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The general trading conditions 

in South Africa’s retailing market 

remains challenging as spending 

among the country’s predominantly 

value-conscious consumers remains 

constrained. 

This trend is exacerbated by rising utility 
costs, coupled with the falling exchange 
value of the South African rand, and 
rising levels of household debt, all of 
which continues to add further strain to 
disposable income levels. 

Many health and beauty specialist 
retailers continues to increase the quality 
and variety of the private-label products 
they offer in an attempt to remain 
competitive, generate higher margins and 
take advantage of branding opportunities. 
Current value sales for health and beauty 
specialist retailers recorded growth of 9% 
in 2015 as the channel reached R51,9 
billion. This growth was two percentage 
points slower than the 11% current 
value growth recorded in the channel in 
2014 and it was driven by the increasing 
expansion of parapharmacies outlets.

Parapharmacies recorded the highest 
growth of any health and beauty specialist 
retail channels in 2015, increasing in 
current value by 13%. In addition, the 
channel also accounted for 49% of value 
sales within health and beauty specialist 
retail parapharmacies in 2015. Growth 
within this channel can be attributed 
to the widespread availability of beauty 
and personal care products that offer 
high margins. Values sales through 
parapharmacies are also being boosted 
by the fact that many low-income South 
African consumers tend to favour this 
channel as the products on offer are 
relatively cheap in comparison with other 
channels.

Beauty specialist retailers recorded 
current value growth of 5% in 2015. The 
strong growth recorded within this channel 
can be attributed to the expansion of 
various different specialist stores from 
major retailers such Edcon. Many of these 
stores also stock high-end beauty and 
personal care products such as premium 
fragrances with higher unit prices.

Some health and beauty specialist retail 

channels such as pharmacies continued 

to face increasing competition from the 

expansion of parapharmacies during the 

review period. Price competition within 

pharmacies remains limited due to the 

increasing demand for generic over-the-

counter (OTC) consumer health products 

that are usually cheaper in parapharmacies. 

The presence of these generic OTC 

products is also putting pressure on sales of 

branded OTC consumer health items. As a 

result, current value growth slowed down in 

pharmacies in 2015.

Optical-goods stores recorded current 

value growth of 1% in 2015. This growth 

can be attributed mainly to rising demand 

for sunglasses and the increases being seen

in the prevalence of medical conditions 

such as myopia and hyperopia. In an 

attempt to boost sales, many optical good 

stores offered free eye examinations.

Although internet retailing continued 

to account for a small proportion of value 

sales of the products normally sold through 

health and beauty specialist retailers in 

2015, many health and beauty specialist 

retailers continue to invest in their online 

platforms, similar to other retailing 

channels. Many players such as Edcon’s 

Red Square brand and Dis-Chem opened 

online stores. In addition, there is a growing 

presence of independent online health 

and beauty specialist stores such Faureal 

Fragrances, which sell discounted premium 

fragrances.

HEALTH & BEAUTY 
Navigating the health 
and beauty landscape

Values sales through parapharmacies are being boosted by the fact that many low-income 
consumers favour this channel as the products are relatively cheap.

The Clicks Group is supported by strong consumer recognition of its brand  
and the expansive presence of its outlets across South Africa.
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Ranked second and third in health 

and beauty specialist retailers in 2015 

were Dis-Chem Pharmacies and Edcon 

Holdings, with respective value shares of 

3% and 1%. Dis-Chem Pharmacies’ value 

share continues to be driven by its low 

pricing strategy and its outlets are found 

predominantly in upmarket suburbs.  

Dis-Chem Pharmacies recently acquired 

Minlou Holdings and this acquisition is 

expected to boost the company’s value 

share in the wholesaling of pharmaceuticals 

in 2015, making it more competitive 

with Clicks Group Ltd. Edcon Holdings led 

beauty specialist retailers in 2015 with its 

Red Square brand, which generated a value 

share of 9% in beauty specialist retailers 

2015.

Increased innovation in private label and 

exclusive brand offerings were some of the 

key strategies implemented by health and 

beauty specialist retailers to attract and 

sustain consumer loyalty. In addition to the 

Competitive landscape
The competitive landscape in the health 

and beauty specialist retail channel 

continues to be dominated by domestic 

players. The Clicks Group maintained its 

leading position in the channel in 2015 

with a 26% value share. The company 

continues to be supported by strong 

consumer recognition of its brand and the 

expansive presence of its outlets across 

South Africa. The Group is also widely 

represented within health and beauty 

specialist retailers as the company is 

responsible for popular brands such The 

Body Shop. In addition, Clicks also owns 

United Pharmaceutical Distributors (UPD), 

which is the largest chain of pharmacies 

in South Africa. The Clicks Group supplies 

pharmaceutical products to over 1 000 

independent pharmacies and major private 

hospitals.

expansion of private label products, the 

introduction of reward schemes and 

loyalty programmes also enabled health 

and beauty specialist retailers to generate 

greater consumer loyalty.

The expansion of retailers in channels 

such as grocery retailers and direct selling 

continued to increase the competition 

being posed to health and beauty specialist 

retailers during 2015. These channels offer 

cheaper alternatives to many consumer 

health and beauty and personal care 

products, which is very much in line with 

the constrained budgets of many South 

African consumers. In addition, these 

channels continue to increase the range of 

consumer health and beauty and personal 

care products. Furthermore, some grocery 

retailers operating in channels such as 

supermarkets have recently launched 

in-store parapharmacies to provide more 

convenience to consumers and diversify 

their scope of operations.

Prospects
Growth in the channel is expected to be 

driven mainly by the expanding presence 

of parapharmacies. In addition, the 

growing trend of self-medication and the 

opportunity to purchase medicine without 

a prescription are expected to be other 

drivers of value growth in the channel 

during the forecast period.

The strong positive growth expected in 

parapharmacies during the forecast period 

is set to continue having a negative impact 

on the performance of pharmacies, with 

prices in the channel likely to increase. As 

part of their overall expansion strategies, 

the strongest players in health and beauty 

specialist retailers such as the Clicks Group 

are expected to acquire independent 

pharmacies and convert their premises into 

Clicks outlets.

The expanding ranges of consumer 

health and beauty and personal-care 

products available in South Africa, 

combined with the introduction of in-

store parapharmacies within grocery 

retailers outlets are likely to increase the 

levels of competition faced by health 

and beauty specialist during the forecast 

period. Similar with other retail channels, 

the leading players in health and beauty 

specialist retailers are expected to continue 

adopting multichannel strategies in order 

to supplement their store-based sales with 

online sales during the forecast period.

Additional information: www.euromonitor.com
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HEALTH & BEAUTY ▲
Looking for natural beauty benefits? 
Add an avo!
As the saying goes “you 

are what you eat”. Aside 

for being a popular 

addition to most dishes, 

avocados offer numerous 

benefits. Valued by many, 

few people are aware of 

the added beauty benefits 

of this green gold. 

Have you been thinking  

about treating yourself to  

an at-home facial? 

Besides being a cost effective way to create your own facial at home, the natural oils 

in avocado could assist in maintaining skin’s overall health. According to MRC Foodfinder 

program avocados are high in monounsaturated fats and essential nutrients, such 

as magnesium (5% of the NRV for adults), folic acid (5% of the NRV for adults) and 

vitamin C (10% of the NRV for adults).

The growing popularity of this ingredient has resulted in more and more research 

being done into the various beauty benefits offered by avocados. This well-loved item 

contains natural ingredients that can help tighten pores and hydrate the skin. 

Paula Begoun of Paula’s Choice is a best-selling author of 20 books about skincare and 

makeup. She lists avocado oil as a good source of skin-repairing fatty acids and having 

antioxidant properties.2

Lastly, avocados can also work wonders on hair. Both vitamins B and E are known to 

support hair health. If your hair is lacking in lustre, try an avocado hair mask to help 

promote hair’s natural shine. Simply massage a little avocado oil into your scalp at night 

to aid in protecting hair from possible damage.

The perfect ingredient to have on hand for use both in the kitchen and in the 

bathroom, simply add an avo! 


