini
8 Sorbet The Body Shop
9 Foschini Beauty Zone
10 Signature

2022 2021
1 Old Mutual Outsurance
2 Clientèle Discovery
3 Discovery Old Mutual
4 OUTsurance Clientèle
5 1st For Women 1st For Women
6 1Life Budget
7 Avbob Avbob
8 Assupol MiWay
9 Hippo Assupol
10 Sanlam Hollard

2022 2021
1 The River The Queen
2 Uzalo Gomora
3 Gomora Uzalo
4 House Of Zwide The River
5 Skeem Saam Durban Gen
6 The Wife 7de Laan
7 Blood & Water Skeem Saam
8 The Queen Scandal!
9 7de Laan Generations
10 Idols SA Isibaya

2022 2021
1 Siya Kolisi Siya Kolisi
2 Percy Tau Percy Tau
3 Thembinkosi Lorch Thembinkosi Lorch
4 Siphiwe Tshabalala Siphiwe Tshabalala
5 Itumeleng Khune Doctor Khumalo
6 Mokgadi Caster Semenya AB De Villiers
7 Teko Modise Itumeleng Khune
8 Kagiso Rabada Benni McCarthy
9 Benni McCarthy Kagiso Rabada
10 Wayde van Niekerk

2022 2021
1 Pick n Pay Smart Shopper Pick n Pay Smart Shopper
2 Shoprite Xtra Savings Shoprite Xtra Savings
3 Clicks ClubCard Vodacom
4 FNB eBucks Woolworths WRewards
5 MTN 1-4-1 Clicks ClubCard
6 Checkers Xtra Savings MTN
7 Spar Rewards Checkers Xtra Savings
8 Woolworths WRewards FNB eBucks
9 Dis-Chem Loyalty Starbucks
10 Discovery

2022 2021
1 Sun City Sun City
2 Gold Reef City Kruger National Park
3 Kruger National Park Gold Reef City
4 uShaka Marine World uShaka Marine World
5 Konka Table Mountain
6 Table Mountain Cinema/Movies
7 Drakensberg The National Zoo
8 Robben Island Robben Island
9 Carnival City V&A Waterfront
10 V&A Waterfront Sun Coast

2022 2021
1 DJ Fresh/Thato Sikwane DJ Fresh/Thato Sikwane
2 Somizi Mhlongo DJ Sbu/S'busisi Leope/Mze
3 DJ Sbu/Sbusiso Leope Dineo Ranaka
4 Lerato Kganyago/LKG Anele Mdoda
5 Dineo Ranaka DJ Mo Flava
6 Dj Mo Flava Lerato Kganyago/LKG
7 Anele Mdoda Ayanda MVP
8 DJ Madumane/Dumi Simelane-Madumane Ankletap
9 Thando Thabethe DJ Sgqemeza
10 Bonang Matheba/Queen B DJ Thomas Msengana/Bad Boy

2022 2021
1 Trevor Noah Casper Nyovest
2 Connie Ferguson Big Zulu/Siyabonga Nene
3 Makhadzi Connie Ferguson
4 DJ Kabza De Small/Kabza the Small DJ Zinhle/Zintle
5 DJ Zinhle/Zintle AKA/Kiernan Jarryd Forbes
6 Casper Nyovest Nsikayesizwe David Ngcobo
7 Nomzamo Mbatha Makhadzi
8 DJ Maphorisa/Madumane Somizi Mhlongo
9 Pearl Thusi Bonang Matheba/Queen B
10 Somizi Mhlongo Pearl Thusi

2022 2021
1 Cartoon Network (301) Cartoon Network (301)
2 Disney (303) Nickelodeon (305)
3 Boomerang (302) Disney (303)
4 Nickelodeon (305) Boomerang (302)
5 Disney Jnr (309) Disney Junior (309)
6 Disney XD (304) Disney XD (304)
7 Nickelodeon Jnr (307) NickToons (308)
8 NickToons (308) eToonz (311)
9 eToonz (311) JimJam (310)
10 Jim Jam (310) CBeebies (306)

2022 2021
1 Magnum Magnum 
2 Woolworths Tin Roof McDonalds 
3 Oreo Woolworths Tin Roof 
4 Nestle Bar One Oreo 
5 Woolworths Blueberry KFC
6 Country Fresh Milky Lane 
7 Farmhouse Nestle (Bar One/Rolo/King Kone/Milky Bar)
8 Polar Ice Cream Cadbury (Crunchie)
9 Ola Rich ‘n Creamy Dairymaid (Farmhouse/Country Fresh) 
10 Cornetto Haagen-Dazs
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AND
INSPIRATIONAL WHAT OUR YOUTH HAS TO SAY

MOTOR VEHICLES 

MUSIC STORE/WEBSITE/STREAMING

MALE DEODORANTS 

ONLINE ACCOMMODATION BOOKING SITES ONLINE INFLUENCER 

ONLINE STORE 

RADIO STATIONS

PETROL STATIONS PUBLIC TRANSPORT  BRAND

SHOPPING MALLS SHOE/FOOTWEAR BRANDSSAVINGS AND INVESTMENT PLATFORM 

RESTAURANTS SAUCES

MAKE-UP BRANDS
2022 2021

1 Avon Avon
2 L’Oreal Revlon
3 Revlon M.A.C
4 Maybelline Inuka
5 M.A.C L’Oreal Base
6 Dior Signature
7 Yardley London Black Opal
8 Estée Lauder Maybelline
9 Fenty Beauty Yardley
10 Chanel Fenty Beauty

2022 2021
1 Spotify Spotify
2 YouTube Music YouTube Music
3 Fakaza Mp3 Juices
4 Mp3 Juices Fakaza Music
5 Apple Music Google Play Music
6 Apple iTunes Apple iTunes/Apple Music
7 Tubidy Joox
8 Joox Tubidy
9 Deezer Musica
10 SoundCloud SoundCloud

2022 2021
1 Takealot Takealot
2 SHEIN Mr Price/MRP
3 Mr Price/MRP Amazon
4 Amazon Superbalist
5 Superbalist Zara
6 Wish SHEIN
7 Zando Wish
8 eBay eBay
9 Gumtree
10 AliExpress

2022 2021
1 Metro FM 96.4 Metro FM
2 Ukhozi FM Umhlobo Wenene
3 East Coast Radio 94.0/ECR Ukhozi FM
4 Gagasi FM/Igagasi 5FM
5 Umhlobo Wenene FM Jacaranda
6 5FM/Five FM East Coast Radio/ECR
7 YFM 99.2 Lesedi FM
8 Lesedi FM 88.4 Radio 2000
9 Jacaranda 94.2 YFM
10 Radio 2000 Jozi FM

2022 2021
1 Engen Engen
2 Shell Shell
3 Caltex Caltex
4 Sasol Sasol
5 Total Total
6 BP BP
7 Puma Puma
8 Viva Viva
9 Global Global
10 Q4 Fuel

2022 2021
1 Spur Steak Ranch McDonalds
2 McDonald’s RocoMamas
3 Mugg & Bean Mugg & Bean
4 Nando’s Spur Steak Ranch
5 RocoMamas Debonairs Pizza
6 KFC Steers
7 Wimpy Ocean Basket
8 Ocean Basket Nando’s
9 Debonairs Pizza KFC
10 Steers Wimpy

2022 2021
1 Nike Nike
2 Adidas Adidas
3 Air Jordan Jordan
4 Vans Vans
5 Puma Puma
6 All Star Lacoste
7 Drip All Star
8 Carvela Fila
9 Lacoste Converse
10 New Balance Ellesse

2022 2021
1 Mall of Africa Mall of Africa
2 Sandton City Sandton City Mall
3 Gateway Mall Gateway Mall
4 Pavilion Mall V&A Waterfront Mall
5 V&A Waterfront Canal Walk
6 Mall of the North Menlyn Mall
7 Menlyn Park Pavillion Mall
8 Maponya Mall Cape Gate Mall
9 Canal Walk Maponya Mall
10 Eastgate Mall Eastgate Mall

2022 (NEW)
1 Capitec
2 African Bank
3 FNB Investor Platform
4 Old Mutual Invest
5 EasyEquities
6 Bitcoin
7 Discovery
8 Luno
9 Forex Trading/Foreign Exchange Trading
10 Stash

2022 2021
1 Uber Uber
2 Bolt Bolt
3 Greyhound Taxi
4 Gautrain/Gautrain Bus Gautrain
5 City To City City to City
6 InterCape Greyhound
7 Metro Bus Train
8 MyCiti InterCape
9 Golden Arrow Golden Arrow
10 Rea Vaya Rea Vaya

2022 2021
1 Nando’s Hot Sauce Nando’s
2 All Gold Tomato Sauce Steers
3 Mrs Ball’s Spur
4 Wellington’s Sweet Chilli Sauce All Gold
5 Tabasco Chicken Licken/Soul Fire
6 Maggi Mrs Ball’s
7 Spur Blue Cheese Sauce Tabasco
8 Taco Sauce Jimmys
9 Crosse and Blackwell Mayonnaise Wellington’sVeri Peri

10�

2022 2021
1 Nivea Nivea
2 Playboy Playboy
3 English Blazer English Blazer
4 Dove Axe
5 Axe Adidas
6 Shield Shield
7 Mitchum Dove
8 Adidas Brut
9 Brut Old Spice
10 Old Spice Shower to Shower

2022 (NEW)
1 Trivago
2 Agoda
3 Airbnb
4 Booking24.com
5 Computicket.com
6 Hotels.com
7 Hippo.com
8 Safari.com
9 Travelstart
10 Sho’t Left 

2022 2021
1 Mercedes Benz Mercedes Benz
2 BMW BMW
3 Lamborghini Lamborghini
4 VW Ferrari
5 Audi Range Rover
6 Range Rover Audi
7 Porsche VW/Volkswagen
8 Toyota Porsche
9 Jeep Jeep
10 Ferrari Toyota

2022 2021
1 Somizi Mhlongo/Somgaga Cassper Nyovest
2 Bonang Matheba/Queen B Bonang Matheba/Queen B
3 �˘����˘���˘�˘�	˛����
����˘������˘��� Somizi Mhlongo/Somgaga
4 Thulasizwe Siphiwe Dambuza/Lasizwe AKA/KiernanJarry Forbes
5 Boitumelo/Boity Thulo Pearl Thusi
6 Minenhle Dlamini/Minnie Dlamini James Charles
7 Mihlali Ndamase/Amanda Boitumelo/Boity Thulo
8 Faith Nketsi/Queen Twerk Thulasizwe Siphiwe Dambuza (Lasizwe)
9 Nadia Jaftha Xhosanostra Skills
10 Kay Ngonyama/Kay Yarms Faith Nketsi/Twerk Queen
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From Sunday Times Generation Next study consisting of written 
questionnaires and online questionnaires administered in eight 
provinces.  We focus on young people in the following age groups: 
Tweens (ages 8-12); Teens (ages 13-18); Young Adults (19-24) 
and Young Professionals (25-30). We poll over 5 900 young people 
across the country ensuring that the sample includes urban, 
peri-urban and rural youth. Data collection dates:  April- June 2021. 
©  2021 Yellowwood Future Architects (Pty) Ltd. All rights reserved.

SHOWER GEL 

TECHNOLOGY BRAND STATIONERY STORE SWEETS 

SNACKS 

SOAP BARS SOCIAL MEDIA APP SPREADS

TELECOMMS PROVIDERS TINNED FOOD TOY STORE 

WEEKLY NEWSPAPERS

TV CHANNELS TV STREAMING/CONTENT CHANNELS/PLATFORMS UNIVERSITIES

2022 2021
1 Nivea Nivea 
2 Dove Dove 
3 Oh So Heavenly Shower to Shower
4 Lux Body Wash Sanex
5 Avon Avon Products
6 Sanex Body wash Oh So Heavenly
7 Shower to Shower Body Wash Lux Body Wash
8 Radox Head & Shoulders
9 Satiskin Johnson & Johnson
10 Dettol Radox

SKINCARE PRODUCTS
2022 2021

1 Doritos Doritos
2 Lay’s Lay’s
3 Simba Pringles
4 Pringles Simba
5 Cadbury Chocolate Oreos
6 Oreos Nik Naks
7 Nik Naks Go Slow
8 Maynards Fritos
9 Fritos Stylos
10 Bigga Naks Bigga Naks

2022 2021
1 Nivea Nivea
2 Vaseline Dove
3 Dove Avon
4 Avon Vaseline
5 Garnier Gentle Magic
6 Portia M Dawn
7 Johnson & Johnson Garnier
8 Dawn Ponds
9 Clere Clere
10 Gentle Magic Portia M

2022 2021
1 TikTok WhatsApp
2 WhatsApp TikTok
3 Instagram Instagram
4 Facebook Facebook
5 YouTube YouTube
6 Twitter Snapchat
7 Snapchat Twitter
8 Pinterest
9 Moya
10 Telegram

2022 2021
1 Rama Nutella
2 Nutella Rama
3 Yum Yum Peanut Butter Black Cat Peanut Butter
4 Black Cat Peanut Butter Melrose
5 Melrose Yum Yum Peanut Butter
6 Stork Stork
7 Flora Flora
8 Blossom Sunshine D
9 D’lite Marmite
10 Rondo Rondo

2022 2021
1 Apple Samsung
2 Samsung Apple
3 TikTok Huawei
4 Facebook Google
5 Huawei Microsoft
6 Google Hisense
7 Microsoft LG
8 Lenovo Sony
9 HP Lenovo
10 Sony HP

2022 2021
1 Toys R Us Toys R Us
2 Crazy Store Game
3 ToyZone Crazy Store
4 Makro ToyZone
5 Game Makro
6 Lego City Toy Kingdom
7 Shoprite Checkers
8 Checkers Pick n Pay
9 Toy Kingdom Shoprite
10 CNA Baby Boom

2022 2021
1 Univ. of Cape Town/ UCT Univ. of Cape Town/UCT
2 WITS Univ. of Johannesburg
3 UNISA WITS 
4 Univ. of Johannesburg UNISA
5 Univ. of KwaZulu-Natal Univ. of Pretoria/UP
6 Univ. of Pretoria Univ. of KwaZulu Natal
7 Harvard Univ. Durban Univ. of Technolo
8 Durban Univ. of Technology/DUT Univ. of Western Cape
9 Nelson Mandela Metropolitan Univ./NMMU Univ. of Stellenbosch
10 Tshwane Univ. of Technology/TUT Tshwane Univ. of Technology

2022 2021
1 Protex Dove
2 Dove Protex
3 Dettol Lifebuoy
4 Lifebuoy Dettol
5 Lux Nivea
6 Sunlight Lux
7 Johnson & Johnson Sunlight
8 Nivea Johnson & Johnson
9 Savlon Gentle Magic
10 Securex

2022 2021
1 CNA CNA
2 Pick n Pay Game
3 PNA Makro
4 Checkers Shoprite
5 Shoprite PNA
6 Game Stores Pick n Pay
7 Waltons Checkers
8 Makro Crazy Store
9 Crazy Store Waltons
10 Pep Stores Spar

2022 2021
1 Moja Love Nickelodeon (305)
2 Mzansi Magic Cartoon Network/CN (301)
3 Channel O Mzansi Magic (161)
4 Disney Channel Channel O (320)
5 Cartoon Network Disney Channel (303)
6 Nickelodeon M-Net (101)
7 M-Net Moja Love (157)
8 MTV Base MTV Base (322)
9 TLC Entertainment MTV (130)

10 SABC 1 TLC Entertainment (135)

2022 2021
1 Sunday Times Sunday Times
2 City Press Sunday Sun
3 Sunday Sun Rising Sun
4 Mail & Guardian City Press 
5 Soccer Laduma 
6 Mail & Guardian
7 George Herald
8 Rapport 
9 Sunday Tribune
10 Witbank News

2022 2021
1 �˘���˜� �˘���˜�

2 Showmax YouTube
3 YouTube TikTok
4 DStv App DStv
5 Amazon Prime Video Showmax
6 Hulu Facebook
7 Viu Stream SABC
8 Apple TV e.tv
9 eVOD Google TV
10 Amazon Prime

2022 2021
1 Koo Woolworths
2 Lucky Star Tin Fish/Lucky Star Pilchards Koo
3 Woolworths Canned Products Lucky Star
4 All Gold All Gold
5 Rhodes Pick n Pay No Name
6 Bull Brand/Corned Beef/Bully Beef Shoprite/Ritebrand
7 Rhodes
8 Bull Brand
9 Heinz
10 Glenryk

2022 2021
1 Maynards Maynards
2 Cadbury Eclairs Pinpop
3 Amajoya Smarties
4 Yoguetta Beacon Jelly Tots
5 Beacon Jelly Tots Yoguetta
6 Smoothies Big Bomb
7 Pinpop Amajoya
8 Halls Halls
9 Pengo Smoothies
10 Stumbo Pengo

2022 2021
1 Telkom Telkom
2 Vodacom MTN
3 MTN Vodacom
4 Cell C Rain
5 Rain Cell C
6 Green Mobile Mweb
7 Awesim 
8 VOX
9 Huge
10 Liquid

#GENNEXT
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Fast Food & Restaurants

‘Brand love is

built over time’

By LYNETTE DICEY

M
c Donald ’s is a perennial
brand favourite among
the youth market. This
year, the brand was

voted the Coolest Fast-Food Place,
with KFC in second and Debonairs
Pizza in third place.

Telma Tsironis, marketing
director for McDonald’s SA, says the

business recognises that the youth
have a particularly strong affinity
and loyalty to the brand.

Most of them have grown up with
the brand, with their first
experience being McDonald’s
Happy Meal.

“The youth of today are the
adults and parents of the future: we
will continue to ensure that we
remain relevant to our customers as
they grow up with us and meet their
changing needs through our journey
together, ” she says.

Recognising the youth are digital
natives who want to feel connected
and are looking for personalised
experiences they can share on their
social platforms is important, says
Tsironis .

As such, McDonald’s has

included more digital touchpoints,
including self-ordering kiosks,
delivery apps and a loyalty app, all
of which allow customers to benefit
from special offers customised
exclusively for them. In-person
restaurants also offer that ever-
valuable commodity — free Wi-Fi.

“Brand love is built over time
through harnessing the power of
building meaningful brand
connections with our customers.
Consumers will forge stronger
connections with brands they can
trust are doing their part to have a
positive impact on the planet and
their communities,” says Tsironis.

Mc Donald ’s SA is prioritising its
role and commitments in the

communities in which it operates
by focusing on four key pillars that it
believes matter most to its
communities, she says: sustainable
food sourcing and quality; building
and supporting communities in
their time of need; ensuring waste is
recycled; and upskilling
communities and accelerating
equity and inclusion across the
business .

Tsironis says customer behaviour
has changed as a result of the
pandemic, with more concern
around safety and hygiene,
convenience and value.

“The pandemic left a path of
economic devastation in its wake,
which is why McDonald’s SA will

continue to focus our efforts to
support value programmes and
initiatives . ”

In the Coolest Restaurants
category, Spur Steak Ranch took the
top spot, with McDonald’s in second
place and Mugg & Bean in third. Last
year, Spur came in fourth place.
RocoMamas, which came second in
this category last year, has been
pushed down to fifth position this
year. Atiyya Karodia, strategy
director at VMLY&R, says the youth
market is sceptical of brands.

“To be successful when
marketing to the youth, brands
cannot just reflect youth culture in a
superficial way. Advertising needs
to be backed by a strong proposition
that answers real challenges.
Authenticity is key: brands cannot
pretend to be something that they’re
not. If you are not authentic, this
segment of the market will see right
through you.”

Karodia says convenience and
clear value that considers the needs
of cash-strapped consumers is what
has helped both McDonald’s and
KFC succeed.

“Their offerings are bolstered by
strong, entertaining and memorable
advertising work.”

Conven ience ,
clear value and
authenticity the
recipe for success

McDonald’s wins with the youth. Picture: Reuters

Youth want brands that walk the talk
By LYNETTE DICEY

● A new category added this year to
the Sunday Times GenNext survey is
the brand that cares about the com-
munity. This year’s winner is KFC,
with Shoprite and Unilever in
second and third position respect-
ive ly.

KFC ’s successful Add Hope initi-
ative was introduced in 2009 to ad-
dress malnutrition and hunger in
SA. The initiative is funded via a
fixed percentage of its profits being
donated to its social responsibility
trust fund, as well as R2 donations
from customers requested at check-
out. The donated funds get distrib-
uted to more than 140 non-profit or-

ganisations across the country,
which collectively reach more than
2,000 feeding centres a day, includ-
ing childhood development organ-
isations, children’s homes and
school feeding programmes. Gov-
ernance has been particularly im-
portant in the administration of the
funds. The donated funds are inde-
pendently audited each year.

KFC also sponsors KFC Mini
Cricket, a grassroots development
programme aimed at aspiring crick-
et players aged  between 3 and 12
years old. The programme enables
about 60,000 cricket matches a
year, with the help of more than
13,000 volunteer coaches.

The KFC Ikusasa Lethu scholar-

ship programme provides scholar-
ships for deserving learners for the
children of KFC employees as well as
children who are beneficiaries of the
Add Hope programme.

Shoprite has long been commit-
ted to becoming a sustainable and
responsible retailer. The business
supports a number of community
food gardens and serves millions of
hot meals each year through mobile
soup kitchens to vulnerable com-
munities. It also supports more than
100 early childhood centres and
donates surplus fruit and vegetables
directly from farms to charities.

Shoprite ’s private label grocery
range is now largely locally pro-
duced and the business supports

small-scale farmers.
Third-placed Unilever has set it-

self an ambitious sustainability
agenda to tackle issues such as cli-
mate change, plastic pollution and
inequality, and has harnessed its im-
pressive stable of brands to to im-
prove health and hygiene and reach
net-zero emissions across its supply
chain. Unilever’s Sustainable Living
Plan has resonated with consumers,
particularly its younger ones.

A globally recognised leader for

its sustainability efforts, Unilever’s
achievements show that big com-
panies can make a real difference
and that being sustainable is good
for business.

Atiyya Karodia, strategy director
at VMLY&R, says brands and institu-
tions can no longer ignore the reality
of youth.

“High rates of unemployment
and increasing financial pressure
pose a challenge for organisations.
It ’s not enough to reflect youth cul-
ture. The age  of the pretty youth
manifesto is over — and with good
reason , ” she says.

“Brands are expected to support
the youth meaningfully. Brand pro-
positions need to show nuance, real
value and respond to the challenging
reality facing young South Africans.
Wrapping poor products up in edgy-
looking creative work will not land,
particularly when youth scepticism
of brands is at its highest.”

Community care

KFC wins in brands that care.

Picture: Freddy Mavunda
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THANK

BEACON MAYNARDS, JELLY TOTS AND 
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TOP 10 COOLEST SWEETS BRANDS 
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spread a little fun, 
flavour and delight 

in South Africa
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MAYNARDS

The experience economy

It’s how brands
engage, not
what they offer

By LYNETTE DICEY

“

Gen Z is a generation that
treats brands and marketing
material with inherent
scepticism , ” says Bongani

Chinkanda, MD of Bravado, a
member of Brave Group. “They ’re
driven by experiences they deem
rewarding and different, more than
products and services. They’re more
interested in how brands engage
with them, rather than what brands
have to offer.”

Chinkanda says brands are
increasingly being subjected to
experiences generated by the youth,
rather than the other way around.
“Consider, for example, when a
GenNext member creates digital
dances for new music releases,
automatically creating
amplification globally. For instance,
Drake ’s single In My Feelings, or the
way the Woolworths brand was
amplified on digital platforms with
the ‘Keep it going, keep it flowing ...’
tagline . ”

When it comes to banks, the
youth expect seamless digital
services and want to be able to
manage their money from
anywhere, on any device, says

Francois Viviers, group executive
for marketing and communications
at Capitec, this year’s Coolest Bank
and Coolest Savings & Investment
Platform .

“Digital natives at heart, the
youth want digital banking
solutions that help them make

relevant money choices in the
moment and without having to sort
through paperwork or spend
significant time talking to
someone , ” he says.

But despite craving greater
digitalisation of financial services,
the youth still demand a human
touch when it comes to product
recommendations, he says, which is
why Capitec has not reduced its
branch network but has, in fact,
increased it.

All SA’s big five banks — FNB ,
Standard Bank, Capitec, Absa and
Nedbank — are investing in a
growing digital presence in
response to strong digital banking

brands Discovery Bank, TymeBank
and Bank Zero. But none plan to
stop having a physical presence.

Viviers says Capitec intends to
partner with its younger customers
as their banking needs mature and
they need home or vehicle finance,
or credit to further their lifestyle or
to invest.

In the Coolest Bank category,
FNB came second and Nedbank
third. Digital-only TymeBank
placed sixth, proof that digital-only
banks are starting to make inroads
into the youth market. In the
Savings & Investment Platform
category, African Bank took second
place, while FNB Investor Platform

took third.
Chinkanda says Gen Z’s banking

choices are based on accessibility
and ease. Rarely do the bank’s
offerings come into play. He says
their choice of bank is often
influenced by who their parents
bank with, but Gen Z are not brand
loyal if they feel their needs aren’t
being met.

“Issues that affect their loyalty
include a sudden surge in bank
charges or higher interest rates, and
how promptly a bank
communicates with them in real
time. If they aren’t satisfied, they
will look for another bank
recommended by their peers.”

Youth expect
seamless digital
banking, but with
a human touch

Capitec, this year’s Coolest Bank and Coolest Savings & Investment

Platform. Picture: Freddy Mavunda
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Social media

TikTok hits the big time

By KYLE ZEEMAN

● Seen as a distraction and “nuis -
ance ” for many a parent, could Tik-
Tok actually be the saviour of
brands, advertising, and our own
self - image ?

Social media remains a major
portal through which Generation
Next sees the world, with networks
such as Facebook, Instagram, You-
Tube and TikTok among the most
popular brands voted tops in this
year ’s survey. Perhaps none is hav-
ing as big an impact on Generation
Next as TikTok.

It ’s the third-Coolest Technology
Brand — the highest social media
service on that list — and has de-
throned WhatsApp to become the
Coolest Social Media App. Interest-
ingly, it retains the Coolest Advert-
ising Medium title.

So, what is it about TikTok that
has consumers coming back for
more, and brands rushing to advert-
ise ?

Paid media specialist at ByDesign

Communications, Mark-Anthony
Goncalves, says influencer market-
ing is supreme on TikTok.

“TikTok is controlled by influen-
cers themselves, who use their own
account to publish their own con-
tent to their own followers. Because
they actively promote content
through their own accounts and
channels, it’s all the more authentic.

“Businesses can issue a #chal-
lenge to TikTok audience followers,
showcasing a product, and the audi-
ence can get directly involved in the
campaign . ”

Popular TikToker Chanley Wong,
a nominee for the DStv Content Cre-
ator Awards in the Netwerk24
Smaakmaker category, says this au-
thenticity is often missing on Ins-
tagram. Instagram was rated the

third-Coolest Advertising Medium,
behind TikTok and YouTube, and the
third-Coolest Social Media App.

“We were trained to think that In-
stagram is for sharing perfect, cur-
ated content that you aspire to but
may not be your lived reality. Lock-
down taught us that no-one lives a

perfect life,” says Wong.
It has led to brands investing in

young TikTokers, who are cultivat-
ing communities online.

A recent study by media monitor-
ing agency Meltwater found that
many advertisers are ditching high-
profile sponsorships for collabora-
tions with micro-influencers, who
have only a few thousand followers.

“Their smaller yet focused audi-
ence makes for high engagements,
often offering the best return on in-
vestment for brands.”

Due to TikTok’s algorithms, mi-
cro-influencers can become popular
far easier on the platform than on
any other, including Instagram,
Facebook or Twitter.

Generation Next voted Facebook
as the fourth-Coolest Technology
Brand, fourth-Coolest Advertising
Medium and fourth-Coolest Social
Media App. Twitter made the top 10
list in the Coolest Advertising Medi-
um (ninth) and Coolest Social Media
App (sixth) categories.

“You can have five followers and

your brand  video can go viral  in an
hour. Users don’t want their feed to
be filtered by what social media
bosses want you to see, and trust
brand recommendations on TikTok
more as a result,” says Wong.

For brands, this also provides an
opportunity to transcend the niche.

“I started out shooting beauty and
fashion content, but one day posted
a video of myself,  as an Asian girl,
speaking Afrikaans. It blew up and
now it’s among my most popular
videos ever,” says Wong.

Goncalves says TikTok is giving
us a glimpse into the future of social
media content and advertising.

“Influencer marketing will con-
tinue to dominate content buy-in
and will look to include new techno-
logy features, such as augmented
reality, to create more engaging ex-
periences .

“As the online space becomes
more competitive, we expect that
paid advertising will become essen-
tial to stand out from all the organic
content online.”

Streaming platforms

By KYLE ZEEMAN

I
t takes something special for a
celeb to inspire the youth for
more than three decades, and
media personality Somizi

Mhlongo is all kinds of exceptional.
The star has done it all, from

acting and choreography to writing
and even singing. He is a firm
fixture on TV screens as a judge on
Idols SA and in his reality show
Living the Dream with Somizi.

He is also a favourite of
Generation Next, topping this year’s
Coolest Online Influencer category.
He finished third on that list last
year, behind Cassper Nyovest and
Bonang Matheba. Bonang retains
her second place spot on this year’s
survey, with Cassper dropping to
third. Comedian and social media
star Lasizwe ranked fourth, with
Boity Thulo in fifth.

Somizi was also the second-
most popular local radio DJ, behind
Thato “DJ Fresh” Sikwane. Sbusiso
“DJ Sbu” Leope was third followed
by Lerato Kganyago and Dineo
Ranaka rounding out the top five.

He made the top 10 of Coolest
Local Celeb, a category won by
comedian Trevor Noah. Actress
Connie Ferguson and musician
Makhadzi were the other stars in
the top three in that category.

Somizi says being a hit with
Generation Next means the world
to him.

“No t
eve r yon e
gets to be
in my
position ,
and for so
long .
Peo pl e
fade away,
so for them to
still see me as
cool is humbling.
There are so many
people that the rising
generation can look up
to, and for them to see and
recognise me means so
much . ”

While he has inspired
Generation Next, he draws his
inspiration from being able to live
each day.

“The fact that I have breath,
that I have the opportunity
to witness another sunrise
and sunset, that is what
inspires me. I am
inspired by people
who are selfless
and giving.
You don’t
have to give
material ly,
but of
your time
and talent.”

He says the
secret to his success
is to seize every

By LYNETTE DICEY

● Despite Disney+ overtaking
Netflix globally, in SA, the latter
remains consumers’ most ad-
mired streaming brand. Netflix’s
appeal to the youth market also
continues to endure locally, with
the brand once again winning
the Coolest TV/Stream-
ing/Content Channel/Plat-
form category.

Showmax comes in
second position and YouTube
in third. There are a number of
factors at play here, says Leslie

Adams, sales director at Reach
Africa, media experts in stream-

ing and video on demand.
“Netflix has a solid algorithm

that personalises your user experi-
ence to your historical preferences,
delivering a personal suitability rat-
ing through its user ‘match ’ feature .
It has also started showcasing
more local content, which we
know resonates among South
Africans in general, including the

youth market.”
Perhaps most importantly,

Adams says, it’s the “on - demand ”
nature of Neflix that resonates with,
and caters to, the viewing habits of
young people.

“They want to be able to watch
what they want, when they want.
This is not something you can do
with live TV, where you need to ar-
range your day around the shows
you want to watch. Young people
gravitate towards this ease of ac-
cess, which plugs into their desire
for more flexibility and agency in
both their work and personal lives.”

Spotify retained its top spot as
the Coolest Music Store/Web-
site/Streaming service. “Our re-
search is telling us that young
people want highly personalised
content , ” says Adams.

“Spotify ’s appeal is all about per-
sonalisation. In curating a custom
user experience designed around
the listener’s historical preferences,
Spotify ’s algorithm — like that of
Netflix — is head and shoulders
above many of its competitors. Ac-
cessing it for free — with the trade-
off of a few ads — appeals to a
younger, often more cash-con-
scious audience.”

Young consumers, she says, are
gravitating towards the conveni-
ence of streaming and video on-de-
mand brands, which are engaging,
dynamic and increasingly access-
ible thanks to the prevalence of
smartphones .

Youth want on demand,
personalised viewing

Online influencers

Netflix takes the Coolest TV/

Streaming category once again.

Picture: Reuters

Som izi ’s
still got it

Mzansi Magic, the home of Idols SA,

was the second-Coolest TV

channel, behind Moja Love and

ahead of Channel O, Disney Channel

and Cartoon Network. 1Magic’s hit

show The River topped the Coolest

Local TV Programmes/Series list,

climbing three spots to dethroning

last year’s winner The Queen. It

finished ahead of popular shows:

Uzalo, Gomora, House of Zwide and

Skeem Saam. Mr Bean scored the

Coolest Cartoon Show prize,

beating out Tom & Jerry, Regular

Show, Dragon Ball Z and SpongeBob

SquarePants.

TV programme

GenNext just can’t get
enough of his particular
brand of fabulous

moment. “I have learnt to treat
every opportunity as if it is my first
and my last.”

His advice to Generation Next is
to be authentic.

“Live your truth. Be honest
with yourself, and be honest
with those around you. Be
original. You are unique, you
have been from the day you

were born. Live your truth
and you will attract truth
and honesty. I would rather
be 10% successful for who I

truly am than be hugely
successful for someone

I am not. It’s so
important to stay
in your truth.”

Seize every

moment, says

this year’s

Coolest

Online

Influencer.

Picture: Katlego

Mokubyane

Somizi Mhlongo.

Picture: Gallo Images
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Play Your Part is a movement that aims to 

inspire, empower and celebrate the youth 

of South Africa to be active and proud 

about building a better nation for 

themselves and the future generations. To 

share your story about how you are making 

a positive difference in your community, 

visit www.brandsouthafrica.com

Play your part for a 
greater South Africa

@PlayYourPart @PlayYourPartSA

Brand South Africa is a proud partner of 

Sunday Times Generations Next.

Petrol stations

E ngen
gets it
rig ht
agai n

By LYNETTE DICEY

I
n recent years, the expectations
of what a fuel station offers
have made a considerable shift
from the traditional fuel and

food convenience — or what Engen
calls “foodvenience ”.

“Increasingly, there are
expectations for more speed to save
consumers time, and digital
connectedness to make their lives

eas i e r,” says Bulela Mkandawire,
brand and sponsorship manager at
Engen .

She says shopping trends have
shifted over the past few years to
smaller and more convenient
environments for necessities.

Engen consistently revises the
Quickshop product mix to cater for
the change in consumer behaviour
which, says Mkandawire, has
resulted in an encouraging uptick in

convenience store transactions.
Research indicates that

millennials and Gen Zs are more
likely to defend brands which
embody a strong sense of purpose
over profit.

But they still expect their
convenience needs to be met 24/7,
in a prompt, friendly and
professional manner, she says.

Engen again takes pole position
in the GenNext Coolest Petrol

Station category, again followed by
Shell and Caltex. A truly SA brand,
Mkandawire says Engen is
committed to being part of the
solution in the markets and
communities it serves. “Ou r
investment in education, sports
development, sustainability and
delivering repeatable customer
experiences demonstrates our
brand philosophy: ‘What matters to
you, matters to us’.”

Advances in technology and
social media are exposing younger
people to more branded messaging
than ever before. Mkandawire says
it ’s becoming increasingly
challenging for brands to connect
with their audiences. To remain
relevant to the youth market, Engen
uses data insights to determine
effective channels to communicate
its strong sense of purpose,
innovative digital offerings, and
market-leading convenience
solutions that all try to speak to the
real wants and needs of the youth.

Engen ’s customer focus has
resulted in a number of customer
service awards as well as awards for
best fuel brand, top employer, best
development programme and best
lubricants, to name just a few.

Data - d riven
insights keep it
relevant to the
youth market

Engen is the clear favourite with the youth. Picture: Werner Hills
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Covid conquerors

Made, not broken,
by lockdown

By KYLE ZEEMAN

F
or nearly two years, SA was
locked down to try to
contain the spread of the
coronavirus, forever

changing the way that youth see the
world, brands and each other.

“It hit like a bomb and left us in a
fever dream. The world that
appeared so invincible was
suddenly so vulnerable,” says 17-
year-old Dirhil Mulumba.

The pandemic was like
something out of a Hollywood
blockbuster, with 21-year-old Mbali
Khumalo describing the anxiety she
felt as the once busy streets grew
quiet .

“I remember looking out the
window at the street below, a major
road and used all hours of the day,
and thinking that this is what a
post-apocalypse movie must feel
like. I knew the world would never
be the same and it frightened me.”

For others, lockdown provided a
brief reprieve from discrimination.

“I forgot, as a gay person, how
homophobic people can be. I didn’t
have to deal with that during the
lockdown, but when I returned to
school I had no option but to adapt,”
says Mulumba.

He will always remember
lockdown as the time he found
acceptance .

“I was dealing with a lot of issues

during lockdown and I felt like no-
one in my family understood me, so
I turned to pages online. I met a lot
of friends there who understood me
and helped me a lot. I found a
community. ”

It was also a time of mourning.
Sixteen-year-old Lenny

Makafula lost family members to
the virus and says it made him
appreciate the value of life.

“It changed a lot in my life. I
suddenly became more aware of my
surroundings, to stay healthy and
not get infected by the disease.”

Makafula says his self-esteem
also took a knock when he started
gaining weight. To cope, he threw
himself into making music and
exercising .

Fourteen-year-old Nick Favit
says he started feeling sadder as
time went on, so turned to funny
and entertaining content on social
media .

“I used to be a little antisocial
and I wanted to be by myself a lot. I
would just lie on my bed, sleep all
day or listen to music. I would
watch hilarious videos to distract
myself and keep me company.”

While TikTok and YouTube were
an escape for Generation Next
during lockdown, many admitted to
missing human interaction.

Fifteen-year-old Naseeha
Maharaj says the pandemic revealed
how some friendships were strictly
face-to-face, which became
impossible to maintain.

Favit says he missed spending
time with his friends, but found
being locked up together
strengthened his relationship with
his family.

“My brother and I would ride our
bicycles together every day. It was
one of the activities I looked
forward to and really miss now that
lockdown is over.”

Recognising the impact of the
pandemic on the youth and
education, veteran educator Shaun
Fuchs created the Centennial
Schools in Sunninghill, Joburg.

“The school was born out of
lockdown and the world it changed.
I have been in education for more
than 30 years and saw how the
lockdown in early 2020 changed
teaching and learning. State schools
did not cope at all.”

His school, which provides
classes from grade 7 to 9, includes
several innovations familiar to
Generation Next, including esports,
wellness activities and daily mental
health check-ins.

“This generation is the most
digitally literate ever. They are
content creators. We need to take
that content and skills they learnt,
and adapt it to learning.”

Fuchs says every student he
interviewed was comfortable with
gaming, a popular pastime during
lockdown, and so the school not
only added esports to the
curriculum but also brought games
into lessons.

One example of this was
building a Minecraft world around a
lesson and including learning
material in the environment.

He says the results have been

astounding, with students showing
a dramatic and marked
improvement in understanding
when taught on a platform
Generation Next is most
comfortable with.

Fuchs noted the ravaging effect
of Covid on mental health and says
the school puts a major focus on
mental and physical wellness.

“In all my years of teaching, I
have never seen students so
anxious and so many suffering from
depression. This generation is in
such a difficult situation. Their
parents have been retrenched, some
have lost family members to the
pandemic, and all of them have
experienced the isolation of
lockdown. They have not seen their
friends ’ faces for nearly two years.
Think what subconscious
psychological and emotional
damage this has done.”

The school has a chill zone
which allows students a safe space
to escape to for 15 minutes, even
during lessons, to have a mental
timeout. It also teaches Pilates and
yoga as a way to cope with stress
and re-centre.

Students are encouraged to
check in with teachers regularly
and undergo a wellness exercise on
the “It ’s OK” mobile app at the start

of every day to analyse their moods.
All students who want to take

part in esports need to have booked
a physical fitness activity, driving
home the importance of exercise
and physical wellness in overall
development .

Fuchs also notes the importance
of human interaction in a world that
has become increasingly digital, and
the need to couple this with a safe
space to engage in.

He says the most difficult part of
implementing such changes was
resistance from some parents who
still thought their children needed to
be taught the way they were before
the pandemic struck. From a brand
perspective, as Generation Next
turns increasingly online, it’s the
brands that adapt the best and
quickest that are succeeding.

“From a communications point of
view, one of the biggest trends we
saw was the proliferation of the two-
screen culture. People are on their
phones while watching Netflix, or
moving seamlessly between social
media and other platforms,” s ays
Kevin Welman, ByDesign
communications director.

“The brands that are winning in
this new digital age are those that
can integrate the two-screen culture
most successfully, and adapt the
quickest to new consumer needs.

Welman also stresses the
importance of trust for Generation
Next. “The trust factor has changed
the way we view information
sources. We’ve see direct
communication emerge as trusted
sources of information, rather than
mass communication platforms.”

For Mulumba and millions of
others in Generation Next, life has
changed forever. The lockdown
brought pain, heartache and
loneliness, but also acceptance,
reflection and a chance to start
again. “When you go on lockdown,
you miss your friends and when
everything goes back to normal, you
realise that you actually missed the
lockdown. It made you who you are,
and you found an honest part of
yourself that perhaps you never
knew was there.”

They realise they were not
broken by the lockdown, but made
by it.

The pandemic
was tough, but
Generation Next
proved even
toug her

Naseeha MaharajDirhil Mulumba Nick Favit

Veteran educator Shaun Fuchs created the Centennial Schools in

Sunninghill, Johannesburg.

How to beat the
social media blues
By KYLE ZEEMAN

● Social media addiction is a very
real thing, with experts warning of
the mental health challenges that
can often arise from scrolling
through your feed.
“It allows you to live in a world

that is not real,” says Tarryen
Ramathan-Johnson, founding
director of social and influencer
marketing agency The Réxime
Project .
“This was especially true during

lockdown, when it gave people an
opportunity to escape the angst
and depression they felt by being

someone completely different
online . ”

Paid media specialist at ByDesign
Communications, Mark-Anthony
Gonçalves, also noted the shots of
instant dopamine released when
engaging with content online.

While these may bring a
temporary high for many Gen
Nexters, there have long been
worries that using social media
contributes to low self-esteem and
feelings of inadequacy in young
people .

A rise in cyberbullying and
harmful content online has also led
to several brands launching

campaigns to try to counter any
negative effects.

Instagram allows users to hide
the number of likes they receive on
their posts, to defuse the pressure
many feel to be popular on the app.
Cosmetics company Dove
launched a number of campaigns,

amplified through messages on
social media, to try to encourage
self-esteem and body positivity.

Ramathan-Johnson works with
brands and influencers on positive
messaging; and says they should
not shy away from sensitive or
controversial topics, but control the

narrative. Generation Next have
also adopted their own methods of
limiting harm on social media.

Twenty three-year-old Sylvia
Eppel has learnt to filter what she
consumes .
“I choose specific content that is

less stressful. I generally stay away
from Facebook and Twitter
because I find the content there is
more political and intense. I find
that tailoring my social media
experience has allowed me to let
into my space only what brings me
joy — which has been helpful in
maintaining my mental health.”

Renato Saqib, 17, has found relief
in frequent social media breaks.
“When I have done this, I find

myself in a better space afterwards.
It ’s boring in the moment, but the
long-term benefits are great. You
don ’t need to delete the app or cut
it out completely, just limit your
time and activity to the basics like
communicating . ”

Living for likes

Renato Saqib Sylvia Eppel
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